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IS MRS. JONES HEADED FOR YOUR STORE 
... 02 The sore ac20ss The Street 7 


Whether she buys from you or your competitor 
will depend to a large extent upon the estab- 
lished reputation of the appliances you sell. 


If Apex washers, ironers and cleaners are in your window 
or on your floor, you'll find it easy to sell Mrs. Jones. You 
see, Apex has been making fine appliances for over 30 years, 
and Mrs. Jones knows that “Apex” stands for quality. She 
has heard her friends speak highly of Apex distinctive 
styling, of Apex features and the superior performance of 
Apex appliances. More than likely she already owns an 
Apex appliance. If so, you'll find it easy to keep the sale 
on your side of the street. 


Apex appliances will give your salesmen something 
tangible to talk about, smart features that will appeal to 
Mrs. Jones—convince her and quickly close the sale. That’s 
just one reason why appliance dealers prefer the Apex 
Franchise. They know that Apex is an outstanding leader 
in the development of appliances, that many features, 
now generally accepted by the industry, were origi- 


nated, perfected and first offered to the public by Apex. 


Write today for your copy of the Apex Postwar Profits 
Plan and Preference Certificate. Learn how you can enjoy 
the advantages of Controlled Distribution, and qualify 
for the Apex Appliance Franchise. Write now—and be 


the dealer to sell Mrs. Jones. 








THE APEX ELECTRICAL MANUFACTURING COMPANY 


Cleveland 10, Ohio 
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ABOUT THIS ISSUE 


O some of our readers who have been using 

the January 1944 issue of ELECTRICAL MER- 
CHANDISING in post-war planning, it may seem 
superfluous to do as much of this job over 
again as we are doing in this January 1945 num- 
ber. Therefore, I think an explanation of the 
contents of this magazine is in order. 

First the tables of saturation and the tables 
on wired homes and farms are fully revised and 
brought down to this date. We are reprinting 
the table of ten prewar year sales of appliances 
just as it appeared a year ago. The reason for 
this is that it has been in continuing demand 
throughout the year, and is an important and 
necessary basic record table by which post-war 
plans now being laid can be measured. 

All these tables in the form of a reprint were, 
throughout 1944, in increasing use. The evi- 
dence for this is that individual requests for 
these data rose sharply over 1943. In 1943 there 
were about 500 individual requests for these 
statistical data. During the past year, 1944, the 
number has been nearly three times as many, 
nearly 1,500 of these reprints being distributed 
on individual requests. 


ERY important to post-war thinking and 

planning are the data furnished us by the 
utilities throughout the country. A total of 149 
companies co-operated in developing this ex- 
tremely important picture of utility - dealer 
policy, utility merchandising plans, and esti- 
mates made from careful local studies on ac- 


cumulated demand for major appliances and 
radio. 


The total customers served by the 149 com- 
panies reporting, 16,452,178, takes this survey 


out of the sampling class. That is roughly 58 


percent of the total wired homes of the country. 
Every section is well represented. Practically 
all of the reporting companies have dealer co- 
operative programs. They all show a high per- 
centage of dealer survival, and the majority of 
them expect to merchandise in post-war years. 
We have shown accumulated demand for ap- 
pliances and radio in terms of units per 1,000 
customers. This gives a handy index which 
local merchandisers may apply to their own 
territory as a rough indication. 


HIS twenty-fourth annual report to the 

industry, like others that have preceded it, 
is made possible only by the fact that so many 
elements in the industry heartily co-operate. 
Wherever data is gathered throughout the ap- 
pliance field, it is in all but a few exceptional 
cases made freely available to us in order that 
it may be passed on to the industry as a whole. 
This is true of individuals, utilities, associations, 
and manufacturers. To all of those who have 
again been so conspicuously helpful we extend 
our warmest thanks and appreciation. 
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Every month, for almost two years, over 4 million 
Ladies’ Home Journal readers have been told about 
lronrite’s exclusive features and guaranteed iron- 
ing satisfaction. Almost 100 million individual 
advertising messages have appeared. Thousands 
of consumer inquiries now on file. No other ironer 
manufacturer has done such advertising! NOW 
we are beginning to focus attention on dealers’ 
stores . to develop additional inquiries and 
promote postwar demonstrations. lronrite offers 
you a major postwar opportunity! For further facts, 
ask your Ironrite Distributor. 


THE IRONRITE 


38 Piquette Avenue + 


IRONER CO. 


Detroit 2, Michigan 
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Call the nearest one of these Ironrite Distributors 


ABILENE, TEXAS 

Sun Electric Company 
AKRON, OHIO 

Obie Edison Company 
ALBANY, NEW YORK 

Roskin Brothers, inc. 
ALTOONA, PENNSYLVANIA 

Electric Apphance Dis tributers 
AMARILLO, TEXAS 

Southwestern Electric Appliance Co. 
ATLANTA, GEORGIA 

Chas. S. Martin Distributing Co., Inc. 
BALTIMORE, MARYLAND | 

Stephen Seth & Company, tac. 
BILLINGS, MONTANA 

Midiand Implement Company, Inc. 
BINGHAMTON, NEW YORK 

Morris Distributing Company, Inc. 
BIRMINGHAM, ALABAMA 

Birmingham Electric Battery Company 
BOISE, IDAHO 

Flint Distributing Company 
BUFFALO, NEW YORK 

Joseph Strauss Co., inc. 
CAMBRIDGE, MASSACHUSETTS 

The Eastern Company 
CHARLOTTE, NORTH CAROLINA 

Southern Appliances, Inc. 
CHATTANOOGA, TENNESSEE 

Automatic Home Equipment Company 
CHICAGO, ILLINOIS 

Sampson Electric Company 
CINCINNATI, OHIO 

Griffith Distributing Company 

CLEVELAND, OHIO 

H. J. Oliver Distributing Company 
COLUMBUS, OHIO 

Thompson & Hamilton, inc. 
DALLAS, TEXAS 

lroners Southwest Company 
DAVENPORT, IOWA 

Midwest Timmerman Company 
DAYTON, OHIO 

Gem City Appliances, Inc. 
DENVER, COLORADO 

The Larson Distributing Company 
DES MOINES, IOWA 

Midwest Timmerman Company 
DETROIT, MICHIGAN 

troners Detroit Company 
EL PASO, TEXAS 

W. G. Watz Company 
ERIE, PENNSYLVANIA 

The Winter Company of Erie 
FARGO, NORTH DAKOTA 

The Larson Company 
GRAND RAPIDS, MICHIGAN 

Republic Distributing Company 
HAGERSTOWN, MARYLAND 

Bohman- Warne, inc. 


QUALITY LEADER 


JANUARY, 


HAMILTON, ONTARIO 

Coffield Washer Company 
HARRISBURG, PENNSYLVANIA 

Biehl's Auto Parts 
HARTFORD, CONNECTICUT 

Roskin Distributors, Inc. 
HONOLULU, HAWAII 

Nylen Brothers & Co., Ltd. 
HOUSTON, TEXAS 

Straus-Frank Company 
HUNTINGTON, WEST VIRGINIA 

Van Zandt Supply Company 
INDIANAPOLIS, INDIANA 

Griffith Distributing Company 
JACKSON, MICHIGAN 

Consumers Power Company 
JACKSON, MISSISSIPPI 

Cabell Electric Company 
JACKSONVILLE, FLORIDA 

Cain & Bultman, inc. 
KANSAS CITY, MISSOURI 

Sander & Company, Inc. 
KNOXVILLE, TENNESSEE 

House-Hasson Hardware Company 
LITTLE ROCK, ARKANSAS 

555, Incorporated 
LOUISVILLE, KENTUCKY 

The Sutcliffe Company, Inc. 
LOS ANGELES, CALIFORNIA 

Gordon E. Wilkins Ironers, lac. 
MEMPHIS, TENNESSEE 

Wayne Spinks Company, Inc. 
MIAMI, FLORIDA 

Cain & Buliman, Inc. 
MIDDLETOWN, NEW YORK 

Roskin Brothers, Inc. 
MILWAUKEE, WISCONSIN 

Roth Appliance Distributers, Inc. 
MONROE, LOU!SIANA 

United Electric Service 
NASHVILLE, TENNESSEE 

Wayne Spinks Co., Inc. 
NEWARK, NEW JERSEY 

Krich- Radisco, Inc. 
NEW HAVEN, CONNECTICUT 

Mory Sales Corporation 
NEW ORLEANS, LOUISIANA 

Walther Brothers Company 
NEW YORK, NEW YORK 

Brune-New York, inc. 
— VIRGINIA 

Bowers Wholesale Corporation 

OAKLAND, CALIFORNIA 

Gordon E. Wilkins Ironers, Inc. 
OKLAHOMA CITY, OKLAHOMA 

William Mee Company, Inc. 
OMAHA, NEBRASKA 

Appliance Distributors, Inc. 





PENSACOLA, FLORIDA 

Pensacola Appliance Company 
PHILADELPHIA, PENNSYLVANIA 

Raymond Resen & Company 
PHOENIX, ARIZONA 

G. Walz Company 

PITTSBURGH, PENNSYLVANIA 

Ludwig Homme! & Company 
PORTLAND, MAINE 

Boyd Corporation 
PORTLAND, OREGON 

Harper- Meggee, Inc. 
POTTSVILLE, PENNSYLVANIA 

Biehi's Auto Parts 
PROVIDENCE, RHODE ISLAND 

R. U. Lynch, Inc. 
RICHMOND, VIRGINIA 

B. T. Crump Company, Inc. 
ROCHESTER, NEW YORK 

Beaucaire, Inc. 
RUTLAND, VERMONT 

Vermont Electric Supply Company 
SAGINAW, MICHIGAN 

Northern Supply Company 
$T. LOUIS, MISSOURI 

Sander & Company, Inc. 
ST. PAUL, MINNESOTA 

Motor Power Equipment Company 
SALT LAKE CITY, UTAH 

Flint Distributing Co. 
SAN ANTONIO, TEXAS 

Rowles Sales Company 
SAULT STE. MARIE, MICHIGAN 

Northern Electric Company 
SEATTLE, WASHINGTON 

Harper- Meggee, Inc. 
SIOUX FALLS, SOUTH DAKOTA 

Tri-State Electric Company 
SOUTH BEND, INDIANA 

Radio Equipment Company, Inc. 
SPOKANE, WASHINGTON 

Harper- Meggee, Inc. 
SPRINGFIELD, OHIO 

Obie Edison Company 
SYRACUSE, NEW YORK 

Morris Distributing Company, Inc. 
TAMPA, FLORIDA 

Cain & Bultman, Inc. 
TOLEDO, OHIO 

V. J. McGranahan Distributing, Cr 
WASHINGTON, D.C. 

Southern Wholesalers, Inc. 
— WEST VIRGINIA 

Jones-Cornett Electric Co. 
WICHITA, KANSAS 

Sander & Company, Inc. 
WILKES BARRE, PENNSYLVANIA 

Williamsport Auto Parts Company ‘ 
WILLIAMSPORT, PENNSYLVANIA 
Williamsport Auto Parts Company 
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You cam Take orvers NOW for 


FILTER QUEEN 


America’s BAGLESS Cleaner 


























QUEEN easy to handle. 
push cround. 










Efficient cleaning. 


litter. 


Yes, you can actually take FILTER 
QUEEN orders today, for delivery after 
present restrictions are lifted. And 


FILTER QUEEN offers you another im- 
poriant advantage NO LONG 
WAITS FOR DELIVERY AFTER THE 
GREEN LIGHT FLASHES. All 


sary jigs, dies and tools are on hand, ready 


neces- 


to start production, 


When you tie up to FILTER QUEEN, 
you with the fastest 
field 
prove it! That’s because you can’t beat 


FILTER QUEEN’S No Bag feature. It 


instantly captures the interest of every 


connect 


selling 


cleaner in the test territories 


woman and has resulted in hundreds of 
signed orders with deposits for many 


dea iers. 


HEALTH-MOR, Inc. 


203 N. WABASH AVENUE, CHICAGO 1, ILL. 
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Easy handling. Wand construction makes FILTER 
No heavy mechanism to 








FILTER QUEEN is unconditionally 
guaranteed to instantly fick up dog hair, lint and 





Flexible Performance, With no bulky bag to hinder, 
FILTER QUEEN swivel nozzle gets ALL THE WAY 
under beds, heavy chairs, radiators. 


Easy dirt disposal. 
empty. Dust pan, 


filter, emptied only once a month. 





And remember, in addition to sanitary, 
DUSTLESS _ dirt FILTER 
QUEEN offers these essential features: 


disposal, 


wand construction; swivel nozzle; guar- 
anteed efficiency; soundproofed motor. 


Each one is an answer to what the house- 


wife wants according to a recent 
survey ... in her vacuum cleaner of 
tomorrow. 


Now is the time to get the facts. They 
may make a whale of a difference in your 
postwar profits. For full information on 
the FILTER QUEEN, the FILTER 
QUEEN Franchise and Preference Pur- 
chase Plan, just fill in the coupon and 


mail it today. 


1945 


sp \ 


No dirty, germ-laden bag to 
with dirt concealed beneath 





Quiet running. % H.P. Black & Decker 


motor scientifically soundproofed to 
minimize noise, vibration. Muffied air 
flow. 

















Please fill out and mail this coupon today 
for free information on 

the FILTER 
QUEEN, the FILTER QUEEN Franchise ond 
Preference Purchase Plan. 


Name (please print) 





Street address......._. 
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To: Home Appliance Deaters- 
Ion : } 

post-war LLect ric Home Washers feature 

ECLIPSE mMASTIC AGITAT ORS 


" Modem LT, 40 
ty Wathes Protection” 





> You have a more complete sales story for your housewife customers when you @™ 
can point to an ECLIPSE Plastic Agitator on your washer line! 


Pioneered and developed by Eclipse, Plastic Agitators offer many 
advantages that housewives quickly appreciate. They're easier on 
clothes, for instance. There is no rough metal surface to wear 
and catch on delicate fabrics. For plastic is glass-smooth — and 
will remain smooth throughout its long life of service. It’s non- 
corrosive, too, will not discolor clothes; and it’s heat-proof, acid- 
proof, stain-proof, durable and light weight... more attractive 





ALREADY IN USE ON 
THESE FAMOUS MAKES: 


APEX 







in appearance, and easier to handle and keep clean. 





rs 















> You can expect new materials and designs in agitators in your post-war wash- 





BARTON 
" epane ers... appealing colors — and other exclusive eye-catching features‘of Eclipse albus 
acumen Plastic Agitators. These and many other superiorities will help you sell more 
al , washers — faster. Insist on ECLIPSE Plastic Agitators on YOUR line. 
%* CONLON 
w EASY Turn prospects to sales — easier — with a modern 
% FAULTLESS ECLIPSE Plastic Agitator on your washers. 
% GENERAL ELECTRIC 
* MAYTAG PGs , 
k NORGE € MOULDED 
% SPEED QUEEN 
*% ZENITH Cc 

PRODUCTS COMPANY 


— 
5151 NORTH THIRTY-SECOND STREET MILWAUKEE 9, WISCONSIN ’ ti 


Plastic Products and Custom Moulders for All Industry a 
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" BLACKSTONE (Gembingtion LAUNDRY 





WASHES - DRIES - indus 
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HERE’S a preview of the sensational 

BLACKSTONE COMBINATION LAUNDRY! SEE THE 

Engineering completed, testing underway for BLACKSTONE 

months ... now some of America’s ablest design & XHIBIT 

talent is putting the finishing touches on its outer P) ‘ a 2 Wart 
— wraps. For functional value, engineering sim- CHICAGO, JAN. 4 to 13 INCL. 
clipse abe plicity, versatility of application, and sheer beauty Space 1769-70 e 17th Floor 
more .-.it has absolutely no equal! 

And no wonder. For back of it is an accumu- 

lated experience of almost three-quarters of a 

century in the specialized business of building 

Home Laundry Appliances exclusively. 

BLACKSTONE CORPORATION, JAMESTOWN, N.Y. « EF CKS QO Ne 

A Division of Jamestown Metal Equipment Co., Inc. 
oe ca's oveast masnen mi MANUFACTURER 
eee ameai 
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It's a postwar Promise... from 











~-: 
4 n 
with a 
A radio-phon 3 = 
tic Record Chang 
Automa OF” 
“CHILD-PRO 
3 Sn ae 
that’s even 
Neeeestne 
Le] 
CENT sal It’s a fact! The new Admiral auto- shortened. Trouble-free operation ae 
: 8 atic rec ‘thanger will be - rj é d by a mini c 
ty 3 Moving Parts m atic record ch anger will ne fool will be assured by inimum of 
Only proof. Even the kiddies’ impish moving parts. 
4Y2-Second Change Cycle: curiosity won’t impair its auto- These sales clinching features are 
hanger! matic efficiency ...and that’s rea- just a few of the many improve- 
, a . sik : 
A Service-Free o son enough to turn many a sale ments you will find everywhere in 
when you are selling again. In ad- _ the complete Admiral line. Remem- 


dition, an entirely new type tone _ ber, every Admiral product is built 
arm will give better reproduction to outsell competition. So for fu- 
and longer life to records. Chang- ture sales, act now to Get Aboard 
ing time between records will be | with Admiral. 


vol ai Lele cae. Mmival, Ciporalioe ec a “ 


WORLD'S LARGEST MANUFACTURER OF RADIO-PHONOGRAPHS WITH AUTOMATIC RECORD CHANGERS 
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Going places 








DUO -THERM... America’s Leading Fuel Oil 
Water Heater... NOW AVAILABLE for 
essential civilian needs. 


@ Less than 4c a day gives the average family 
plenty of hot water. 





/ @ No gas, electric or furnace connections... 
can be installed anywhere. 





= 
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go to you! 


The boom in automatic washers isn’t the only 
sales boom coming! 


Those automatic washers are going to need 
automatic hot water! That’s why so many ap- 
pliance dealers are adding Duo-Therm Auto- 
matic Fuel Oil Water Heaters to their line. 


The automatic Duo-Therm is a natural com- 
panion to go to town with the automatic washer! 


Both require hot and cold water con- 
nections—both can be instailed at the 
same time by the same personnel. 


But those thousands of automatic washer buy- 
ers aren’t your only market for Duo-Therm 
Automatic Water Heaters! 


Not by a long shot! 


Over 24,000,000 homes... almost three- 
quarters of all the homes in America . . . do not 
have automatic hot water! 


Get set now to make this ready-made market 
pay you profits! 


Send the coupon for information on fran- 
chises now open to appliance dealers! 


Duo-THERM 


DIVISION OF MOTOR WHEEL CORPORATION Nee LANsinc 3, MICH. 


America’s Largest Manufacturer of Fuel Oi/ Heating 


Appliances and Pioneer in Fuel Oil Water Heating 


DUO-THERM Division of Motor Wheel Corporation 
Department K-5, Lansing 3, Michigan 


| would like to have additional information on the water heater market and 
dealer franchise. There is no obligation to me. 








Now-—your postwar selling can start in 


the *£496,734000 Chicago dadkel- 


You can start now to lay plans to casn in on the 
billion-dollar demand for autos, refrigerators, oil 
furnaces, and other “big unit” products in the 
Chicago market. Here is more business than you 
can find in some ten or fifteen entire states— 
enough business to absorb all or a substantial 
portion of your output. 


The Chicago market is famous for its big volume 
purchases. It has repeatedly broken sales records. 


The Chicago Area: strategically located... compact... . fortified 
against reconversion problems... big enough to absorb all a factory 
can meke 


Favored by high, diversified income from farm and 
factory, backed by huge savings, it is reinforced 
against reconversion and is immediately responsive 
to selling. 


Easily accessible to salesmen and factory ship- 
ments, the Chicago market can be sold at one low 
cost through a single medium—the Chicago Tribune. 
Daily, the families of this compact market turn to 
the Tribune as their first newspaper and chief buy- 
ing guide. Founded when the midwest was being 
settled, the Tribune occupies a position unrivaled 
by any other medium. It is the only one which de- 
livers the market-wide selling impact thot gets 





Now available for your study and use are the findings of a 
market-wide dealer and ¢ i igati i 
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sad cntteh <ouinaaen, toast 





ctad be 


To get these fects, 








| Chicago Tribune, Tribune Tower, Chicago 11, Ill. 


e and exp P 
address C. S. Benham, Maneger, National Advertising, 


dealer support and broad consumer acceptance. 

One out of every three families in 756 cities 
and towns of 1000 or more population read the 
Tribune on weekdays. On Sundays, it is practically 
every other family. And not only is the Tribune the 
family medium, it is the dealer’s medium—at one of 
the lowest milline rates in the United States. 


Whether you get into production early or late 
here is a market and an advertising medium which 
offers the quick distribution and consumer buying 
you want, and can help you build solidly for a long- 
term, profitable operation. For market facts and 
merchandising help, call a Tribune representative. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


November average net paid total circulation: 
Daily, over 965,000; Sunday, over 1,300,000 
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Horrporint ANNOUNCES... 


An Entirely New 
| Dealer Franchise Plan 





Hotpoint’s Policy for Appliance Merchandising Is Essentially This: 


A SELECTIVE DEALER FOR A SPECIFIC MARKET 





| A SPECIFIC MARKET FOR A SELECTIVE DEALER 


Thus, Hotpoint’s Policy Is Mutually Beneficial 


Because It ls Mutually Selective and Protective 






Painstaking research, to determine the potential of each market, is the foun- 


dation upon which a Hotpoint Selective Dealer Franchise is awarded. Being 























—_ protective as well as selective, Hotpoint’s Selective Dealer Franchise Plan 
affords an opportunity to plan and build a retail appliance business, for the 
present and future, on a dignified 
| A Complete Line of Kitchen and profitable hasis. 
aundry Appliances , 
nm and L PP No “Postwar Babies” 
ELECTRIC RANGE ELECTRIC : ° 
nanan WATER HEATER In Hotpoint Line 
REFRIGERATOR ELECTRIC All Hotpoint appliances are beyond 
ELECTRIC CLOTHES DRYER the promotional stage. In no sense are 
HOME FREEZER ELECTRIC they “postwar babies.” They were all 
ELECTRIC PORTABLE-IRONER designed, tested, and in demand before 
COMBINATION ELECTRIC Pearl Harbor. 
ptance. REFRIGERATOR _—TABLE-TYPE IRONER Hotpoint’s postwar appliances will 
6 cities ELECTRIC ELECTRIC form a complete line of electric kitchen 
ad the WRINGER-TYPE DISHWASHER and laundry appliances that will per- e 
ictically WASHER ELECTRIC mit the Hotpoint selective dealer to com- 
=o DISPOSALL PR Is alee tt aff ton 
une the ELECTRIC pete successfully for sales in all income 
t one of AUTOMATIC CABINET-SINK brackets. Dependability Asiured - () 
WASHER ALL-STEEL CABINETS Edison General Electric Appliance Co., By 40 Years’ Experience carvan cane 
or late Inc., 5620 W. Taylor St., Chicago 44, Ill. LESS REPAIR 
= which HOTPOINT REGIONAL SALES OFFICES. EASTERN: 570 Lexington Avenue, New York City 22, Plaza 3-9333. SOUTHERN: 304 Red Rock Building, Atlanta 3, Walnut 2959. 
| a CENTRAL: 1456 Merchandise Mart, Chicago 54, Superior 1174. WESTERN: Western Merchandise Mart, 1355 Market Street, San Francisco 3, Underhill 2727. 
ra long- 
acts and F . CT 
entative. : 


Horpoint 


| Vases _ Electric Kitchens a8 
“| REFRIGERATORS + RANGES « WATER HEATERS » HOME FREEZERS - WASHERS AND IRONERS + CLOTHES ah + DISHWASHERS + DISPOSALLS + CABINET-SINKS + STEEL CABINETS 


° ier ee a. if 


Are 
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If you miss seeing Eureka, you're going to 
miss the boat in Chicago! 


Because Eureka is bringing to the Furni- 
ture Mart not only the greatest Eureka 
Product ever built, but an entirely new 
idea in vacuum cleaner selling! 

It’s all wrapped up in one package—the 
New Eureka Home Cleaning System. 
Now you can sell an individual cleaner or 
a complete Home Cleaning System—it’s 
the greatest selling idea in 20 years of 
vacuum cleaner merchandising! No won- 
der Eureka’s new products are called the 
Eureka Moneymakers! 


And as if this wasn’t enough, there’s still 
another great new Eureka Moneymaker 
at the Houseware’s Show at the Palmer 
House—the new Eureka Cordless Electric 
Iron! No dangling, tangling cord—saves 
time, saves effort, saves wear and tear on 
the nerves—and no fire hazard! 


Yes, if you miss seeing Eureka, you're 


: , ‘ 
going to miss the boat in Chicago! 


Eureka’s New Home Cleaning System — tlic 
new Miracle Way to clean house! Not 
just a new and finer floor cleaner . . . not 
just a new and finer portable cleaner, 
but a complete Home Cleaning System to 


Age 
oe t 
re a 


do everv cleaning job from cellar to New Eureka Cordless Electric ron — no annoying cord 
M4 lh to tangle and dangle! Electrical contact made when 
attic better, easier, faster. iron is resting on safety base. Automatically re-heats 


at rapid rate, giving plenty of heat during entire iron- 
ing period. Eliminates fire hazard completely, saves 
time, saves effort, saves money! 


sa coos iat Ts a EET 











; 
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PRODUCTS 


“PRECISION ENGINEERED FROM THE WOMAN'S POINT OF VIEW” 
EUREKA HOME CLEANING SYSTEM 
EUREKA ELECTRIC CORDLESS IRON 
EUREKA ELECTRIC GARBAGE DISPOSER 


EUREKA VACUUM CLEANER CO., DETROIT 2, MICHIGAN 
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A710 THE LOYAL MEN 
vo | and WOMEN WORKERS at L&H! 


‘ar on } 
-a 
& H workers point with pride to their coveted 
Pou re , ee ross ° 
Army-Navy “E pennant that now flies over the 
—_ / plant — and to the “E pins they wear. Keep- 
! ; 
/ 


ing faith with their co-workers now in the Armed 





Forces, L & H men and women appreciate this 


recognition of their satisfactory production of vitally 


\ 
am 


» | 
- 


needed war materials—as well as to bond purchases 
well in excess of their quotas. x A. J. Lindemann 


& Hoverson Co. is proud of its wartime production 














soldiers — and publishes this announcement as 
tribute to their outstanding achievement in pro- 
ing core 
ae L&H PRODUCTION IS NOW DEVOTED duction and their “all ” aid he war eff 
anibeate uction and their aili-out aid to the war effort. 
apg aoe TO MAKING THESE WAR GOODS: 
Pins for tank tracks; anti-aircraft 
shells; electrical control cabinets; 
containers for bomb parachutes; 
cartridge belt webbing; assembly 
of air compressors on U. S. army _— 
trucks; steel cases for truck tools A. J. LIN DEMANN & HOV ERSON co. 
and parts; Radar parts. Since 1875 
MILWAUKEE, WISCONSIN 
Pm 4 
cos ALCALAR 
Ew” Manufacturers of ELECTRIC RANGES + ELECTRIC WATER HEATERS * GAS RANGES > OIL STOVES + PORTABLE OVENS © GIL HEATERS + WICKS 
OSER 
a 
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@ As a sentinel reports conditions at 
his post, Sentinel Radio reports to the 





army of dealers: A knockout new line 
of Sentinel Radios ready for production, 
the moment war work releases facilities. 

Meanwhile Sentinel keeps right on ad- 
vertising nationally... Radio on a nation- 
wide scale, magazines of large circulation. 

For Quick Deliveries on a line with 
Consumer Acceptance...if you demand 
the soundest sort 





of proposition for a 
sure profit...depend 
on SENTINEL. 


One of Sentinel’s 
current consumer ads 
latest of an un- 
broken series since 
Pearl Harbor total- 

\ ling 175,000,000 
repetitions of the 


Sentinel name. 


& ° . 
enlinel ravio 


QUALITY RADIO SINCE 1920 


SENTINEL RADIO CORPORATION, 2020 Ridge Avenue, Evanston, Ill 
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ASK YOURSELF - 


WHAT CAN EASY OFFER YOU THAT NO ONE ELSE CAN? 





@ Before we expect you to sell Easy Washers again, we 
think you’re entitled to ask, ‘‘ What's there in it for ME?”’ 

What can Easy offer you that no one else can? Well, 
here’s a brief idea. 


68 YEARS OF SPECIALIZING .. . Ever 
since the first Easy washer of 1877—a funnel 
7 on a stick— Easy has concentrated 100% on 
home laundry problems. And we’re going 
to keep on doing what we can do best . . 


making America’s leading washers and ironers. 


FACT 





LEADERSHIP SINCE 1877...Easy pioneered 
the Vacuum Cup washer — world’s gen- 
tlest washing action, the Overload Safety 
Switch, the Spiralator Washing Action which 
washes more clothes faster and gentler, Perma- 


FACT 


4 


tection which banishes wear to dainty fabrics, and most 





important — the Two-Tub Spindrier Washer with all its 
revolutionary improvements. Besides these “engineering 
firsts,” Easy dealers have enjoyed the bigger profits of the 
highest average unit-of-sale in the entire washing machine 
industry. 
We've just printed a 16-page book giving full 
details. Watch for it and read it carefully! 
Easy Washing Machine Corp., Syracuse 1, N.Y. 


1945 











THE PUBLIC WANTS EASY...2,000,000 
satisfied Easy owners are a terrific backlog for 
3 new washers because these owners and all 

their friends know that there’s nothing like an 

Easy! Easy advertising has consistently had 
top readership among all appliance advertising and at the 
last count it was the largest and most extensive washer 
campaign in national magazines! 


SOUND |POST-WAR PLANNING ... 
FACT There’s been enough ta/k about post-war 
Sp planning to stuff an encyclopedia. But Easy 
has already given you action: Complete 
architect’s plans for building a post-war 
washer department — backed by the help and advice of the 
experienced staff of field divisional managers which Easy 
has preserved intact during the war. Plus some complete 
new ideas for training your own new salesmen. 


EASY 
re ET 


dadiing 
WASHER 
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A veritable electric “breakfast chef” . . . compact and 
complete! At one end, out pops the toast .. . rich, 
golden brown. At the other end, the coffee is brewing 
or eggs are frying on the built-in tubular cooking 
element. All encased in gleaming chromium .. . the 
entire appliance covered by a liberal, long-service 


guarantee (details later). 


This Merit-Made Duo-Chef is one of a distin- 
guished family of toasters, including a pop-out model 
without the cooking unit and a handsome quick-flip, 
2-slice toaster. 


Distributors are now being appointed. Perhaps your 
Closed View . . . Beautifully 


territory is still open. Write for details. You can ARES EOE REEL 


“Make Money with Merit-Made.” 





MERIT-MADE 7 General 
PRODUCTS Offices 
100 Elm Street 
pect anor et Buffalo 3, 
3 N.Y. 
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INFORMATION PLEASES... 


- when radio dealers learn about Majestic! 


Here's a company with one of the great names of radio—a name which, 
according to independent surveys, rings the bell of recognition with 


88 out of every 100 of your potential customers...a name which is 
familiar through actual ownership, past or present, to 24.5% of the radio- 
] > ry re tar ] } 


buying public...a name which is being made even more familiar tod 


through consistent advertising in the nation’s major markets 
Here's a company whose exclusive post-war interest is radio, and th 

radio dealer. A company with young, vigorous, sales-minded manage- 

ment... with an alert, 


lucts, right timing, right promotion, right pricing 


|e) biel 


product-wise engineering Stati your assurance 


of right pro 


Here, finally, is a company with a unique plan— Controlled Distribu- 


tion — designed to protect its dealers, on the Majestic line, against price- 











makes it possible for the legitimate dealer to make a legitimate profit on every sale. 
*~ * * * 
Is it any wonder that far-sighted radio dealers are pleased when they learn 
ali the facts about Majestic! 
You'll be pleased, too, when you receive information about the Majestic 
organization and the Majestic way of operating —when you realize what 
Majestic franchise will mean to you. 
So that you may have this information, we invite you to send today 
yur free copy of the new Majestic brochure, Blueprint for Peacetime 


nning. When you read it, you'll see why — 


* . - 
a J , ; i 
cutting, parlor-dealing, wild trading and all the other tactics which Majestic Means Business 
‘too often take the profit ut of radio retailing. It's a plan which HY 
oo often e e | mts Out ¢ 1 re I ] pian t ... and lots of it! 
A x 
X ’ MAJESTIC RADIO & TELEVISION CORPORATION x CHICAGO 32, ILL. 
age 
oy 5 ee 
-- LSS e “sn 
/ AIR 
oF TH ume ¢ v7, 
Ron Majestic Radio & Television Corporation Name of Fs 
a migHTr Chicago 32, Illinois Addis 
° INFORMATION PLEASE! I'd like to know 
ripio TELEVISION ELECTRONICS mane dheuk veut etatainnionand ower sinus. City 


Please see that I reccive a copy of the bro- 


chure, B/. 
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HURLEY MACHINE DIVISION 
Electric Household Utilities Corp. 
54th Avenue and Cermak Road, Chicago. lil. 
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In all the history of recorded music, 
had there ever before been a moment 
quite like this? 

It is dawn, and at the window sits 
Dimitri Mitropoulos, distinguished 
Greek conductor of the Minneapolis 
Symphony, his face strongly outlined 

the first rays of the ascending sun. 

This is just as Mitropoulos had want 

1 it. “Let us have the audition very 
early in the morning,” he had said. 

Chat is when the mind is clear, when 
every sense is keen. Then my judgment 
of the Meissner will be most accurate.” 

23 x x 
Now an attendant pressed a button, and 
Mitropoulos watched as Meissner’s au- 
natic record-changer performed its 
agile marvels. 


Dynphovg 


Mitropoulos Arose Early—As 
Always, When Great Events Portend 


“Ah, that velvet touch!” he exclaimed. 
“How many of my own precious rec- 
ords would been saved!” 


thus have 


As he spoke, the final words were 
caught up in the music of a glorious 
symphony — gloriously reproduced. 
Mitropoulos sat almost spellbound as 
record followed record. At last, when 
the room was bright with the risen sun, 
the great director could no longer re- 


strain his enthusiasm: 

“The people at Mt. Carmel have done 
a wonderful thing. This music from the 
Meissner . . . it 1s so clear, so buoyant, 
so perfect! Never would I have be- 
lieved such reproduction possible!” 

Dimitri Mitropoulos had just been 
listening to the only 
phonograph in 


Meissner radio- 
existence — the labora- 
tory model pertected before war turned 
all of Meissner’s skill to the manufac 
ture of vital war equipment. The instru- 


ment is now on loan “for the duration” 
to Mt. Carmel high school in Meiss- 
ner’s home community. 

With your own luxurious postwar 
counterpart of the Meissner, you will be 
able to play for two hours or more with- 
out touching a record. And you will en- 


joy Frequency Modulation, Meissner’s 


Super Shortwave and a host of other 
Meissner Electronic advancements. 


1 6 RtB OF SOUND. Ar 
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la “" 


{ 


WEISSVER 
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PROFLE and 
PRESTIGE 
fer lomorrows 
MEISSVER 
RADIO- 
PHONOGR APH 
DEALERS 


Exclusive dealer franchises for 
the Meissner electronic radio- 
phonograph are available for most 
communities — NOW. 


The men who will hold these deal- 
er franchises have already built a 
reputation with a clientele that 
demands quality in any product. 
They have the financial strength, 
the facilities and the ability to sell 
a product like the Meissner. They 
welcome the opportunity to add 
to their own reputation for qual- 
ity, integrity and leadership by 
association with Meissner. 

To these men, Meissner offers an 
instrument that has astounded 
the world’s greatest musicians by 
its performance. An advertising 
campaign that is now reaching 
millions of readers and is building 
a great backlog of postwar cus- 
tomers. And a group of immediate 
prospects who have shown their 
interest in the Meissner by re- 
sponding to advertisements like 
that reproduced on the opposite 
page. Many of them ask, ‘““Where 
can we buy a Meissner after 
Victory?” 

This ready-made market is wait- 
ing for you. If you meet the re- 
quirements outlined above, write 
to our Chicago office today. An 
executive of our company will 
contact you at the earliest possi- 
ble opportunity. 


MEISSNER 


MANUFACTURING COMPANY + mT, CARMEL, TLL, 





Please Address Your Inquiries 
to Chicago Office 
1629-A PALMOLIVE BLDG, 
CHICAGO, ILLINOIS 
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write it themselves 


... tell you what to 
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sell them. 


Advertise and 


feature yours now 
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for profits soon! 


HURLEY MACHINE DIVISION 
Electric Household Utilities Corp. 


54th Avenue and Cermak Road, Chicago. lil. 
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Mitropoulos Arose Early—As 
Always, When Great Events Portend 


In all the history of recorded music, 
had there ever before been a moment 
quite like this? 

It is dawn, and at the window sits 
Dimitri Mitropoulos, distinguished 
Greek conductor of the Minneapolis 
Symphony, his face strongly outlined 
by the first rays of the ascending sun. 

This is just as Mitropoulos had want 
ed it. “Let us have the audition very 
early in the morning,” he had said. 

That is when the mind is clear, when 
every sense is keen. Then my judgment 
of the Meissner will be most accurate.” 

x x x 


Now an attendant pressed a button, and 
M tropoulos watched as Meissner’s au- 
tomatic record-changer performed its 
agile marvels. 


“Ah, that velvet touch!” he exclaimed. 
“How many of my own precious rec- 
ords would thus have been saved!” 

As he spoke, the final words were 
caught up in the music of a glorious 
symphony — gloriously reproduced. 
Mitropoulos sat almost spellbound as 
record followed record. At last, when 
the room was bright with the risen sun, 
the great director could no longer re- 
strain his enthusiasm: : 

“The people at Mt. Carmel have done 
a wonderful thing. This music from the 


Meissner . . . it 1s so clear, so buoyant, 


so perfect! Never would I have be- 
lieved such reproduction possible!” 
Dimitri Mitropoulos had just been 


listening to the only Meissner radio- 
phonograph in existence the labora- 
tory model perfected before war turned 
all of Meissner’s skill to the manufac 


ture of vital war equipment. The instru- 


ment is now on loan “for the duration” 
to Mt. Carmel high school in Meiss- 
ner’s home community. 

With your own luxurious postwar 
counterpart of the Meissner, you will be 
able to play for two hours or more with- 
out touching a record. And you will en- 
joy Frequency Modulation, Meissner’s 
Super Shortwave and a host of other 
Meissner Electronic advancements. 
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Reprint of advertisement in The Atlantic, Fortune, Harper's Magazine, House Beautiful, House & Garden, National Geographic, Town & Country 
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MEISSNER 
RADIO- 
PHONOGRAPH 
DEALERS 


s 
Exclusive dealer franchises for 
the Meissner electronic radio- 
phonograph are available for most 
communities — NOW. 


The men who will hold these deal- 
er franchises have already built a 
reputation with a clientele that 
demands quality in any product. 
They have the financial strength, 
the facilities and the ability to sell 
a product like the Meissner. They 
welcome the opportunity to add 
to their own reputation for qual- 
ity, integrity and leadership by 
association with Meissner. 

To these men, Meissner offers an 
instrument that has astounded 
the world’s greatest musicians by 
its performance. An advertising 
campaign that is now reaching 
millions of readers and is building 
a great backlog of postwar cus- 
tomers. And a group of immediate 
prospects who have shown their 
interest in the Meissner by re- 
sponding to advertisements like 
that reproduced on the opposite 
page. Many of them ask, ““Where 
can we buy a Meissner after 
Victory?” 

This ready-made market is wait- 
ing for you. If you meet the re- 
quirements outlined above, write 
to our Chicago office today. An 
executive of our company will 
contact you at the earliest possi- 
ble opportunity. 


METSSNVER 


MANUFACTURING COMPANY + mT, CARMEL iu 





Please Address Your Inquiries 
to Chicago Office 


1629-A PALMOLIVE BLDG. 
CHICAGO, ILLINOIS 
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SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Offices in Principal Cities 
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‘THE COMPLETE LINE OF 
PRACTICAL HOME APPLIANCES 


IRONS « TOASTERS 
FOOD MIXERS + VACUUM CLEANERS 
COFFEE MAKERS « ROASTERS * WAFFLE IRONS 
HOT PLATES * VIBRATOR MASSAGERS 


Engineered by Leading Designers for 
New Beauty — New Utility Value 
and for Trouble-Free Efficiency 


* 


You can expect mew appliances from Miracle — 
useful and practically efficient work-savers that will 
make sense to aggressive dealers and value-wise 
home makers. 


And—when civilian goods are released from today’s 
necessary restrictions —you can expect these Miracle 
Home Appliances in profitable quantity, for the 
Miracle factories are equipped and tooled for tre- 


mendous mass production. 


Here, in the Miracle Line, you'll find no futuristic 
gadgets. Instead, you will be provided with sound 
and salable merchandise that is made right, priced 


right, and styled for merchandising action. 


A limited number of distributor and jobber fran- 
chises are still open. Inquiries from qualified 
wholesalers should be directed to this office. 


MIRACLE ELECTRIC COMPANY 


DIVISION OF MIRACLE PRODUCTS, INC. 
(SINCE 1925) 


36 SO. STATE ST., CHICAGO 





Sales Offices: 
NEW YORK « KANSAS CITY « LOS ANGELES + SAN FRANCISCO « SEATTLE 























WHAT 
DOES AMERICA WANT? 





T IS THE PURPOSE of this editorial, the thirty-first of a 
series, to state the urgent need for a clear declaration 
of American policy in world affairs. 

Within the past few weeks there has been a wakening 
conviction in this country that the determination of inter~ 
national arrangements cannot safely be put aside until 
victory has been won. For we have seen actions taken in 
Europe seemingly without full consultation and agree- 
ment of the Allied powers, which may profoundly affect 
the design of the post-war world. 

A declaration of American policy is needed, and it 
should be accompanied by a statement of our firm inten- 
tion to exert full effort to procure its acceptance and 
furtherance. Emphatically, this does not mean that an 
American platform should be put forth as an ultimatum, 
which other nations must accept totally, or reject at the 
cost of having the United States withdraw from collabora- 
tive participation in world agreements and organization. 
On the contrary, the first plank in such an American 
platform should be a firm commitment on our part to 
participate with our associate nations in building a gen- 
eral system of world security and order. By definition, 
this requires that each participant be willing to accom- 
modate its purely national interests to a program that 
can be accepted as fairly representing the interests of all. 
But equally, there is imposed on each participant an ob- 
ligation to state honestly and openly what it conceives its 
individual interest to be, as well as its concept of what 
measures will best serve the general interest. 


Americans have displayed a singular diffidence in the 
matter of formulating a bill of American objectives - 
singular, in that it contrasts so sharply with our power 
to exercise as broad a leadership as we are able to define. 
This reluctance stems partly from the inherent difficulty 
of arriving at a coherent statement of national aims in a 
country like the United States — so vast in area, so mul- 
tiple in its sectional and group interests, and so soundly 
committed to the free expression of individual thought. 
But it stems also, in part, from a tradition of national 
isolation which, however understandable in historic per- 
spective, now stands clearly discredited by two world 
wars which were not of our making, but from which we 
were unable to hold aloof. 

That the economic wellbeing and political security of 
the rest of the world is closely bound to the decision and 
performance of the United States is questioned nowhere 
but in America. Political boundaries and restrictions can- 


not build effective fences against the interplay of eco- 
nomic forces, and the sheer weight of American economic 
influence is of crucial import to all the other nations of 
this globe. In large measure their decisions will be shaped 
either in response to the opportunities that our pro- 
cedures offer them, or in defense of interests that our 
procedures may jeopardize. 


* * * 


The United States contains only about 6 percent of 
the world’s population. But — our national income, be- 
fore the war, amounted to almost 25 percent of world 
income; our industrial output as a whole approximates 
45 percent of world totals, and we now are producing a 
like percentage of the world’s munitions; we have 35 per- 
cent of the world’s railroad mileage; 25 percent of mer- 
chant fleet tonnage; 50 percent of the world’s telephones; 
45 percent of steel production; 40 percent of aluminum 
production; 33 percent of coal output; we are refining 
(though part of the production comes from imports) 55 
percent of the world’s copper, and 70 percent of its petro- 
leum; we now are producing 50 percent of the world’s 
rubber (though post-war resumption of natural rubber 
production will sharply reduce this balance); our shares 
of agricultural production are, of course, much smaller, 
but just before the war we accounted for 35 percent of 
world cotton production, 15 percent of wheat, and 10 
percent of wool. 

Whether we like it or not, we must exercise political 
responsibilities commensurate with the weight of our 
economic power in an inter-dependent world. But before 
responsibilities can be assumed, they must be defined. 
Can the United States arrive at a clear agreement and 
statement of aims for which it is willing to stand sponsor? 

The recent campaigns of both political parties have 
helped to provide an encouraging answer. In general, 
election mandates are glaringly deficient as indicators of 
a unified national purpose. A majority of voters declare 
themselves for the winning candidate. But even among 
the majority there are varying degrees of enthusiasm for 
the platform principles espoused by their candidate; and 
the substantial minorities of the defeated parties may 
have had no enthusiasm whatsoever for particular planks 
in the winning platform, or for the platform in its en- 
tirety. A sportsmanlike deference to the will of the ma- 
jority is a feeble substitute for unified national conviction. 

But this Presidential campaign was noteworthy for 
certain basic principles upon which both the platforms 
and the candidates of the major political parties were 
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united. Surely, upon such areas of agreement there may 
be said to have been an American mandate; the more so, 
because upon certain of them, we have evidence that 
no party or candidate could have declared opposition with 
any hope of victory. What then were these agreed-upon 
principles? The following is an attempt at a fair summary: 

1. That America, in collaboration with its Allies, is com- 
mitted to seeing the war through to the unconditional 
surrender of our declared enemies. 

2. That America is committed to a resporisible role in 
a world security system after the war, including a com- 
mitment to lend the support of our armed forces to repel 
aggressions that may violate such security. 

3. That America is committed to the post-war goal of 
substantially maintaining in this country an economy 
that will provide jobs for those who are able and willing 
to work. 

4. That America is committed to the principle of 
achieving this goal of sustained, high-level employment 
of manpower and economic resources under a system 
primarily activated by competitive enterprise. 

These are American mandates. They can be made the 
nucleus of a coherent national policy, for they define 
aims upon which the great majority of our people are 
emphatically agreed. But no one can pretend that in this 
generalized form they serve as more than directional 
guides for either internal legislation or international 
negotiation. This skeleton of aims must be clothed with 
the living flesh of agreed-upon means. Here we have no 
national mandates of comparable clarity, but it is patently 
clear that it is our compelling task to achieve them. 


vw * w 


On our elected representatives in government rests the 
primary responsibility for formulating the specific pro- 
grams required to implement national policies. Under our 
system of government, those representatives need con- 
tinuous nourishment in the form of mandates as to what 
the people want. Particularly during a period when so 
many urgent problems are being thrashed out upon an 
international basis, this imposes a grave responsibility 
upon all sectors of our citizens; for it requires them to 
think in terms of the welfare of our nation as a whole, to 
focus upon those points which offer possibilities for sub- 
stantial agreement among Americans, rather than upon 
matters of individual, group, or sectional advantage. 

In earlier editorials I have tried to define a basis for 
national policy in keeping with that broad purpose. They 
have dealt with problems that are basic to the healthy 
functioning of free enterprise under the competitive sys- 
tem, with the mobilization of our resources for war and 
for reconversion to peace-time production, with labor 
and management responsibilities and relations, with na- 
tional debt and taxation, with foreign trade and our 
economic relationships abroad, with the industrial devel- 
opment of backward areas. Since they have been pre- 
sented in the McGraw-Hill publications, which reach a 
group broadly representative of all American industry, 
they have centered upon problems that have-an economic 
rather than a strictly ».***.cal import. 

Future editorials, to appear during 1945, will deal with 





comparable subjects selected in recognition of the urgent 
importance for arriving at concerted definitions of na- 
tional policy. I am fully aware that no individual or 
group can speak authoritatively for the American Nation. 
But I hope that an honest attempt to formulate sound 
concepts of national interest in crucial economic matters 
will help to crystallize American policy both by focusing 
agreement and by eliciting dissent. 


* * * 


Here there is space only to indicate in broadest outline 
what I conceive to be desirable foundations for an eco- 
nomic policy for the United States: 

1. The attainment of a high and sustained level of busi- 
ness activity and employment in the United States and 
in the world. 

2. Active and expanding markets for world trade based 
upon fair competition rather than upon bloc agreements, 
discriminatory preferences, and cartel arrangements. 

3. The encouragement of industrial development in 
nations that have been backward in that respect. 

4. A recognition that hospitality to imports, rather than 
constituting a threat to national standards of living, offers 
in fact the most potent instrument for international bar- 
gaining that any nation can command. 

5. A willingness to assume a responsible national role 
in international arrangements designed to provide such 
financial stability as may be needed to support mutually 
advantageous world exchange of goods and services. 

We must see to it that the end of military warfare does 
not merely open the door to an era of economic warfare. 

The fact is that America has no choice but to assume 
leadership in world affairs. For the weight of our influ- 
ence will be felt by other nations no less whether our 
attitude be positive or negative. And the cost to us of 
any international obligation which we might undertake 
must in all fairness be weighed against the equally real 
cost to us of dealing with measures that others may take 
to protect themselves against the results of our non- 
participation. 

We have tended in the past to approach international 
commitments timidly, fearful that we might be outwitted 
in a world battle of wits. And in so doing, we have too 
often ceded to others the initiative of suggestion, leaving 
to ourselves the thankless task of accepting or rejecting 
what they demand of us. 

Our one bargaining weakness stems from the fact that 
other nations, by contrast feeble in potential power, 
know what they want and are able to mobilize all their 
strength to achieve it. 

America can be the most effective nation on earth — if 
only it knows what it wants. 





President McGraw-Hill Publishing Co., Inc. 
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ELECTRICAL MERCHANDISING estimates that now, Janu- 
ary 1945, there is need for approximately 1,046,246 new 


electric ranges. 


Post-war market for five years beginning 


194X should be a minimum of 785,000 electric ranges annu- 


ally. 


OFFICE OF CIVILIAN REQUIREMENTS—Based on a nation- 
wide survey made in June 1944 among 4,500 homes, OCR 
estimates a need for 493,004 electric ranges. 


125 UTILITIES—Based on figures supplied by 125 utilities, 
it is estimated that there will be an accumulated demand 
for 1,251,213 electric ranges at the close of the war. (see 
national summary of Accumulated Demand published on 


page 37). 
T H estimates on these pages 

fron lifferent sources demon- 
strate t livergence resulting from 
different thods of calculation. The 
ELeEctTRICAL MERCHANDISING estimate 
is ba n the ratio of electrical 
appliar ale t se of range 
refrigerators, washe ind ironers, to 
new ra lwelling units built and 
newly red farms in the years 1937 
throu 1941—applving’ the ratio to 
new lling unit nd wired far 
ada: 4] 

The OCR t é ybtained by 
the sampling ethod of 4,500 homes 
geog! ally distributed. 

The figures furnished by the utilities 
and are shown in greater detail 
else n this issue, should be given 
spe nsideratior These figures 
come local familiarity with the 
actual need for domestic equipment and 
are nany instances based on careful 
local surveys. It is very likely there- 
fore that this is much the best figure of 


Range saturation, urban, suburban 


and farm, is shown by states on page 
25. An explanation of the terms 
employed is in order. Urban refers 


Electric Refrigerators: 


to all communities of 2,500 popula- 
and rural non-farm com- 


munities of less than 2,500 population 


tion over, 


vhich gives us the large measure of 
suburban areas, and farms of course 
need no explanation 

In the areas, suburban and farn 


where electric range saturation at the 
present time is highest, we will face ir 


the post-war a serious c 


ompetitive sit- 


uation. Because these areas are beyond 


city gas lines they should offer th« 


greatest opportunity tor the sale of 
electric ranges and water heaters. It is 
serious fact therefore that liquefied 


uses has made sucl 
Recent figures 
indicate that just before the war L. P 
range installations on and in 
growing 
faster than electrical cooking installa 
tions in the same territory. 

There is only one answer, and that is 
in advertising, selling and promotion 
which will firmly establish th: 
superior service of electricity for cook- 
ing. Here is one cooking promotion 
that the combination companies could 
well join with the straight electric 

ympanies in carrying through. 


ior these 
onsiderable headway 


petroleum 


farms 


ural non-iarm areas were 


job 





ELECTRICAL MERCHANDISING estimates that now, Janu- 
ary 1945, there is need for approximately 5,348,608 new 
electric refrigerators. Post-war market for five years begin- 
ning 194X should be a minimum of 3,750,000 electric refrig- 


erators annually. 


OFFICE OF CIVILIAN REQUIREMENTS—Based on a nation- 
wide survey made in June 1944 among 4,500 homes, OCR 
estimates a need for 3,827,048 mechanical refrigerators. 


121 UTILITIES—Based on figures supplied by 121 utilities, 
it is estimated that there will be an accumulated demand 
for 4,379,245 electric refrigerators at the close of the war. 
(see national summary of Accumulated Demand published 


on page 37). 


HETHER the 

higher figures as shown here 
for accumulated demand be taken as 
a guide for market plans, there is one 
thing that must not be taken for 
granted, and that is that these figures 
represent that many people simply 
walking into stores all over the country 
and buying refrigerators, radios, wash- 
ers, or what-not. 

There is undoubtedly in these de- 
mand figures a percentage of such 
sales representing people that simply 
have to have a new washer or refriger- 
ator, but this percentage is probably 
smaller than a great many people are 
inclined to think. -Aiter all, the old 
washer and refrigerator have carried 
through and may be made to do for a 
while longer unless active 


lower or the 


lesire for 
the new product is stimulated by sales- 
manship. 

New home building will be a large 
factor in creating demand for electric 
kitchen products, especially the refrig- 
erator and the range, but that may be a 
little into 
Therefore market 
of these will 
replacement of products still in use. 

Fven I this re- 
ators Was 


volume 
for all 
from 


slow in getting 
the earlier 
appliances come 
before the war, 
placement T larket on retrige? 
adily 


growing st Surveys made by 


Home Laundry: 


Review and 


this publication showed that on about 
21 percent oi all refrigerator sales a 
trade-in was a part of the transaction. 
This trade-in figure did not account 
tor all the replacement business cither. 
Studies made- by Frigidaire 
that one-third of the total refrigerator 
sales were for replacement. The differ 
ence between their figure of one-third 
ind our trade-in figure of 21 percent 
is represented by the replaced refrig- 
erator being disposed of by the owner 
by private sale or otherwise. 

This replacement figure must not be 
taken to mean-that these refrigerators 
went out of use. They reentered the 
market in various ways. Only a small 
percentage of them were junked, the 
being resold “as is” or aiter 
reconditioning. This process will go 
refrigerators in are 
getting older a greater number each 
year can be expected t» be junked. At 
the end of the war with several vears’ 
additional hard use, this replacement 
percentage should rise sharply. This 
gives an important backlog of business 

[he saturation figures for electric 


showed 


balance 


on, but as use 


refrigerators, on page 24 of this 
issue, are therefore a guide of great 
value as to where these immediate re 
placements markets lie by states. by 
urban, suburban, and farm prospects. 





ELECTRICAL MERCHANDISING estimates that now, Janu- 
ary 1945, there is need for at least 3,242,220 new electric 


and 274,280 new gas engine washers. 


There is also need 


for at least 385,000 ironers. Post-war market for five years 
beginning 194X should be a minimum of 2,300,000 electric 
and 200,000 gas engine washers and 270,000 ironers annu- 


ally. 


OFFICE OF CIVILIAN REQUIREMENTS—Based on a nation- 
wide survey made in June 1944 among 4,500 homes, OCR 
estimates a need for 4,261,560 washers. 


114 UTILITIES—Based on figures supplied by 114 utilities, 
it is estimated that there will be an accumulated demand for 
3,725,202 electric washers at the close of the war. (see 
national summary of Accumulated Demand published on 


page 37). 


ERE is another example of the 

divergence of the various esti- 
mates. The Office of Civilian Require- 
ments rates washers at the top of the 
wanted list, the number needed being 
greater than that either of refrigerators 
or radio sets. There is considerable 
reason to believe that the washer doe= 
rank as the most desperately neede«! 
appliance. Reports from both dealers 
and manufacturers stress the demand 
for repair parts and the fact that very 
old washers, obsolete by any standard. 
are being kept in service by all man- 
ner of servicing expedients and inge- 
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nuities on the part of the repair men. 

Whatever the actual figures are, and 
they certainly cannot be determined 
down to the last unit, there is a demand 
built up for washing machines which 
far exceeds any vear’s production in 
the past. 

We have attempted an estimate for 
the is well as 
electric washers, the gas engine 
igure being taken from the prewar 
relation of gas engine washer sales to 
electric washers. The same method 
was used in estimating the demand for 
ironers. 


need of new gas engines 


new 
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Here, as with refrigerators, the re- 
cement factor is of immense signifi- 
nce. On page 23 of this issue we 
»w the saturation by states of wash- 
s and ironers, indicating where these 
ypliances are in use and where re- 

lacement demand will develop first. 

During the years before war annual 
asher replacement had reached a 

fairly stable level. For several years 

surveys by this magazine established a 

figure of 42 percent of all washer sales 

involving a trade-in. Since it follows 
that trade-ins with dealers do not 
represent the total of all washers 
bought for replacement, the figure on 
replacement sales would 
half again as high. It may be there- 
fore safely conjectured that in the 
early post-war years sales of washers 
for replacement may 
two-thirds of the total 

Also, can anticipate a similar 
ratio of obsolescence, washer design in 
the prewar vears making 
strides especially 
matic and 


be perhaps 


reach as much as 
business. 


we 


-onsiderable 
in the way of aut 
semi-automatic types 
Washers so replaced will not by any 
means pass out of use. The percentag: 
actually being junked will be higher in 
post-war vears than in prewar vears 
but still a substantial number of thos 
washers sold or traded-in because of 
replacement will return to use, eithe: 
or rebuilt to satisfy the 
demand ot the lowest income brackets 
The ironer which displayed an in- 


sold “as is” 


creasing popularity in immediate pre- 
war years may be confidently expected 
to continue its rise in public favor. 
Both the portable models and the larger 


Forecast 


models of ironers had been strikingly 
improved just before the and 
these innovations were registering in 
popular approval. We can expect this 
movement to continue and the ironer 
to take a valued place in the servantless 
home of the future. 

The problem of increasing the sale 
of ironing machines appears to be that 
of increasing the number of combina- 
tion sales of washers and ironers. The 
proportion of sales of ironers to wash- 
ers, although it has shown some im- 
provement over the last seven years be- 
fore the war, is still unreasonably low 
In 1940 approximately one ironer to 
eight washers were sold. It is a re 
markable fact that this is practically the 
same ratio as existed in the year 1922 
For a number of vears the ratio was 


war, 


very much lower. In 1925 it had 
fallen to one ironer to 18 washers, and 
rose in 1929 to one ironer to seven 


and a half washers. This seems to be 
i place where concentration of adver- 


tising, selling and promotion would 
bring results. 

We have estimated post-war sales of 
gas engine washers at higher totals 
than in prewar years We do not be- 
lieve this to be unreasonable, at least 
for five years. While farm electrifica- 

m will proceed at an accelerating 
rate, there are millions of farms with 


need tor 
burden of home laundry 


be electrified for 


nev and the lightening the 


which will not 


many vears. Also 
the convertibility of the gas engine 


washer is an argument for buying ever 
though electrification is a matter of 
few years only. 


t 





OFFICE OF CIVILIAN REQUIREMENTS—Based on a nation- 
wide survey made in June 1944 among 4,500 homes, OCR 
estimates a need for 2,682,276 radio receivers. 


84 UTILITIES—Based on figures supplied by 84 utilities, it 
is estimated that there will be an accumulated demand for 
10,195,776 radio receivers at the close of the war. (see 


| page 37). 

: 

i Ravic presents the most astonish- 
: 


ing divergence in estimates of 
accumulated 
buy 


demand and intent to 
A year ago the United States 
*Chamber of Commerce survey showed 


§2,555,000 families intending to buy 
radio. A survey by FORTUNE 
Magazine showed an even smaller 


Number, with radio ranking in popu- 
larity after rugs. electrical appliances, 
Btoves, washing machines, refrigerators 
nd furniture. This vear, in June, the 








prewal 
sales tc 
method 


and for | 


ISING 






- of Civilian Requirements comes 
P with a figure of 2,682,276 radio 
eceivers in deficiency. A _ recent 
stimate by a manufacturer gives 25,- 
0,000, These differences 


no less 
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national summary of Accumulated Demand published on 


make the difference of a mere million 
or so in the figures quoted above for 
refrigerators and washers appear like 
substantial agreement. 

Now ELEcTRICAL MERCHANDISING 
has another figure to throw into the 
pot. This figure, like other figures 
quoted in these pages, is based on re- 
ports from 84 utilities and gives the 
accumulated demand as shown at the 
head of this item, 10,195,776 re- 
ceivers, This seems like a good com- 
promise figure as it is based on some 
excellent and careiul local surveys and 
may be closer to actuality. 

We show on 26 the radio 
saturation by states, by urban and sub- 


tor 


page 


1945 


urban and farm homes. ‘This gives 
30,500,000 homes with radio, the san 
figure as we used a year ago. Our 
reasoning being that there are, as re- 
ported by the Office of Civilian Re 
quirements 46,275,528 radio sets in 


households and our figure of 30,500,000 


Vacuum Cleaners2 


~ based on extensions trom 
the data in the U. S. Census of 1940. 
We think that this 30,500,000 figure 
will stand as showing the number of 
households where at least one radio is 
still functioning. Radio service men 


W onde; - 


muscholds 


have done 





OFFICE OF CIVILIAN REQUIREMENTS—Based on a nation- 
wide survey made in June 1944 among 4,500 homes, OCR 
estimates a need for 2,389,816 vacuum cleaners. 


78 UTILITIES—Based on figures supplied by 78 utilities, it 
is estimated that there will be an accumulated demand 
for 2,161,186 vacuum cleaners at the close of the war. (see 
national summary of Accumulated Demand published on 


page 37). 


ACUUM cleaners, together with 

electric irons and ranges, are 
among the first appliances for which 
limited production has been authorized. 
A few companies under spot authoriza- 
tion are permitted to make a 
limited number of vacuum cleaners. In 
one case permission to increase price 
was petitioned by the Electrolux Corpo- 
ration. The Office of Price Adminis- 
tration ruled that consumers must not 
be required to pay more than they paid 
before the This is probably set- 
ting a precedent. The same price rul 
ing the 


ver\ 


war. 


was case on electric irons 
where manufacturers selected their 


model to be made and priced at the 
prewar figure. Delivery on cleaners 
will probably not be before the second 
quarter of 1945. 

We regret that we are not able to 


present vacuum cleaner saturation 


figures by states or otherwise than on 
a national basis. The reason for this 
is that manufacturers reported 
sales on a national basis only and have 
not broken them down in greater detail. 

On accumulated demand for vacuum 
cleaners there is a fair agreement—a 
difference of only about 10 percent be- 
tween the OCR estimate and _ the 
figures projected by ELECTRICAL 
MERCHANDISING from those furnished 
us by 78 utilities. 

It is interesting to note from both 
these sets of figures that this will give 
us a higher level of production taking 
the total as representing both floor and 
hand type, than in any year before the 
For this product too we have a 
rate of replacement. Probably 
three-quarters of prewar vacuum clean- 
on sales could be placed 


have 


war. 
high 


n the above 


category 





OFFICE OF CIVILIAN REQUIREMENTS—Based on a nation- 
wide survey made in June 1944 among 4,500 homes, OCR 
estimates a need for 259,036 electric water heaters. 


119 UTILITIES—Based on figures supplied by 119 utilities, 
it is estimated that there will be an accumulated demand 
for 682,480 electric water heaters at the close of the war. 
(see national summary of Accumulated Demand published 


page 37). 


HE figures, botli estimates, shown 
above are of great interest. They 


show a divergence of nearly 100 per- 
cent in units, but in ratio between the 
water heater potential and the range 
potential the two sets of figures are al- 
most the same. If we take the OCR 
figures and compare them, there is one 
water heater to 1.9 ranges. The utili- 
ties’ figure is one water heater to 1.8 
ranges. 

The that this 


reason agreement 


that it 
ratio. 


signific ince iS 
ticrease in the 
In the two years when electric 
sales were the highest in history, 
1940 and 1941, the ratio was approxi- 
mately one water heater to each three- 
and-a-half ranges during both 
so that one water heater to 
mately two ranges as these figures 
forecast, if realized, would be a striking 
advance in the sale of electric water 
heating. 


to have unusual 
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POST-WAR MARKETS 





Wired Homes 





DOMESTIC AND FARM ELECTRIC CUSTOMERS, JAN. 1, 1945 
































— Total Domestic Urban Rural Non- Farm 
STATE & Rural Customers Customers Farm Cust s Cust s 
Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 
Maine 208 310 90 977 93,448 23,885 
New Hampshire 136,495 75,416 47,251 13,828 
Vermont 80,784 30 , 956 34,174 15,654 
Massachusetts 1, 156 , 663 1,009 559 119,449 27 ,655 
Rhode Island 192,410 172,299 17,124 2,987 
Connecticut 484,321 321,878 143 , 398 19,045 
NEW ENGLAND 2,258,983 1,701,085 454,844 103,054 
New York 3,502,475 2,938 ,572 444,152 119,751 
New Jersey 1,170,153 937 ,420 208 991 23,742 
Pennsylvania 2,262,934 1,630,422 517,979 114,533 
MIDDLE ATLANTIC 6,935,562 5,506,414 1,171,122 258 ,026 
Ohio 1,802,231 1,302,827 315,994 183,410 
Indiana 847 ,952 528 223 188 , 498 131, 231 
Illinois 1,949,234 1,561, 858 270 , 234 117,142 
Michigan 1,410, 292 963 , 535 290,741 156,016 
Wisconsin 740,612 456, 263 167 ,729 116,620 
EAST NORTH CENTRAL 6,750,321 4,812,706 1,233,196 704,419 
Minnesota 579 630 370 , 246 123,810 85,574 
lowa 523,420 272,898 132,597 117,925 
Missouri 748 ,726 532,450 150,791 65 , 485 
North Dakota 75,594 31,943 37 ,650 6,001 
South Dakota 78,990 36, 137 35 026 7,827 
Nebraska 240 , 801 132,582 73,259 34,960 
Kansas 368 , 159 215,402 111,014 41,743 
WEST NORTH CENTRAL 2,615,320 1,591,658 664, 147 359,515 
Delaware 65,058 38, 148 21,692 5,218 
Maryland .- 581,834 444,470 111, 535 25,829 
District of Columbia 
Virginia 439 ,353 249,745 130 , 906 58,702 
West Virginia 299,145 125 ,737 139,754 33,654 
North Carolina 454,154 204,072 150, 159 99,923 
South Carolina 211,464 84, 307 74,195 52,962 
Georgia 397 ,521 221,321 103,149 73,051 
Florida 384,038 271,939 91,227 20 , 872 
SOUTH ATLANTIC 2,832,567 1,639,739 822,617 370,211 
Kentucky 378,112 210 ,042 105,716 62,354 
Tennessee 410,430 250,705 97,110 62,615 
Alabama 337 ,897 185 , 036 91,550 61,311 
Mississippi 173 ,879 81,680 43,673 48 , 526 
EAST SOUTH CENTRAL 1,300,318 727 463 338 ,049 234, 806 
Arkansas 188 649 99,106 51,191 38 ,352 
Louisiana 309 147 213,060 69,475 26,612 
Oklahoma 331,465 219, 904 77 , 384 34,177 
Texas 1,053,088 688 , 596 232,479 132,013 
WEST SOUTH CENTRAL 1,882,349 1, 220 , 666 430,529 231,154 
Montana 98 , 248 52,163 35,153 10,932 
Idaho 117,412 48 520 35,236 33,656 
Wyoming 43,914 22,916 15,624 5,374 
Colorado 235 , 787 150,525 60,738 24,524 
New Mexico 62,409 35, 262 20,155 6,992 
Arizona 100,078 48 ,323 43 , 563 8,192 
Utah 143, 848 86 , 302 37 , 588 19, 958 
Nevada 26,872 12,3% 12,701 1,775 
MOUNTAIN 828 , 568 456,407 260,758 111,403 
Washington 533, 5%6 318 , 900 147,124 67 ,572 
Oregon 296 , 334 167 , 394 80,413 48 527 
California 2,202,739 1,662,641 419,825 120,273 
PACIFIC 3,032,669 2,148 , 935 647, 362 236 , 372 
UNITED STATES 28 , 436 , 657 19,805 ,073 6,022,624 2,608 , 960 

















Estimated by Market Analysis Department of ELECTRICAL MERCHANDISING on Basis of 9 Mos. 1944 
Customer Data Compiled by Edison Electric Institute, and Farm Data as of June 1944 Compiled by Rural Electrifi- 


cation Administration. 
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tions the total number of domestic 

users of electricity at the end of 
1944 was more than 400,000 greater 
than a year ago. This increase was 
made up of about 300,000 urban 
100,000 rural non-farm, and 40,00( 
farm customers. 


[: spite of all shortages and restric- 


The table on the left—wired homes 


in the United States—shows the basic 
divisions of the appliance market. 
While we have reported year by year 


the table of wired homes divided byf¥ 


sections and by states, this is only the 


second time that we have been able tof? 
present an estimate of the division offf 


wired homes within the states by 
urban, rural non-farm and rural farm 
users of electricity. 

These classifications call for some 
explanation. Urban includes cities or 
other incorporated places having 250( 
inhabitants or more. Rural non-farn 
dwelling units are those located outside 
the boundaries of urban places but no: 
on farms. This group is composed o 


dwelling units in a wide variety of loca- 


tions, ranging from isolated non-farm 
homes in the open country to homes in 
small unincorporated areas adjacent to 
alarge city. Rural farm dwelling units 
are those located on farms outside 
urban places. 

We don’t present these figures as ac- 
curate to the last numeral. They ar? 


based on a careful comparison of thf) 


latest reports from Edison Electric In 
stitute and the Bureau of the Censu 
for 1940. They are, we believe, highl: 
valuable in market divisions and, w 
believe, are within allowable limitatio: 
of statistical accuracy. 


E have used as the head the tit! 
Wired Homes which has bee: 
the reference employed for this inde 














ee ee ee ere 





of how the market is divided from th: 
beginning of the power and light i 
dustry. It is actually not an accurat 
description. The Census of 1940 dis 
closed the fact that there were mor 
homes wired for the use of electricit 


than were currently month by mont 


using this service. 

This figure, which has been trad 
tionally known in the electrical indus 
try as wired homes is made up fror 
the reports of all suppliers of electric 
ity including municipal, on the basis 
monthly bills rendered. 

It is an index of the active use, an 
therefore the active market. 

If this fact is borne in mind an 
discrepancy between what is shown i 
homes provided with wiring for use 0! 
electricity, and active use as shown b 
monthly bills rendered, will not caus4 
any confusion in estimating nation 
and local markets. 
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Present Use and Post-War Market Base 

































































——_ 
ric IRONER SATURATION WASHER SATURATION 
c- 
, Estimated Elec. 
Pst Estimated % of State Ges k of S 
1 of STATE Saturation Wired Homes STATE vate + > ga Wired 
> Jan. as 1945 Jan. 1, 1945 Homes 
‘ater 
was Maine.... sheen oe 11,393 5.47 Maine F 120,780 57.98 
hon New Hampshire Pah IY GEL OG H 9,655 7.07 New Hampshire 62,220 45.58 
Weempemt.......... ta ‘aie hie 5,406 6.69 Vermont.... 58 , 560 72.49 
1, 00k Massachusetts........ ad 65 , 268 5.64 Massachusetts. 644, 160 55.69 
; Rhode Island..... 10,042 5.22 Rhode Island. . 2 96,990 50 41 
ymes Connecticut...... 46,151 9.53 Connecticut... ees 296, 460 61.21 
_— NEW ENGLAND............ 147,915 6.55 NEW ENGLAND 1,279,170 56.63 
rKet. — —— natin 
year ot ee ee a Re iis 190 010 5.43 New York..... 1,343,220 38 35 
d by New Jeresy......... = 72,027 6.16 New Jersey... 534,360 45 67 
» the Pommeytvania....<........ Bs ig 196 575 8.69 a ae a 1,987 , 380 87 82 
le to MIDDLE ATLANTIC......... 458 612 6.61 MIDDLE ATLANTIC.... 3,864, 960 55 73 
m ol —— — —_—- ——_ ——- 
s by GD so codca's 5 ch & Hoole 186 , 920 10.37 ee ’ Jétee > Ree 1,509 750 83.77 
Samet Indiana as 56,579 6.67 Indiana....... Beet 656 ,970 77.48 
ae Illinois... a ee ; 156 ,798 8.04 Illinois. .... me oe ee 1,489 620 76.42 
Michigan. —— a od 132,080 9.37 Michigan....... ere ene 1,092,510 77.47 
somesy Wisconsin 7 55,034 7.43 Wisconsin........ ere 583,770 78.82 
ro EAST NORTH CENTRAL... 587,411 8.70 EAST NORTH CENTRAL 5,332,620 79.00 
-farn Eee Bet 48 467 8.36 Minnesota.............. 585 , 600 101 .03* 
utsideh 7 BIN iv.0 bee eg 28,772 5.50 Iowa ETE 488 610 93.35 
* not Missouri... . Sa © 49 434 6.60 ne. eee 730,170 97.52 
| North Dakota ; 4,673 6.18 North Dakota aaa ated 96 , 990 128 .30* 
— South Dakota : ; 4,5% 5.82 South Dakota............ 106 , 140 134 .37* 
 loca- Nebraska........... 19,117 7.94 Nebraska............... 232,410 96.52 
-farm i ; “Oikos 15,448 4.20 ss ee aeaeks 267 , 180 72.57 
res 7 WEST NORTH CENTRAL. 170, 507 6.52 WEST NORTH CENTRAL 2,507,100 95.86 
e = = quassemen a es 
y unitspy SEE Te 4,055 6.23 Delaware........ any 45,750 70.32 
utsidel ” Maryland _ aie he cats on ce 15,255 | 5.81 | Maryland... j 199 469 60.07. 
District of Columbia... 18 , 538 | j District of Columbia : 150 ,060 j 
Sal Virginia . bites mith ca b 11,007 2.51 Virginia 204 , 960 46.65 
as ac West Virginia... 22,593 7.55 West Virginia... _.... 298 , 290 99.71 
ey ar? North Carolina. . a ; 7,724 1.70 North Carolina. . ; : 142,740 31.43 
of th: South Carolina... a Fo 2,510 1.19 South Carolina... <8 32.940 15.58 
ie tel ES sche daeee «' 11,393 2.87 Georgia............. bobbed 91,500 23.02 
ie io ee ok i a ; 10,427 2.72 INS vie iwc wees at 98 821 25.73 
ens catia pas pisih i 
highl SOUTH ATLANTIC..... a 103 , 502 3.65 SOUTH ATLANTIC 1, 264, 530 44 64 
id, wil —— —— — —— 
itatio I ih alin a ace incihal icin , 13,324 3.52 Kentucky bihaoden hig 243,390 64.37 
— Tennessee.............. vas 14,483 3.53 Tennessee. .... Sie fats 236,070 57.51 
Alabama es deh con a at 7,337 2.17 _ err 87,840 26.00 
I i os cole de guar Pe 2,124 1.22 Mississippi.......... aha ceoe 21,960 12.63 
EAST SOUTH CENTRAL. 37 , 268 2.87 EAST SOUTH CENTRAL... 589, 260 45 32 
he tit! ons oa at ww acoiecm ale 3,475 1.84 Arkansas...... ry ee ae 69, 540 36.86 
s bee Louisiana......... a Se eile 7,337 2.37 Louisiana..... ealetn mae mcereictah 159,210 51.50 
nde I a oS sc wale en ‘* 12,938 3.90 Oklahoma........ cans Ae 250,709 75.64 
otk 1 ge. gee ean 29,352 2.79 ap ena a 455,671 43.27 
om ——— —— Stiteanaiianiatiies ee 
ght i WEST SOUTH CENTRAL 53,102 2.82 WEST SOUTH CENTRAL 935,130 49 68 
~ at [EEE a! ee —_—a 
aD dis Montana......... Sa eae ead 8,4% 8.65 Montana....... 7? 84, 180 85.68 
Idaho are Se : pede 6,952 5.92 Idaho...... eat See 71,370 60.79 
© mo ine ch anks'bucnn ae eeee 4,055 9.23 Wyoming...... nae 31,110 70 84 
ctricit CS, SR ae se a aula a mae 16,799 7.12 Colorado. oe mee 173,850 73.73 
mont New Mexico aa ae 1,931 3.09 New Mexico....__. , ; 29, 280 46.92 
3 Arizona... ee Lees ; 6,180 6.18 Arizona..... ¥ ey 67,710 67 .66 
4 RR ee re 11,200 7.79 Utah. Sais atin. Sial\& Save saat ae 133,590 92.87 
1 trad? = i Naaleenieeatity ; ee 2,124 7.90 Nevada..... a RS WA 14,640 54.48 
| indus} —_—_—— —— ——oe —— 
ip frot | ED 2 5. «5 a'n sae % ob aloe 57,737 6.97 MOUNTAIN Be ee 605 , 730 73.11 
lectric a Washington............... ; 50,592 9.48 Washington.............. 353,190 66.19 
basis °|9 EES ccidoninecnsts 26, 841 9.06 Oregon. aisha cnetbh cen 193,979 65 46 
| a ere eet dee 237 , 513 10.78 California........ celta 1,374,331 62.40 
se, av —— —e— rn nr 
— PACIFIC 5 hed Rand ee 314, 946 10.39 A a ene 1,921,500 63.36 
ind ani|¥ UNITED STATES 1,931,000 6.79 UNITED STATES......... 18, 300, 000 64.35 
hown 1! 
* ose = *Reflecting use of gas-engine washers in homes without power. 
own b —Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING. —Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING. 
ot caus Based on data from American Washer & lroner Manufacturers’ Assn. and Edison Based on data from American Washer & lroner Manufacturers’ Assn. and Edison 
nationa Electric Institute. Electric Institute. 
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POST-WAR MARKETS 





Refrigerators 















































— 
ELECTRIC REFRIGERATOR SATURATION 
_—_—saar 
Total Homes ‘. of Urban Wired ‘; of Rural Non-Farm ‘, of State Wired Farms “~ of State 
STATE with Elec. State Wired Homes with State Urban Wired Homes |Riral Non-Farm with Wired Farms 
Refrig. Homes Elec. Refrig. Wired Homes [with Elec. Refrig.| Wired Homes Elec. Refrig. Jan. 1, 1945 
Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 
M 
Maine 89, 064 42.76 46, 420 51.02 34,067 36. 46 8,577 35.91 Leong 
New Hampshire 65.314 47.85 40,932 54.27 18, 732 39 64 5,650 40 86 ate 
Vermont 43,543 53.90 21, 201 68 49 15, 885 46.48 6,457 41.25 Ke 
Massachusetts 779 , 804 67.42 704, 787 69 81 61,526 51.51 13,491 48.78 Rhod 
Rhode Island 112,814 58 63 102,074 59 24 9,161 53.50 1,579 52.86 Conn 
Connecticut 344,381 71.11 229 , 806 71.40 98 , 596 68.76 15,979 83.90 
NEW ENGLAND 1,434,920 63.52 1,145,220 67.32 237 ,967 52.32 51,733 50.20 ’ 
New York 2,574,939 73.52 2,251,012 76.60 262,129 59 02 61,798 51.61 ond 
New Jersey 843 , 139 72.05 698 625 74.53 124,869 59.75 19,645 82.74 Penn 
Pennsylvania 1,775,343 78 45 1,353,699 83.03 352,938 68.14 68 , 706 59.99 
MIDDLE ATLANTIC 5,193,421 74.88 4, 303 , 336 78.15 739 , 936 63.18 150,149 58.19 : : 
Ohio 1,276,584 70.83 1,002,501 76.94 186 , 509 59 02 87,574 47.75 | oo 
Indiana 532,405 62.79 375.026 71.00 100,891 53.52 56, 488 43.04 | ‘Thins 
Illinois 1,502,213 77.07 1,292, 204 82.74 146,916 54.37 63,093 53.86 | Mict 
Michigan 940,120 66 66 728 405 75.60 142,992 49.18 68 , 723 44.05 Wisc 
Wisconsin 397 ,819 53.71 289, 135 63.37 72,761 43.38 35,923 30.80 
EAST NORTH CENTRAL 4.649, 141 68 87 3.687 , 271 76.62 650 069 52.71 311,801 44.26 ; 
— ig ea Bem cae meee 2 ee aay ieee ania Mi 
Minnesota 423,549 73.07 322,744 87.17 68 446 55.28 32,359 37.81 meee 
lowa 326 , 568 62.39 208 , 971 76.57 67 ,893 51 20 49,704 42.15 Miss 
Missouri 579, 905 77.45 450, 238 84. 56 97 , 250 64.49 32,417 49 50 Nest 
North Dakota 37,605 49 75 21, 243 66 50 14,407 38.27 1,955 32.58 oon 
South Dakota 47 501 60 14 26,534 73.43 16, 906 48 27 4,061 51.88 Nebr 
Nebraska 160.315 66 58 105.038 79 22 37,033 50.55 18,244 52.19 i pa 
Kansas 213,754 58 06 130, 304 60.49 54,935 49 48 28 515 68 31 " 
: pits. iar peal nena ae etiaed foidiieal ' 
WEST NORTH CENTRAI 1,789,197 68 41 1,265,072 79.48 356 , 870 53.73 167 , 255 46 52 
’ o —— — pa a — ee rears Dela 
Delaware 45,522 69 97 27 , 850 73.01 14,681 67 68 2,991 57.32 Mary 
Maryland 265, 213 173,794 Dist 
District of Columbia 193,961 78.92 193,961 | $2.74 75,745 | 67.91 15,678 0.66 } Virgi 
Virginia 312,714 71.18 184,157 73.74 89,124 68 08 39 433 67.17 West 
West Virginia 215,733 72.13 110,951 88 24 88 , 839 63 , 57 15,943 47 .37 Nort 
North Carolina 340.422 74% 165, 888 81.29 114, 586 76 31 59,948 59 99 Sena 
South Carolina 164, 273 77 68 74,071 87 86 63,245 85.24 26 , 957 50 90 Geor 
Georgia 306.776 77.17 183,790 83.04 88 , 137 85 45 34,849 47.71 Flor’ 
Florida 277 ,088 72.15 200 , 335 73.67 60 , 959 66.82 15,794 75.67 
Ra iss ietiiti tes iste facto bsoaidioinl 
SOUTH ATLANTIC 2,121,702 74.90 1,314,797 80.18 595 316 72.37 211,589 57.15 ) 
- ere ae geo pe —— Tk Ken: 
Kentucky 259, 275 68 57 156, 187 74 36 71,016 67.18 32,072 51.44 Teas 
‘Tennessée 314,693 76.67 192,749 76.88 80 , 247 82 64 41,697 66.59 Alab 
Alabama . 219,691 65.02 132,693 71.71 61,052 66 69 25, 946 42.32 Miss 
Mississippi 104,898 60 33 53,183 65 11 30,704 70.30 21,011 43.30 
EAST SOUTH CENTRAL 898 557 69 10 534,812 73.52 243,019 71.89 120,726 51.42 
— ae gem 3 a oo = —— — Arkg 
Arkansas 122,710 65.05 73,025 73.68 32, 236 62.97 17,449 45.50 Lew 
Louisiana 211.774 68.50 137, 356 64 47 54,045 77.79 20, 373 76.56 Oklz 
Oklahoma 203, 858 61.50 137,930 62.72 43, 279 55.93 22,649 66.27 Tex: 
Texas 777 826 73.86 513,832 74 62 175, 944 75.68 88,050 66.70 
a roe onal ote: ptetiedtnae he achig nnscipatdon Roseat : 
WEST SOUTH CENTRAL 1,316, 168 69.92 862,143 70.63 305 , 504 70% 148 ,521 64.25 j 
, = ~— a ee aaeeeies a ———— u Mor 
Montana 65,313 66 48 39, 246 75.24 19, 666 55.94 6,401 58.55 Idat 
Idaho 75,210 64 06 37,064 76 39 18,915 53.68 19,231 57.14 Wyo 
Wyoming 25.730 58 59 14.944 65 21 8, 385 53.67 2,401 44 68 Cole 
Colorado 140,523 59 60 102,708 68 23 26 ,067 42.92 11,748 47.90 New 
New Mexico 35 626 57 08 21,746 61.67 9,430 46.79 4,450 63 64 Ariz 
Arizona 63, 334 63.28 29,982 62.04 25, 954 59 58 7,398 90 31 Utal 
Utah 98 960 68.79 67,778 78.54 21,257 56.55 9,925 49.73 Nev: 
Nevada 21,771 81.02 10,746 86.69 9,425 74.21 1,600 90.14 
MOUNTAIN 526 467 63.54 324,214 71.04 139,099 53.35 63,154 56.69 
=. we oa a ee Se Was 
Washington 310, 734 58 23 204, 215 64 04 72,556 49 32 33,963 50.26 Ore; 
Oregon 184 , 066 62,11 119,624 71.46 42, 188 52.46 22,254 45 86 Cali 
California 1, 367 ,627 62.09 1,045,551 62.88 223,744 53.29 98 , 332 81.76 
PACIFIC 1,862,427 61.41 1, 369, 390 63.72 338 , 488 52.29 154,549 65 38 
; pee ae ’ ——— ee Se gee page ogee er UNI 
UNITED STATES 19,792,000 69 60 14, 806 , 256 74.76 3,606 , 267 59 88 1,379,477 52.87 : 
— 
Prepared by Market Analysis Department of ELECTRICAL MERCHANDISING based on data from the r 
Edison Electric Institute, the National Electrical Manufacturers’ Association, and the U. S. Bureau of the Census. 
ELEC 
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Present Use and Post War Market Base 











R anges 





ELECTRIC RANGE SATURATION 






















































































Total Homes °“ of Urtan Memes ‘. of Ruvat Nan- " “eo ot Wired Farms “, of 
STATE with Elec- State Wired x..." State Urban ie same Ste Beet with Electric State Wired 
8 tric Ranges Homes Ranges Wired Homes Ranges Wired Homes Ranges arms 
} Jan 1, 1945 Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 Jan. 1, 1945 
— Maine - 33,815 16.23 19,538 21.48 13.147 14.07 1,130 4.73 
New Hampshire 26, 300 19.27 17,258 22.88 8,043 17.02 999 7.22 
I iui. have @ bias dele Pace ee 14,819 18.34 8,963 28.95 5,139 15.04 717 4.58 
f Massachusetts.............. 94,482 8.17 73,809 7.31 17 ,555 14.70 3,118 11.27 
a Pere 17 ,840 9.27 13,512 7.84 3,830 22.37 498 16.67 
i Re eee 62,888 12.99 23,734 7.37 33,991 23.70 5,163 27.11 
NEW ENGLAND.............. 250 , 144 11.07 156,814 9.22 81,705 17.% 11,625 11.28 
te Ot ers 167 , 161 4.77 101, 283 3.45 53,725 12.10 12,153 10.15 
DU «cvs co BO abe cbenns 51,996 4.44 19, 228 2.05 26 , 274 12.57 6,494 27.35 
EEE Se ae ae 264.316 11.68 141,251 8.66 99 356 19.18 23,709 20.70 
MIDDLE ATLANTIC...... 483 ,473 6.97 261,762 4.75 179 , 355 15.31 42,356 16.42 
Ohio 271,442 15.06 111,997 8.60 109 391 34.62 50,054 27.29 
NS oo Om ee. ce 142,037 16.75 73,717 13.96 47 ,043 24.96 21,277 16.21 
a Ea es Pees ee 189 098 9.70 92,337 5.91 76 ,036 28.14 20,725 17.69 
PI 5-5 8 hno a Suede dawtvindens 312,215 22.14 157,294 16.32 110 , 836 38.12 44,085 28.26 
WS 5.0 na doled een eate 133 , 205 17.99 74,422 16.31 48,167. 28.72 10,616 9.10 
EAST NORTH CENTRAL. 1,047 , 997 15.53 509 767 10.59 391,473 31.74 146 , 757 20.83 
Minnesota 118 , 364 20.42 76,061 20.54 37 , 237 30.08 5,066 5.92 
lowa 58,091 11.10 31,067 11.38 22,185 16.73 4,839 4.10 
Missouri 91,767 12.26 51,243 9.62 33,229 22.04 7,295 11.14 
North Dakota 21,643 28.63 10,637 33.30 10,692 28.40 314 5.23 
South Dakota 21,608 27 .36 10,895 30.15 10 , 166 29.02 547 6.99 
Nebraska 22,480 9.34 11,202 8.45 9,644 13.16 1,634 4.67 
Kensas 31,523 8.56 13,031 6.05 13,095 11.80 5,397 12.93 
WEST NORTH CENTRAL.. 365,476 13.97 204, 136 12.83 136 , 248 20.51 25,092 6.98 
Delaware 
Maryland 63,688 9 85 26,972 5.59 31,290 23.49 5,426 17.48 
} District of Columbia. . 
Virginia 73,282 16.68 34,846 13.95 33,321 25.45 5,115 8.71 
West Virginia 30, 156 10.08 16 , 586 13.19 11, 565 8.28 2,005 5 .%6 
North Carolina 106,013 23.34 64,085 31.40 36,161 24.08 5,767 5.77 
South Carolina 45,918 21.71 23 , 956 28 42 18 ,693 25.19 3,269 6.17 
Georgia 93,412 23.50 49,172 22.22 37 , 832 36.68 6,408 8.77 
Florida 112,874 29.39 80,716 29 68 26 , 898 29.48 5,260 25.20 
SOUTH ATLANTIC.. 525 , 343 18.55 296 , 333 18.07 195,760 23.80 33,250 8.98 
Kentucky 23,704 6.27 10,281 4.89 10,214 9 66 3,209 5.15 
Tennessee 120,195 29.29 71,672 28.59 38,775 39.93 9,748 15.57 
Alabama 65,430 19.36 38 , 264 20.68 22,933 25.05 4,233 6.90 
Mississippi 15,885 9.14 7,198 8.81 7,062 16.17 1,625 3.35 
EAST SOUTH CENTRAL... 225,214 17.32 127,415 17.51 78 , 984 23.36 18,815 8.01 
Arkansas 8,867 4.70 5,000 5.05 2,950 5.76 917 2.39 
Louisiana 7,623 2.47 2,323 1.09 3,981 5.73 1,319 4.%6 
Oklahoma 7,180 2.17 3,400 1.55 2,752 3.56 1,028 3.01 
oe Texas 60 , 644 5.76 25,210 3.66 25,149 10.82 10, 285 7.79 
’ WEST SOUTH CENTRAL 84,314 4.48 35,933 2.94 34,832 8.09 13,549 5.86 
PE ee se ar ee ~ yee 24,451 24.89 16,879 32.36 6,878 19.57 694 6 35 
Idaho 42,115 35.87 28.065 57 . 84 8,086 22.95 5,964 17.72 
Wyoming 4,620 10.52 2,579 11.25 1,718 11.00 323 6.01 
: Colorado 22,265 9.44 14,726 9.78 6,199 10.21 1,340 5.46 
RR re Aaa 3,482 5.58 2,071 5.87 774 3.84 637 9 11 
: Arizona 7,338 7.33 1.419 2.94 4,054 9 31 1,865 22.77 
Utah.. 41, 368 28 76 33,702 39.05 5,891 15.67 1,775 8.89 
Nevada 9,240 34.39 6,096 49.18 2,884 22.71 260 14.65 
ehin deans 7 bits artis oe tenes eae el SS. 
| MOUNTAIN. ... 154,879 18.69 105, 537 23.12 36, 484 13.99 12,858 11.54 
: Washington 174, 865 32.77 137,514 43.12 31,511 21.42 5,840 ‘8 64 
Oregon. 111,135 37.50 84,840 50 68 20 038 24.92 6,257 12.89 
, California 131.160 5.95 61.580 3.70 35,216 8.39 34' 364 28.57 
: tl ey a Peet rts. Pes Foe Fic’ ame pth A 
, ee 417,160 13.76 283 , 934 13.21 86,765 13.40 46,461 19 66 
UNITED STATES 3,554,000 12.50 1,981,631 10.01 1,221,606 20.28 ‘ 350,763 13 44 
— Prepared by Market Analysis Department of ELECTRICAL MERCHANDISING based on data from 
National Electrical Manufacturers Association, the Edison Electric Institute, and the U. S. Bureau of the Census. 
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Radio Receivers 





RADIO SATURATION, JANUARY 1, 1945 





STATE* 


Total Homes 
with Radio 


Urban Homes 
with Radio 


Ur 


of State 
mn Homes 


Rural Non- 
Homes 
with Radio 





Maine.. 

New Hampshire 
Vermont. ; 
Massachusetts. 
Rhode Island. . 
Connecticut... 


NEW ENGLAND 


New York. 
New Jersey...... 
Pennsylvania.... 


MIDDLE ATLANTIC 


Ohio itis 
Indiana.... 
Illinois. ..... 
Michigan... 
Wisconsin 


EAST NORTH CENTRAL 


North Dakota 
South Dakota 
Nebraska. . 


WEST NORTH CENTRAL 


Delaware...... 
Maryland 

District of Columbia 
Virginia..... a 
West Virginia... 
North Carolina.... 
South Carolina. . 
Georgia........ 
Florida. . 


SOUTH ATLANTIC 


Kentucky.. 
Tennessee... 
Mississippi. .. 


EAST SOUTH CENTRAL 


Arkansas... 
Louisiana.... 
Oklahoma.... 
oo ven eee 


WEST SOUTH CENTRAL...... 


Montana 
Idaho 
Wyoming.. 
Colorado 
New Mexico 
Arizona 
Utah 
Nevada. 


MOUNTAIN ... 
Washington 
Oregon spy 
California.... 

PACIFIC. . 


UNITED STATES 





201 , 300 


7,255,950 


1,845,250 
899 ,750 
2,147, 200 
1,381,650 
808 , 250 


7,082, 100 


1,183,400 
2,226,500 


146 , 400 
131,150 


954,650 


512,400 
317 , 200 
2,101,450 


2,931,050 


30 , 500 ,000 





— eh 
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ed eh atet: 
4 
eo 
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ss 
mh 


SSSRSas 


80. 
89. 
83. 
85 
84 


Se eel ele: 
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93.81 


92.83 


83.46% 





87 ,626 
73,479 
33,505 
1,018,984 
176,010 


’ 


1,700 ,084 


3,103,746 
913,917 
1,729,516 


5,747,179 


1,300,717 
535,261 
1,650,123 
944,081 
476,059 


4,906,241 


237,270 
1,567,479 


212,311 
226 , 353 
166 , 466 
77,193 


682,323 
93,960 
203 , 682 
222, 806 
665 ,071 
1,185,519 


62,161 
49,444 


479,249 


294,169 
170,051 
1,576,718 


2,040 , 938 


19,993, 180 
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80,641 
37,715 
33,301 


1,186,194 
126 ,044 


150, 103 
167 , 220 


719,178 


19,791 
110,179 


95,128 
248 , 987 


482 ,887 
44,550 


277,101 
133, 275 

84,565 
368 ,594 
586,434 


5,983 , 396 
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89.07 


79.80% 





30,641 
171,768 


179 ,593 
989 , 665 


189, 242 
211,633 


576,251 


147 ,085 
141, 352 
93,896 
94,359 


476 ,692 


108 ,475 
55,961 
124,316 
269 , 342 


558 ,094 


39,689 
44,512 
15,737 
49,021 
15,504 
11,894 
18 ,899 
3,044 


198 , 300 
84,956 
62,584 

156, 138 

303 ,678 


4,523,424 
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Prepared by Market Analysis Department of ELECTRICAL MERCHANDISING. Based on Estimate of 36,544,000 U. S. Homes as of January |, 1944, Data from U. S. Bureau of Census 
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APPLIANCE 


Refrigerators. . . . 


Washers (Electric) 


PERCENTAGE 
OF HOMES 
WITH 


69.6 


. 60.8 


Washers (Gas Engine) 


Toasters. . . 


Cleaners (Floor) 
Cleaners (Hand) 


Percolators . . 


re 


+. 
. . 108 


NUMBER OF 
HOMES 
WITH 


25,965,000 


19,792,000 


17,277,600 
1,022,400 


16,400,000 


13,700,000 
3,070,000 


10,350,000 


3,554,000 


1,931,000 


PERCENTAGE 
OF HOMES 
WITHOUT 


8.] 


NUMBER OF 
HOMES 
WITHOUT 


2,471,000 


8,644,000 


11,158,400 


12,036,000 


14,736,000 . . 


25,366,000 


18,086,000... . 


24,882,000 


26,505,000 


APPLIANCE 


. . . Refrigerators 


. . Washers (Electric) 


Toasters 


Cleaners (Floor) 
. . «Cleaners (Hand) 


Percolators 











freezer. 


After the animal has been slaughtered and butchered, either 
on the farm or by the local butcher, the farm wife must 
properly package the meat before storage in the home 
This unit represents a bonanza market for alert 
dealers who thoroughly inform themselves on home freezing 
methods and thus can instruct consumers in the proper 
preparation of foods. 
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Dealers 


Should Know 


‘Lhe Farm Freezer 


About 


es RVA' authoritie 
lave est ited Sales I ove! 


1,000,000 h freezer units in 


the first two vea ifter materials for 
manulacture are ivailabl Others 
estimate the market as high as 3,000, 
UUU veat Probably at least 75 per- 
e! the will | ld to rural and 
farm hom 

[ ket ‘ represent " 
bona ( wert ealers However 
it can be boomerat hich will cause 
dissatisfied customers, give the home 
freezer a black eye and retard sales if 


the lealet ] 


as not 





thoroughly in- 





ed himself on the subject of home 


reezing. Only by so doing can sales 
be made on an intelligent and sound 
basis which will give consumer satis 
faction. There is much the 
should know in purchasing 
freezer but the dealer mus now it 
first. On this will depend to a large 


onsume! 


} 
nome 


extent whether home freezers will be 


a profit or loss item to him 
Public Interest High 


Public interest in frozen foods has 
been greatly stimulated in the past 


nut iber Ol 


few years by the large 








The suburban dweller, even though not having a smoke house in the back yard, today 
need not envy the country cousin. Home-cured hams, bacons and shoulders of pork, 
along with other meat cuts, can be stored in the home freezer. The curing process, 
shown above, is a combination of a special liquid injection followed by a dry salt rub. 




















The enormous post-war potential in home freezer 


units can be retarded if the retailer does not inform 


locker plants which have been estab- 
lished throughout the United States. 
[t is estimated that there are probably 
not over 50,000 home freezers in use 
in the entire country, but, before the 
necessities of war stopped produstion, 
were becoming ex- 
tremely popular. The most enthusiastic 
person is the man who owns one. 
Much research and experiment has 
been conducted in freezing foods to 
letermine the best method for prepar- 
ing and processing fruits and vege- 
tables, as well as poultry, meats and 
fish, and all experts will agree that 
there are still many things to be 
learned. However, enough is known to 
prove beyond any doubt that our 
method of preserving foods is being 
revolutionized. Foods are maintained 
in the state in which they were when 
gathered from the garden and may be 
eaten at any season of the year. Prac- 
tically all of the vitamins are retained, 
if properly prepared and stored,, and 
the palatability is the same as garden 
fresh vegetables. 

Here are some of the things on 
which the dealer should inform himself. 


iome_ freezers 


Size of Freezer 


The size of the home freezer to be 
purchased is of prime consideration. 
It has been pretty generally agreed 






JANUARY, 





1945—ELECTRICAL MERCHANDISING 


that the home freezer for the family 
who preserves their own food supply 
should have a minimum capacity of 5 
cu. feet for each member. This means 
that a family of four would require a 
freezer of approximately 20 cu. feet. If 
a smaller cabinet is considered it must 
be remembered that a 4 cu. feet freezer 
will hold only 100 pounds to a maxi 
mum of 200 pounds of food. This 
quantity is small, even for the small 
family. 


Cost of Operation 


As to cost of operation, the amount 
ot electrical energy required will vary 
according to the size of the cabinet, 
room temperature and amount of warm 
food frozen. The average size electric 
household refrigerator now in use 
for a family of four is 7 cu. feet and 
requires about 30 to 40 kw.-hr. per 
month to operate. The better insu- 
lated home freezer of 30 to 40 cu. feet 
should require only 45 to 60 kw.-hr. 
per month to operate. The cost of 
electricity per kw.-hr., as based on the 
national average supplied by Edison 
Electric Institute, is 3.73 cents. It 
will be seen, therefore, that the 
monthly cost of operating the larger 
type home freezer should not exceed 
$2.25. It should be stated, however, 
that the larger the freezer the cheaper 
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By RUTH M. GAFFNEY 


Secretary, Rural Information Exchange, Farm Journal 


USINCSS 


himself first on their construction, operation and 


maintenance for complete customer satisfaction 


is to operate proportionately. 

[he preparation of foods for freez- 
ng is simple but there are certain steps 
which must be followed, if proper re- 
sults are to be obtained. It must be 
remembered that freezing does not im- 
prove the product and the greatest 
ire must be used in the 
mly the best quality. 


selection of 


Seed Selection 


The first important step is selection 
of proper varieties for planting. U. S. 
Department of Agriculture experiment 
stations throughout the country have 

ade studies of this subject and are 
prepared to furnish information to any 
one for the asking. Since climatic con 
litions and the type of soil in which 
eds are planted is a determining fac- 
r, it is best to write the experiment 
station in your region. The seed com- 
panies, such as Associated Seed Grow- 
ers, New Haven, Connecticut, have 
developed varieties which are best 

For example, 


+ 


ulapted for freezing. 
this company has a “Freezers’ Sprout- 
ing Green” broccoli which they have 
bred especially to meet a need of the 
juick-freezing industry. When this 
ariety is used it will be found that 
many individual sprouts with small 


eads a formed, but are not concen- 
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trated into a central head, thus allow 
ing a better growth for their special 
purpose. Packaging and picking are 
also facilitated. There are, of course, 
other varieties of broccoli, stich as 
italian Green Sprouting, which are ex- 
‘ellent but this is mentioned in order 
to show how important it is to give 
some thought and planning to the 
question of what kind of seeds to plant. 


Preparation of Vegetables 


Vegetables and fruits must be gath- 
ered at the optimum of their maturity 
Even’a gardener with little experience 
‘an determine that stage of maturity 
nost desirable fo ediate use ‘n 
the fresh state and if these vegetables 
are frozen, they will 





emain in that 
state indefinitely, if stored in 0° F. or 
less and are properly packaged. Vege- 
tables should be gathered and the pro- 
cessing and freezing should be done 
immediately. If for some reason—and 
it should be a very urgent reason—it is 
necessary to hold the vegetables for 
any length of time (and by this is 
meant a few hours) they should be 
placed in the refrigerator. Obviously, 
some vegetables, such as snap beans, 
do not deteriorate as rapidly as, say, 
shelled peas, but it is best not to run 
the risk of having the freshness of 
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any of the 


vegetables questioned and 
sh vuld he 


processing 
immediately. 

All vegetables must be scalded, 
otherwise they will have a very un- 
satisfactory flavor and color when 
cooked. This is occasioned by the fact 
that the enzymatic action (aging or 
deterioration) must be halted. In this 
regard the experiment stations again 
can help. 

\ number of excellent bulletins 
are available—Bulletin 611 “Th 
Home Freezing of Farm Products” oi 
Cornell University and 
Bulletin 244, “Freezing 
Home Use” of the University of Min 
nesota, to mention a few—which give 
letailed information on how to prepare 
foods for freezing. The Consumers 
Institute of the General Electric Com 
pany, of which Dr. Donald K. Tressler 
is the head, has recently prepared a 
hooklet of instructions on how to pr« 
pare, package, freeze and cook frozen 
foods. This scalding process is simple 
but important. Either boiling wate 
or steam may be used, and the time 
necessary to complete the process is 
only a few minutes (2 minutes for 
snap beans and 6 minutes for small 
ears of corn). The vegetables should 
then be immersed in cold water to cool 
them immediately. 


accomplished 


Extension 
ke ods for 


Improved packaging, designed to save space, is expected in 
post-war to outmode cylindrical cartons now often used. 
At left, as week's supply of frozen foods is moved into 
refrigerator in kitchen, the packages are checked off the 


inventory list. 


Some farmers find a corner of the barn an excellent location 

for a large home freezer unit. Below, unexpected guests for 

dinner never phase the farm wife who can send out to the 

convenient freezer for a basketful of assorted frozen foods 
at a moment's notice. 


Preparation of Poultry, Meats and Fish 


Poultry, meats and fish are especially 
simple to freeze. 
| beef of 600 pounds live weight yields 
about 330 pounds dressed. 
| veal of 150 pounds live weight yields 
about 92 pounds dressed. 
| hog of 200 pounds live weight yields 
about 156 pounds dressed, including from 
20 to 30 pounds of lard. 
| lamb of 80 pounds live weight yields 
about 40 pounds dressed. 


\s in the case of fruits and vegetables, 
the product must be of good quality. 
Beet roasts, steaks, lamb chops, ground 
beef, etc. may be stored with great suc- 
Pork 
products cannot be held for more than 
nine months to a vear. A temperature 
ot O° F., or less, must be maintained 
at all times because fats will become 
rancid within a few months if stored at 
higher temperatures. 


cess tor a long period of time. 


Fish should be 
prepared and frozen on the same day 
it is caught. 


Packaging of Foods 


As has been indicated, freezing foods 
requires some thought and planning 
This is especially true of the next step- 
packaging. There are a number of 
different types of wrappings and pack- 

(Please turn te paae 190) 


PAGE 29 








The POST-WAR MARKET FOR 


LIGHTING 


IPROV ED lighting will be a n 


just, 
rather than a luxury, in the resi- 
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The Lighting Market 


ss will remain good 


} re From $70,000,000 in 1938, 

it grew to nearly $150,000,000 by 1942 

r expected to reach $175,000,000 
ve vears, as depicted here. 
i+ the co bined lamp and 





MISCELLANEOUS 
28% 


PAGE 30 


lighting equipment market totaled 
$400,000,000. The residential market 
was $48,000,000. The commercial 


market was $8,000,000. 

Tomorrow, industry anticipates, the 
total market will be $500,000,000. The 
residential market will be $150,000,000. 
The commercial market will be $110, 
000,000. 

This means an increase of more than 
$200,000,000 annually in two markets 
within reach of the dealer. The trend 
is shifting from industrial to residential 

nd commercial lighting. 

[he post-war period, however, will 


bring into the markets a shrewd buyer 


who has become acutely light con 
scious. The dealer thus will find a re 
fresher course on improved lighting 


expedient at this time. 
Futhermore, within a very few 
years, perhaps no more than two years 
after final the volume 
of lamps designed for purposes other 
than “seeing” will begin to equal the 
ales volume of lamps produced solely 
utilitarian The dealer 
thus also will benefit greatly by some 


victory, sales 


for lighting 


additional study, a sort of post-gradu 


ite course 
These are the views of Samuel G 
Hibben, director of Applied Lighting, 


Lamp Division, Westinghouse Electric 
& Mig. Co., as 


personal 


recently expressed in 


interview lhe discussion 


RESIDENTIAL 


30% 


Improved lighting will be imperative 
business in both the residential and com- 
mercial markets when the war ends... 
The rapid development of "non-seeing" 
as well as "seeing" lamps poses a new 
challenge for dealers to “go back to 
school" and bring themselves up-to-date 


An interview with SAMUEL G. HIBBEN 


Director of Applied Lighting, Lamp Division, 
Westinghouse Electric & Mfg. Co. 


By LANSDELL ANDERSON 


was keyed to the lighting developments 
which will interest the dealers who will 
handle the sales. The source of all 
figures relating to the sales volume of 
iormer years is the performance record 
of the lighting industry as a whole. As 
figures pertaining to the 
future, these are quoted directly from 
a comprehensive survey recently con- 
ducted by the Westinghouse Company. 
Che picture for the dealer, as Sam 
Hibben sees it today, is as follows: 


for those 
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First, equipment manufacturers now 
occupied with war material orders can 
reconvert quickly into the lighting 
business. It will not take the lamp and 
fixture manufacturers even 
months to get back into production ot 
new, modern equipment for peacetime 
They can start almost ove: 


several 


sales. 
night. 
Second, industrial lighting standards 
already are up. No plant manager will 
cut back on lighting in post-war. 
Third, the daily surge of workers 
from well-lighted shops to their homes 
with prewar lighting levels has in 


creased their desire for better home 
lighting standards. Educational cam- 


paigns have created a further demand 
for improved light in the home. 

Fourth, new applications are planned 
for commercial as well as residential 
lighting. New types of fixtures already 
are off the drawing boards, out of the 
testing laboratories, in some cases even 
subjected to limited field tests,—ready 
to go. 

Fifth, throughout the freeze, lamp 
and equipment manufacturers promoted 
the value of good lighting, constantly 
making the public more light conscious 
Better lighting today has wide public 
acceptance. 

The dealer can have a big stake in 
this vast expansion now indicated for 
the immediate post-war era. From a 
sales standpoint he is in an excellent 
position because of his contact with the 
residential and commercial consumer— 
with tomorrow’s most important cus- 
tomer. 

There are more than 2,000,000 busi 
establishments in this country 
These include the drugstore, the service 


ness 


station, the flower shop, and all the 


other distribution concerns along 
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America’s Main Street. Light is their 
business life and it is here that fluor- 
escent lighting will forge ahead rap- 


tidy. They will use this lighting tool to 


ttract attention, to highlight mer- 

chandise, to duplicate daylight atmos- 
phere and to stimulate desire, promot- 
ing impulse buying. 


Ilumination Level Rising 


From an average of 10 footcandles 
the level of illumination in large in 
dustrial plants suddenly grew to 50 
footcandles. We can expect a similar 
acceptance of improved lighting stand- 
ards in all other work places. Of ap- 
proximately 135,000,000 fixtures now 
in commercial establishments, only 10 
percent meet modern standards. In the 
next years, 30 the 
remaining potential market logically 
can be sold. This means an annual 
Sales volume of more than $100,000,000 
as against some $15,000,000 annually 
at this time 

Glance at the cold statistics covering 
the skyrocketing growth of the fluor- 
®scent lamp. 


five percent of 


Year Number of Lamps 
1938 250,000 
1939 1,750,000 
1940 6,500,000 
1941 20,600,000 
1942 32,600,000 
1943 34,000,000 
1944 40,000,000 (estimated) 


It is conservatively estimated that the 
industry’s sales in the next few years, 
When written into the record, will look 
Something like this: 


Year Number of Lamps 
1945 43,000,000 
1946 46,000,000 

d 1947 60,000,000 
1948 72,000,000 


LECTRICAL MERCHANDISING—JANUARY, 


As fluorescent lamp prices have 
steadily fallen, lamp quality has con- 
sistently improved until today it sup- 
plies more than twice as many 
lumens per watt in the popular 
size as an incandescent lamp of like 
wattage. Yet no more than 10 percent 
of the numerous offices in the country, 
it is estimated, yet have installed fluor- 
With peace, some 50,000 auto 
dealers alone, mostly independent, will 
be interested in fluorescent lighting. 

When this great log-jam of pent-up 
demand for fluorescent lighting finally 
breaks loose all through the commercial 
field, the dealer then must be well pre- 
pared to play his part without hesita- 
tion. That will not be the time to re- 
turn to school for the refresher course. 


escents. 


The Residential Market 


the 


sales. 


Che residential market will be 
largest market for equipment 
Portable lamps alone will account for 
67 percent of this market, with fixtures 
in new homes representing 20 percent 
while modernization of lighting and 
replacement of fixtures in older homes 
will account for the balance in tomor- 
row’s residential market, due to expand 
from the $48,000,000 of 1942 to $150,- 
000,000 by 1948. 

Prior to the war there were 30,000,- 
000 portable lamps, including both 
table and floor models, sold annually 
at an estimated value of $90,000,000. A 
10 percent increase in unit sales in 
post-war justifies the estimate of $100,- 
000,000 per year. Even without an in- 
crease in unit sales, if 10 percent of 
portables are made fluorescent instead 
of incandescent the portable lamp 
market still will amount to $100,000,- 
000 because of the higher average price 
of the fluorescent lamp. 
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Also particularly interesting to 
dealers is the 13 percent of the total 
residential market, nearly a $20,000,- 
000 cut of it, going for modernization 
of lighting and replacement of fixtures 
in older houses of which there are 
about 28,000,000 wired throughout the 
country. The effect of fluorescent in 
this part of the market, it is believed, 
has been greatly exaggerated. The 
kitchen, breakfast room, bathroom and 
basement, however, are logical loca- 
tions for fluorescent fixtures and it is 
estimated that two percent of existing 
homes will change an average of three 
fixtures from incandescent to fluor- 
escent each year in the postwar era. 


\VWhereas incandescent fixtures in the 
past ave raged $2 to $3 eac h, fluorescent 
fixtures here may average $10 to $12. 


The New Home Market 


As for new homes, some predictions 
forecast the construction of 1,000,000 
per year. For the first five years after 
V-E Day, taking a conservative aver- 


age of 300,000 per year, however, new 
dwellings then will provide a fixture 
market of $30,000,000 annually. This 
is on the basis of about $100 per new 
home, a reasonable estimate for fix- 


tures in this part of the 
market where fluorescent, plaving a 
(Please turn to page 178) 


residential 





In this commercial lighting job for post-war, strips of light form the exterior decoration 
and are carried inside the structure to provide the main lighting component for the 
interior. In addition, displays in the store are spotted by downlight. 
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UU po i er 
chan ing plan ol 1 elec 
tric appliance distributing 

wile would be ol plete without at 
nderstanding of the opportunities pre 
nted by the Servicemen’s Readjust 
ent “Act of 1944—the so-called “G. I 
sill of Rights.” The housing provi 
ons of the bill (Title III), which will 
% administered by the Veterans’ Ad 


nistration, makes specific provision 


governmental guarantees of loans 
returning veterans planning to buil 
1v or modernize a home: fo iking 
pairs, alterations or mp ents; 
purchasing farms o equip 
ent and for bu ) pro! 
ty 
General Provisions 
Before going into the ce t 
ll, let’s look at the general provisions 
All servicemen and servicewomet 
he eligibl tor loans, must have (1) 
i i\ 
di ‘ required 
ibility incurred in the line of duty 
eT ce the ; 7 ed es 
been on < rte sé be 6 
1940, and before t end of t p 
‘ vith discharge unde ond 1 
t than dishonorable (3) applicati 
for loan must be made within two vears 
ifter discharge, or two vears after the 
en the war—whichev: 
but in no event more than five vears 
the end of the wa 
\pplication is made to the Ad 
trator of Veterans’ Affairs for the 
uarantee ot ] not to « e¢ 50 
vercentum of t total loan ns 
the propert yr the mstruction 
provement o es, farms or 
business properti The aggregate 
amount guarantee ted to $2,000 
for each veteran N securitv for the 
guaranteed part of the loan is required 


subrogation to the 
of the 


In other 


except the right 
ien rights of the holde: obliga 


tion guaranteed words, if a 


bank or savings and loan association 
holds some security or chattel mort 
gage on a portion of the loan, which is 
later defaulted, the lending institution 
gives to the VA its right to collect 
ipon its security in exchange for the 
VA recompensing the lending institu- 
tion for the loss it sustained (to the 
extent of the VA’s guarantee) by 


eason of the default 

When a the 
Veterans’ Administration (VA), inter- 
est dn the loan 
+ percent, will be paid by the 
ment for the first year on the guaran- 
teed portion. In addition, the guaran- 
teed portion of the loan must be paid 
in full in not more than 20 years 


loan is guaranteed by 
which must not exceed 


yovern- 


In principle, the provisions of the 
bill will make it possible for returning 
G. I. Joes (and G. I. Janes) to obtain 

rger loans than the average citizen 


Suppose, 


pI for instance, that a 
vanted to buy a $6,000 house. 


veteran 
He first 


goes to a bank or savings and loan 


ssociation and applies for a first 
ortgage. The lending institution tells 


im that it will let him have $3,000. 
rhe veteran would then inform the 


lending institution that he is eligible for 


ulditional money—up to $2,000— 


guaranteed by the Veterans’ Adminis- 


ition. Obviously, the lending institu- 
on could then afford to enlarge its 


il loan by that amount, or $5,000. 
Two Plans to Choose From 


lhe housing provisions of the G. I. 
Lill give the veteran a choice of two 
lifferent plans, [outlined in Sections 
501 and 505]. In a nutshell, the first 
lan allows the veteran to apply for a 


gle loan, while in the second plan, 
The pro- 


e is eligible for two loans 
visions of the first plan (Section 501) 


re is follows: 

) The veteran can apply for a 
gle mortgage loan, not to exceed 2! 
ears, which the government. will 


guarantee up to $2,000 but not to ex 
percent of the total loan o1 
Since this loan has the double 


eed 50 


ecurity of 
rniment 


plus the gov- 
within the 


a mortgage, 


guarantee, it may, 


A quick look at the provisions of the 
G. |. Bill of Rights in which the govern- 
ment guarantees loans to returning 
servicemen for buying or building 


The G. I. JOE 


homes, making improvements, or set- 


ting them up as farmers or businessmen 


By LAURENCE WRAY 


| the lender, amount to 
100 percent of the purchase price. In- 
terest on the whole loan must not ex 
1 4 percent. Application for the 
loan is made, not to the government 
but to regular savings and loan asso- 
ciations, firms, commercial 
banks and similar lending institutions. 
[his point is stressed because many 
eturning veterans are under the im- 
pression that the government is making 
direct loans to G. I.’s 


iscretion ot 


cec 


persons, 


The government will guarantee this 
loan if the following conditions are 
met: 


, 


1. Proceeds of the loan are used to 
for the purchase or construction 
of a dwelling to be occupied bv the 
veteran as his home 


pay 


2. The mortgage 


terins lor payment 


bear a proper relation to the veteran's 
present 
expenses. 

3. The property on which the loan is 
being suitable for 
purposes. 

4. The purchase or 
does not 
value, and 

5. The loan appears practicable. 

(b) The second part of Section 501 
provides for a loan guarantee if it is 
for the purpose of making repairs, al- 
terations or improvements to, or pay- 
ing delinquent indebtedness or taxes on, 
residential property owned by the vet 
eran and used as his home. This pro 
vision is important to the appliance 


and anticipated income and 


made is dwelling 


construction cost 


exceed reasonable normal 
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“alterations or 


trade because 
ments” mean any structural change m 
or additions to, the property including 
heating and other operating equipment 
that may be classed as fixtures, such 
as ranges, refrigerators, washing ma- 
chines, dishwashers, etc. Such equip- 
ment is fixtures in 
states, depending on local custom at 

fixture In 42 states, for instan¢ 

state FHA offices have declared range: 
eligible for insurance under the realty 


Iniprove 


classed as 


many 


law. 


mortgage; refrigerators are eligible it 
41 states, dishwashers in 40, garbage 
disposals in 34 and automatic cycl 

18. Replacement of ol 
equipment for 
comes under the heading of “alteratior 
and improvements.” Briefly, then, tl 
veteran will be able to buy refrigera 


. . 
Vashers mn 


operating new al 


tors, ranges and other major applianc: 
and financed under the \ 
provided it is tl 


get them 
guaranteed loan, 
practice of the state in which the prop 
erty is located to regard such equipmen 
as part of the real estate. As in tl 

case of buying or building a home, the 
provisions for the “alterations and ir 
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rovements” stipulate that the loan 

ust bear a proper relation to the 
value of the property. In other words, 
"a G. I. would not be permitted to in- 
stall a complete electric kitchen in a 
shack. 


The Second Plan 


Under the second plan which the 
Veterans’ Administration makes avail 
able to returning veterans (Section 
505) he can apply for two loans. The 
primary loan would be a 20-year, 80 
percent, FHA-insured loan. In addi- 
tion, the Veterans’ Administration will 
guarantee a secondary loan amounting 
to 20 percent of the purchase price, or 
a maximum of $2,000. Interest on this 
secondary loan shall not exceed that 
on the principal loan by more than 1 
percent. 

Whichever of the two plans is used 
by the veteran the lending agency will 
call in a private appraiser to set the 

reasonable normal value”’ of the prop- 
erty, and this appraisal will be sub- 

tted with the veteran's application 

-a VA guarantee. VA, incidentally, 
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will issue an approved list of appraisers 


and set standards as to their compe- 
tency, which appraisers will be required 
to meet to get on the list. Appraisers, 
however, will not act as agents of the 
government. Their fees will have to 
come from the lending agency, the 
builder or the borrower. 

Indications at present point to a 
fairly liberal policy on the part of VA 
in respect to what a veteran will be 
permitted to do in improving or alter- 
ing an existing home he may buy under 
the program. VA will insist that older 
houses purchased under the program 
must be structurally sound and that the 
improvements made must not be out of 
proportion to the value of the property. 
But VA officials have made it clear 
that veterans will be permitted to reno- 
vate such old houses and finance the 
work under the mortgage. Items of 
home operating equipment, such as 
ranges and refrigerators may be in- 
cluded under such a mortgage, too, pro- 
vided that it is the practice of the 
states in which the property is located 
to regard such equipment as an integral 
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part ot the real estate. The VA, how- 
ever, is expected to be more liberal in 
this respect than FHA. It will not 
maintain such a close scrutiny of indi- 
vidual transactions as FHA. The VA 
is inclined to the realistic view that 
most former servicemen are going to 
have a pretty hard row to hoe in 
stretching their earnings over the im- 
mediate post-war period and should 
have as much equipment as possible put 
under the long-term mortgage when 
they buy a house; whether it is a new 
structure or a reconditioned one. 


The Dealer's Part 


As in the case of selling home oper- 
ating equipment under the FHA-in 
sured realty mortgage, the appliance 
dealer selling such equipment under the 
VA guaranteed loan should instruct the 
veteran to include a description of the 
household equipment by name, manu- 
facturer, model number and price in 
the plans and specifications (either for 
the construction of a new house or the 
remodelling of an old one) submitted 
by the lender to the Veterans’ Adminis- 
tration. When the loan is approved 
and the equipment installed, the dealer 
will then receive payment for the en- 
tire amount from the lending institu- 
tion. 

3efore going on to a brief discussion 
of another phase of the G. I. Bill of 
Rights—the purchase of farms, farm 
equipment and business property—let’s 
summarize what the government’s 
guaranty plan does for smoothing the 
veteran’s way toward home ownership: 

3iggest boon, perhaps, is that the 
veteran will not have to have a down 
payment to buy a house or modernize 
his old home. He can get a private 
loan, guaranteed by the government, 
that may cover the full purchase price 
of a home or residential property, 
which is defined as “any dwelling con- 
sisting of not more than four family 
units, or a combination dwelling and 
business property, the primary use of 
which is occupancy by the veteran as 
his home.” 

In addition, here is what 
eran can do in many states: 

1. He can modernize his old house, 


the vet- 


purchase new operating equipment 
and have it financed under the Vet- 
erans’ Administration guaranteed 


modernization loan. 

2. He can contract to buy an old 
house, purchase new equipment, and 
have it financed as part of the VA 
guaranteed purchase money mortgage. 

3. He can buy a new house, purchase 
new equipment, and have it included in 
the VA guaranteed [purchase money] 
mortgage. 

4. He can build a new house, pur- 
chase equipment and have it included 
in the VA guaranteed [purchase 
money} mortgage. 


In addition to homes, the returning 
G. I. may make application for govern- 
ment guarantee of a loan to be used 
for buying land, buildings, livestock, 
equipment, machinery or farm imple 
ments, or in repairing, altering or 
improving buildings or equipment to 
be used in bona fide farming operations. 
As in the case of house buying, the VA 
stipulates that the proceeds of such 
farm loan will be used (1) in payment 
for real or personal property pur- 
chased, or for repair and renovation of 
farm buildings (2) that such property 
be reasonably necessary for the farming 
operation (3) that there is reasonable 
likelihood, because of the veteran’s ex- 
perience, that his farming operations 
will be successful, and (4) that the 
purchase price does not exceed rea- 
sonable normal value, as determined by 
proper appraisal. 


Loans for Business 


Likewise, under the G. I. Bill of 
Rights, the veteran can apply for 
guaranty of a loan to be used in buying 
any business, land, buildings, supplies, 
equipment, machinery or tools, to be 
used in pursuing a gainful occupation 
(other than farming). The stipula- 
tions set up by the Veterans’ Adminis- 
tration for the guaranty of such loans 
for business purposes follow the same 
line (see above) as those required for 
farming. In this connection it is not 
unreasonable to expect that a good 
many G. I. Joes may be getting loans 
okayed to enter the appliance field. 

One thing is certain—this whole 
business of government-guaranteed 
loans to servicemen to not some distant, 
post-war plan. It is operating today 
Over 1,000,0(0 veterans have already 
been mustered out of the armed serv- 
ices and it is estimated that they are 
leaving at the rate of over 1,000 a day. 
Considerable confusion exists as to the 
proper interpretation of the G. I. Bill, 
both on the part of servicemen and 
lending agencies. The latter, however, 
were scrambling to get on the band- 
wagon and, where necessary were 
even amending their charters to allow 
them to participate in the program. In 
the meantime, regulations are being 
issued by the Veterans’ Administra- 
tion, FHA and other interested govern- 
ment agencies, covering specific appli- 
cations of the bill’s provisions. 

The Veterans’ Administration have 
made the plan as attractive to private 
lending institutions as possible. Pay- 
ment of guarantee claims, for instance, 
will not have to wait upon foreclosure 
proceedings. If the property is resold 
following foreclosure, the government 
will collect no part of its guaranty pay- 
ment until the creditor has been fully 
repaid. However, government guaranty 
respsonsibility declines proportionately 
as the loan is -paid off 
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1933 1934 1935 1936 1937 : 
Retail Number Retail Number Retail Number Retail Number Retail | Numb 
PRODUCT Sold Value Sold Value Sold Value Sold Value Sold Value | Sold 
CLEANERS, VACUUM: 

Floor Type......... — 547,536 $27,376,800 722,367 $39,720,185 906,049 $50,439,748 1,149,492 $62,359,941 1,285,215 $69,776,5@) 1,010 

Hand Type.......... iad 191,818 2,894,530 246,009 3,835,280 294,891 4,270,021 1,461 5,096,600 421,121 5,798,4% 285 
CLOCKS peukeoeedonsbenenaine 2,000,000 12,000,000 2,100,000 13,200,000 2,310,000 8,940,000 000,000 12,000,000 2,876,811 13,866.24) 2,500 

Ceiling .. pieces 34,950 1,083,450 55,920 1,733,520 40,054 1,457,788 39,668 1,314,200 38,325 1,318, 4 23 

Desk and Bracket......... 599,000 3,434,100 958,400 5,494,560 1,363,215 9,700,552 1,279,600 9,724,960 1,913,834 13,508.2 i 6.28, 

Diliitnhpanesateshekenl eathidadaes pebiiathbas Tt. . e¢edianune Geenanecees A 04ueuneen setetbatees Ul *sesandnaia ocshhimelnd 8,522 *1,095,15 ) 

Other vent. up to 16 in. . 15,300 306 , 000 26,780 524,600 49,110 785,760 70,752 1,185,800 ,182 ae 58, 

etna seneisinbindendll 4,500,000 1,800,000 5,500,000 2,200,000 6,000,000 2,520,000 7,800,000 3,020,000 9,000, 4,900,004 9,000, 

Battery Cells. -+++J 125,000,000 10,000,000 | 150,000,000. 12,000,000 | 164,000,000 13,120,000 | 175,000,000 15,750,000 | 183,000,000 16/012 5) 275,000. 
HEATERS, RADIATORS ..... 184,820 392 ,640 ,863 670,700 342,485 804,840 400 000 900 ,000 482, 1,835, 20 388, 
HEATING PADS............. 356,687 1,494,520 419,913 1,940,000 482,900 2,231,000 540,000 2,494,000 1,013,550 2,959, 6 774, 
HOT PLATES, GRILLS....... 392,490 746,730 394, 43 990 ,000 433,364 1,089,000 476,000 1,200,000 512,000 1,228, 00 409, 
TRONING MACHINES.,....... 69,991 3,411,230 116,069 6,196,420 143,856 7,860,291 180,281 10,384,185 178,858 12,520, 06 110, 
EE, Mc csccocscaceacns 2,430,400 8,594,300 3,968,215 13,161,371 3,719,007 14,894,934 3,765,559 16,670,122 4,157,050 16,086,549 3,505, 

Automatic ...|........... pebakiceass .cawabesk ae 1,358,522 7,811,501 1,737,320 10,337,054 2,255,910 12,971,482 1,067 p00 10,774,348 1,653, 

Pear encase aati aaa ensnteaeeks Chabnbndiaas 2,609,693 5,349, 1,981,687 4,557,880 1,509,649 3,698,640 2,289,750 5,312,198 1,851, 

Total — — All Types ........ 617,550,000 115,740,000 | 625,889,000 127,572,000 | 740,166,000 133,529,000 | 883,100,000 145,500,000 935,500,000 152,615, 04 03,000, 

SIE, wécecccncccead 128,290,000 22,912,000 | 147,460,000 25,797,000 | 157,141,000 24,930,000 | 173,700,000 26,400,000 | 181,100,000 26 567 ,0@ 75,000, 

Commercial.............. 161,221,000 49,583,000 | 174,006,000 53,009,000 | 182,476,000 50,958,000 | 205,200,000 52,700,000 | 237,100'000 59° 40504 37.000, 

Si nsehecemansitel 49,890,000 17,005,000] 58,218,000 19,432,000 422,000 22,274,000 | 83,600,000 23,300,000] 88,500,000 24,153.0¢ 75,000, 

i. nicswanesauell 278,149,000 26,240,000 | 246,205,000 29,334,000 | 327,127,000 35,367,000 | 420,600,000 43,100,000 | 428°800'000  42,490'0 16,000, 

chitshedconnninkasad 350,000 6,125,000 413,753 7,100,000 447,748 8,449,000 eee see see me 
OIL BURNERS, Total........ 85,100 33,529,400 103,350 35,735,000 165,000 57,131,250 224,850 75,430,100 218,874 71,647,4 201, 

Conversion. ............ permet eter © Sebesendees | ceneecesiee Sasscnvrcee EL ouécbETEGEe Gbeute NOREEN “aadeteteia “UecleeeueET 193,057 56,565,7 176,. 

tT CMD sancadl  onecccccoss  sensenessds Eh sassueseecs sbesuexsess B estssccsees sesessencde ll pasneccsose ‘cercnenr.., 14,431 8,557, 14,7 

Disect Fired Air Cond. . i 

Un HORME GHRREEREARS C6nsCRRTheR TL S00hcECKESS “bEScedorans TE ¢ekndanene oelamancns Se ee eee ee 11,386 6,524,178 11,2 
OIL SPACE ET dehiidicabpidbnesss sukadeemiell endsadkeisa “acoso. cco 247,283 15,850,800 371,210 28,100,600 450,000 33,705,098  305,¢ 
PERCOLATORS: 

SE hte canibn ch onkandaiial 219,000 1,846,170 287,207 2,345,000 327,172 2,591,200 515,000 2,279,576 428,096 2,260,349  285,4 

Se aR pe 76,000 491,720 100,000 647 ,000 118,000 ,460 150,000 950,032 3,733.6)" , %47,5 
RApEO ) RECEIVERS eenetenete 3,806,000 231,000,000 4,084,000 270,000,000 6,027,000 330,000, 8,248,000 450,000,000 8,065,000 450,000 04 7,100, ¢ 

Sl eed aandanal ,000 7,100,000 23,000 15,990,000 215,000 27,305,000 318,000 41,413,140 405,000 54,270,08° 275,0 
REFRIGERATORS: 

Household ...........000. 1,016,000 172,720,000 1,283,000 220,676,000 1,568,000 253,648,000 1,996,000 327,344,000 2,310,000 395,010,0 | 1,254,0 
RN ee ihdebaindes » Weabbsniede  Ceicécebass “sbtéebncers ,000 1,500,000 225,000 4,500,000 250,000 5,045, 225,0 
ROOM COOLERS............ seeveoene i> Gubhebenbbe El Ssetbibhaia.) akuvaianins TE iacammeiae suginabiiie 5,000 2,300,000 10,000 4,600, 10,1 
SANDWICH TOASTERS...... RNIN peedeonnene 407 ,500 146,250 440,100 1,760,000 470,000 2,250,000 938,300 3,180, 766 , 5 
SHAVERS, cmkarehenens GENE canesncsnes SE ccvemencors EY. eéucensens . NaS. wéneasiece 1,580,000 25,280, 1,300, 0 

Residential. seb ieenaweniial 14,212 4,263,600 23,214 6,964,200 41,126 12,337,800 78,110 23,433,000 93,519 89,6 

ton nga ; 964, 800 2,282 1,825,600 3,162 2,529,600 4,785 3,828,000 5.002 43 

Sat (te Sep ienial 1,098 1,317,600 1,074 1,288,800 3 1,593,600 1,783 2,138,400 , : 
TOASTERS, Total..... Senncee 952,500 65,715,000 783, 8,740,000 ,886, 9,788 ,000 1,800,540 10,459,397 2,222,970 1,996 , 2 

ET is csobnnboielii pnbeseessss sbeunessbGs BP decabindhds ecscdanace ll Uéabebvittie  Seandesctae 436,540 5,753,597 ,900 Pte 

SEERccascovsnedl eheoncancen svamanensek ED sbecgnetane ovardancsie Eh ecestmhecen: canemensans 1,364,000 4,705,800 1,563,070 412, 8 
WAFFLE IRONS............. 447,345 2,031,052 634,298 3,070,000 772,215 3,684,000 810,000 4,374,000 940,375 795 851 , 3: 
WASHING MACHINES: ; 1 

OOCEEES a ccccevccccesevece 966,698 59,935,276 1,121,137 72,873,905 1,228,774 79,931,748 1,528,585 100,947,753 1,465,405 105,860 031, 3 

Gas Engine............+: 63,383 5,514,321 119,147 10,723,230 184,987 16,609,178 200,550 18,211,945 176,614 106 , 2¢ 
WATER HEATERS, GRR cdl cavsccenens: cnbnebackenl acseccseide. sateuaebemn 70,000 5,390,000 104,000 7,609,680 115,000 9,500 99,65 




















These figures are compiled by Electrical Merchandising, from sales  sepants of associations and On ret 
manufacturers and from estimates made association executives ond leading manufacturers. “Fig 
Ge tenant leuses anateay eae eat. Copyright Electrical Merchandising pone 
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1938 1939 1940 1941 1942 
teal 
Retail | Number Retail Number Retail Number Retail Number Retail Number Retail 
Value | Sold Value Sold Value Sold Value Sold Value Sold Value PRODUCT 
wre 
CLEANERS, VACUUM: 
776, 1,010,263 $58, 188,520 1,124,163 $63,875,518 | 1,384,839 $75,819,395 1,734,369 $93,655,925 600,000 $32,400,000 Floor Type** 
798.448 285,411 4,368,534 12,035 4,939,018 358,604 5,375,474 383,481 5,602,650 85,000 1,241, Hand Type 
66.245 2,500, 12,000,000 | 3,227,038 15,489,782 | 3,600,000 17,600,000] 5,400,000 27,000,000]  2,000/000 10,000 /000 CLOCKS 
318,38 23,761 931,430 24,943 823,125 27,950 876, 200 30,590 902, 400 23 ,450 736 ,300 iling 
588.2) 1,206,863 8,508,385 1,501,734 10,572,207 1,681,900 10,663,250 1,984,650 14,587,200 1,887,000 14,847,070 Desk and Bracket 
095,148 10, *1 494, 130 15,000  *1,875/000 20,000  *2, 500,000 22,100 2,121, 600 15,000 1,485,000 Attic* 
614, 18 58,432 1,181,495 1,704,300 107,000 1,923,850 116,800 2,044,000 140,000 2,527,000 ‘Other Vent. up to 16 in, 
FLASHLIGHTS: 
+ 900, 9,000,000 4,050,000 | 10,000,000 4,500,000 | 11,000,000 4,950,000 | 15,000,000 7,500,000} 17,040,000 8,520,000 Cases 
>, 012 1000 15,500,000 | 181,000,000 15,800,000 | 195,000,000 17,000;000 | 300,000,000 26,000,000 | 3225001000 29025000 Battery Cells 
835" 388,100 1,540,750 400,600 1,674,500 528,000 1,974,750 564,000 2,312,400 84,000 344,400 | HEATERS, RADIATORS 
"959° 774,075 2,182, 900 878,900 2,592.755 931,500 2,775,870 1,117,800 3,632,850 692,400 2,942,700 | HEATING PADS 
1228" 409,600 1,024,000 432,200 1,063! 200 415,000 —_1,033;350 547,800 1,429,750 200 ,000 530,000 | HOT PLATES, GRILLS 
520° 110,540 88651308 127,093 8,700,786 175,466 10,219,140 259,668 14,489. 056 66,090 4,850,836 | IRONING MACHINES 
086. 56 1400 13,747,150] 4,993,278 17,957,835] 5,171,000 18:853,500 | 5.585.000 21 .099'750 1,145,000 4,973,250 | IRONS, Total 
774 690 9,525,250} 2,339,858 11,441,900}  2/597'000 12.959'000 2,900,000 14,790,000 ,000 4,233,000 Automatic _ 
312,198 1,851,710 4,221,900] 2,653,420 6,155,935] 23574000 5,894'500 2,685,000 6,309,750 315,000 740 ,250 Non-Automatic 
LAMPS, INCANDESCENT: 
615 ,0G 93,000,000 128,416,000 | 975,505,000 148,608,000 ]1,115,473,000 176,511,000 |1,332,135,000 233,959,000 |1,185,900,000 257,350,000 Total—All Types 
567 ,0G75,000,000 23,975,000 | 190,209,000 25,108,000 | '221'733'000  33.034'000 Residential 
405, 09P37,000,000 55,221,000 | 255,397,000 59,763,000 | 272,897,000 61,511,000 |) 726,603,000 169,880,000 |) 792,700,000 196,000,000 Commercial 
"153,0@, 75,000,000 19,200,000 | 88,081,000 22:637:000 | 99'333'000 32.021'000 Industrial 
,490, 099716, 000,000 30,020,000 | 441,818,000 41,100,000 | 521,510,000 49;945;000 | 595,532,000 64,079,000 | 393,200,000 61,350,000 Miniature 
ede et oes 400,000 7,000; 000 460,000 10,120,000 510,000 11,220,000 306, 6,732,000 | MIXERS 
1.6474 201,858 61,813,814 247,655 69,284,930 302,868 85,491,800 321,564 107,061,950 99,514 32,809,200 | OIL BURNERS, Total 
65657 176,340 47,788,140 211,532 50,767,680 249,072  58.,033;800 237,779 59,444,750 71,658 19,490,300 Conversion 
8557. 14,226 7,881,204 19,215 9,742,000 26,614 12,951,200 32,734 17,905,500 9,313 5,289,800 Boiter Burner Units 
ne ae Direct Fired Air Cond, 
6.524.148 11,292 6,244,470 16,908 8,775,250 27,632 14,506,800 51,051 29,711,700 18,543 8,029,100 nits 
3705 Ob ,000 21,075,500 340,000 21,420,000 390,000 25,603,500 446,000 31,197,700 +e *** | OIL SPACE HEATERS 
sainials PERCOLATORS: 
2.260.348 285,411 1,498,400 543,399 1,847,550 675,000 2,058,750 614,250 1,873,450 150,000 457,500 Metal 
3.733,6)8 » 947, 3,687,450 1,130,351 3.752.750 1,198,000 _ 3,941,400 1,327,000 4,909,900 1,010,000 3,737,000 Glass 
30,000 04» 7,100,000 250,000,000 | 10,538,000 355,000,000 | 11,531,000 347,841,000 | 13,700'000 415:795;000|  4'307'000 205'940'000 | RADIO RECEIVERS 
4270 04 275,000 39,875,000 335,000 49, 245/000 50,000 62,775,000 728,000 103,376,000 ** — | RANGES 
— REFRIGERATORS: 
5.010,00 | 1,254,000 215,688,000 1,900,000 321,100,000} 2,600,000 395,200,000 | 3,500,000 542,500,000 520,000 ++ Household 
5 045. 225,000 4,990,500 235,000 5,475,500 260,000 6,084,000 290,000 7,366,000 125,000 2,862,500 | ROASTERS 
4600 10,125 4,152,250 20,000 5, 200, 000 23,000 5,175,000 30,750 eee eee *** | ROOM COOLERS 
3° 180° 766,500 2,590,800 718,839 2,975,950 805,000 3,372,950 869,400 3,703,650 190,000 809,400 | SANDWICH TOASTERS 
5'280. 08 1,300,000 19,500,000] 1,200,000 18.000,000 900,000 11,700,000 1,100,000 15,950,000 780,000 12,402,000 SHAVERS, DRY 
8.429,7 89,690 20,279,170 94,551 26,663,382 144,758 eee 182,956 eee 90, 100 ose Residential 
saa: ** +8" ee pt. House 
2,876.1 4,328 2,293,840 4,975 2,567,100 5,249 . 5,860 3,865 | Seal a 
12,650,048 1,996,200 10,955,475] 2,166,375 14,861,200] 2,272,000 15,000,950] 2,640,840 17,945,700 ose ee | TOASTERS, Total 
8'539, 583,350 7,338, 1610 11,366,450 ,000 11,616,000 1,237,000 14,225,500 eee eee Automatic 
4110 348 1:412,850 3,616,925 1,318,765 3,494,750] 1,312,000  3,384'950 1,403,840 3,720,200 310,000 821,500 Non-Automatic 
795, 851,320 4,375,800 704,763 3,580, 40, 3,700, 000 777,000 4,195,800 175,000 953,750 | WAFFLE IRONS 
: WASHING MACHINES: 
05. 860,84 4 1:931,353 74,401,805 1,329,377 91,354,800] 1,454,831 104,485,962 1,892,435 148,556, 150 448,501 40,728,375 Electric 
17,007. 106,261 9,734,570 103,879 9,164, 200 97,835 8,670,137 22,000 10,773,820 32,898 3,041,420 Gas Engine 
9°50, 1650 9,137,905 102,270 9,024,300 125,000 10,125,000 205,000 17,015,000 88 , 000 *** | WATER HEATERS, Storage 








On refrigerators, ranges and vacuum cleaners, 1942 figures represent sales to poneval public. 


Frozen stocks and sales on priorit es are not included. 
***Figures insufficient for estimate. ‘*Attic fan prices do not include ation. **Vacuum Cleaner figures, floor type; incsude new and mfrs.’ recondi- 
tioned models. Stoker figures estimated by Committee of Ten—Coal and Heating Industries. Radio figures include exports. 

Permission to reprint, quote or use is granted provided credit is given ‘‘Electrical Merchandising.”’ 
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The following pages 
mates from all secti 


the accumulated de 


in the immed 


merchandisingland d 


and (3) estim 
serving each 
prewar total. 


UDGING from the reports coming 
J in to ExecrricaL MERCHANDIS- 

ING’S current survey of regional 
markets, the pent 
electrical appliances exceeds even the 
most optimisti: 
heretofore 
lated demand 
merchandising from 149 
companies, 16,452,178 
wired homes—57.9 percent of the 28, 
436,657 wired homes in the entire coun- 
try. In addition to the informed esti- 
mates on major appliance demand, the 
regional which con- 
tain the most up-to-date authoritative 
information on utility merchandising 
policy, the number and extent to which 
local appliance 
in business, the 
and rural meters ser 
age annual kilow 
for the 
formation on 


up demand for major 
estimates available 
The estimates on accumu- 
were made by utility 
executives 


representing 


surveys follow 


dealers have survived 


number of domestic 
ved and the aver- 
itt-hour consumption 
various and in- 
the 
programs being adopted or planned for 


ompanies, 
lealer cooperative 


p< st-war 


Accumulated Demand 


Broken down by major electrical 
appliances, the accumulated demand 
post-war for the entire country shows 


the following: 

A demand for 44 electric ranges per 
1,000 customers, or a total of 1,251,213 
a demand for 24 electric water 
heaters per 1,000 customers, or 682,480 


ranges ; 


a demand for 154 elec- 
tric refrigerators per 1,000 customers, 
or 4,379,245 refrigerators: 


water heaters; 


a demand 


for 131 washing machines per 1,000 
customers, or 3,725,202 washers: a de- 
mand for 300 ironing machines per 


1,000 customers, or 853,100 ironers; a 
demand for 76 vacuum cleaners per 
1,000 customers, or 2,161,186 cleaners. 
And finally, a demand for 279 radio 
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sets per 1,000 customers, or 10,195,776 
radio receivers. 

Chese figures incidentally are not all 
based on the total of 149 utility com 
reporting and the 16,452,178 
wired homes they serve. In some cases, 
companies would make estimates on 
demand for some appliances and not 
others. A few companies made no 
estimates at all. The accumulated 
demand estimates, however, are based 
on a substantial portion of the cus- 
served—from 13,064,906 cus- 
tomers in the case of electric ranges, 
for instance, to 8,744, 437 customers in 
the case of vacuum cleaners, the lowest 
number used. 

While the foregoing represents the 
accumulated nationally, the 
regional surveys which follow contain 
the figures broken down by the nine 
principal regions of the country, by 
states and by individual utility com- 
panies. 


panies 


tomers 


demand 


Utility Merchandising 


Of the 149 utility companies respond- 
ing to the survey, 93 of them, or 62.4 
percent plan to merchandise in the post- 
war period ; 44 companies, or 29.5 per- 
cent, will do no direct selling of appli- 
ances, and 12 companies, or 8.1 percent, 
are undecided or have not yet formu- 
lated their post-war sales policy. There 
interesting because they 
almost parallel the results of the survey 
At that time, with 
only 93 utilities reporting, 63 percent 
intended to merchandise, 30 percent 
were not and 7 percent were undecided. 
\ substantially larger sampling of 
policy, in other words, yields compara- 
tive results. 

Of the 93 utilities who indicated, in 
the present survey, that they are going 
to merchandise, 80 companies indicated 


figures are 


made a year ago. 


informec 
country c 
nd for major appliances 
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the number o 
>mpared with the 
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2) utilit 


dealers 


specified products they intend to sell 
through their own sales organization. 


Based on these 80 companies, the 
breakdown is as follows: 

Appliance No. Companies Percent 
Refrigerators 71 89 
Electric Ranges 75 94 
Water Heaters 75 94 
Washers 67 84 
lroners 66 83 
Radio Sets 14 18 
Cleaners 58 73 
1.E.S. Lamps. 72 90 
Small Appliances. 69 86 


Whether or not the utility will mer- 
chandise, there seems to be fairly 
unanimous approval of a policy of 
active cooperation with the local appli- 
Of the 149 utilities re- 
porting, 128 of them are definitely plan- 
ning a dealer cooperative program, 2 
companies have no such plans, and 19 
companies indicated that they were 
undecided. A _ similar overwhelming 
majority are setting up the machinery 
to give complete electric kitchen plan- 
ning assistance in their communities. 
A total of 111 companies answered the 
question—105 in the affirmative, one 
in the negative, two undecided, and one 
probably. 


ance dealers. 


The Dealer Picture 


Post Pearl Harbor predictions that 
electrical appliance dealers would have 
to shut up shop for the duration of the 
war appear to have been a little on the 
pessimistic side. A total of 129 utility 
companies provided estimates of the 
number of dealers serving their terri- 
tory in 1941 compared with 1945. 
These figures show that 26,853 appli- 
ance retailers were in business in those 
territories in 1941 and that 20,964 or 
78.1 percent, are still in business. 
Surprisingly enough, this proportion 
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of surviving dealers is higher than a 
year ago. The obvious answer, as wit- 
ness the “New Dealer” listings month 
by month in ELecrricaL MERCHANDIS- 
ING, is that substantial numbers are 
coming back to the old stands and that 
new enterprises are coming into ex- 
istence every day. 

On this question of Gealer survival, 
by the way, many of the original pre- 
dictions overlooked the fact that many 
appliance retailing establishments are 
engaged in other businesses too—de- 
partment stores, furniture stores, hard- 
ware stores, auto accessory stores and 
others. Furthermore, the specialty 
appliance dealer proved to be a pretty 
resourceful individual, turning quickly 
to allied lines of merchandise and an 
expanded service and repair operation 
to keep his doors open. 

One or two further points might be 
worth mentioning in this summary of 
the national picture: 

The relatively high proportion of 
utilities expressing their intention to 
merchandise appliances directly, espe- 
cially ranges and water heaters, reflects 
their anxiety about replacing important 
industrial loads which will be lost to 
a great degree when war plants are 
reconverted or abandoned. The high 
proportion planning to engage in dealer 
cooperative activity, sales training, 
cooperative advertising, etc., is a 
healthy and constructive attitude for 
the post-war distribution picture in the 
electrical field. A number of com- 
panies have already announced plans 
to postpone their own direct merchan- 
dising efforts for a specified period 
after the war on the theory that the 
backlog of demand—evidenced in the 
figures quoted above—can be ade- 
quately taken care of by independent 
retailing establishments, 
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| pe You 
NUMBER OF ACCUMULATED DEMAND, ESTIMATED IN NUMBER OF DEALERS | cocpenanive | _ PLAN TO 
CUSTOMERS UNITS, PER 1000 CUSTOMERS SERVING TERRITORY PROGRAM =| MERCHANDISE 
UTILITIES {_IN POST-WAR? 
REPORTING |— ce) ers — ks = iiiliettmeeierensmens 
(Urban & } 
Rural) Elec. Water Refrig- Redio Vacuum % No. No. Unde- | No. No. Unde- 
Dec. 31,1944 | Ranges Heaters erators Washers lroners Sets Cleaners, p 1941 1944 Survived Yes No cided Yes No cided 
NEW ENGLAND 
ee 2 155,500 | 69 94 158 138 34 48 250 100 400%| 1 1 2 
New Hampshire 1 11000 | 32 18 45 55 9 36 25 1 40%| 1 1 | 
Vement.... rY 53,057 | 44 8 102 34 7 24 110 69S 68.7% | ' 1 
Massachusetts 6 426,875 | 15 4 13 4447 «13 396 ©6587 333 959 «778% | 6 6 f 
Rhode Island. 1 sO 748% | 1 a 
Connecticut... 4 373,905 | 62 45 954 9291 ss 359240 329 964 80.2% | 4 2 
TOTAL NEW ENGLAND 16 1,020,337 | 48 19 158 130 37 390 107 | 1,402 734 666%) 15 a iy ae 
MIDDLE ATLANTIC 4 
oow Yack... 4 1,087,090 | 94 5 172 113 re 933 «787 «84.4% | 7 1 ae .... 
New Janey. 2 917620 | 93 1 47 38 bs 9 oo. OS: 
Pennnyianis.... 9 1,806,665 | 54 1 163 149 55 360 68} «3,309 «2,748 «409830% | 8 1 5 ‘tg 2 
TOTAL MIDDLE ATLANTIC 19 | 3,811,375 | 43 15 164 136 39 92 ~»8 71 4242 3,535 833% 117 1 1 |” 5 g 
EAST NORTH CENTRAL 
Gis... 7 1130678 | 40 17 147 «1192 «38 ©6992 «© 9—s«|s«4971 «1,044 «881% | 6 , 4 e@ ’ 
lndione. 4 391,411 31 aC 7 95 792 683 862% | 4 2 ¢ 
ilinols. . @ 270,440 | 46 9 166 9277 20 933 72 741 600 81.0% | ¢ oe 6a 
iin ...., 5 1,203,877 | 9% 7 93 #8 8 139 48 | 1680 1,354 906%| 4 1 Pr s 
Wisconsin. 5 457200 | 43 18 163 198 «10 193 199 | 4511 1398 786%! 5 5 
TOTAL EAST NORTH CENTRAL... 23 3,453,606 | 35 12 19% )«= 187 si«19's—(00—“‘éikkt«C|CS«OS OCOD | St 1 |e 4 1 
WEST NORTH CENTRAL 
Ninnasete. . a 3 437,650 | 60 49 931 175 29 675 127 | 1,000 1,000 100.0%] 3 3 
lout. 6 296.385 | 95 ae ee ssh 91 92 31.6% | 5 1 6 he 
oineas.. 6 577.178 | 9 8 59a? 6 177 51 1279 779 609% | 6 4 g 
Sitd................ @ 24351 | 85 45 168 196 of 949 ©6643 104 «53 51.0% | 1 1 g init 
Nebraska. . 4 160.375 | 16 1 97 17 2 158 52 4980385) s«7:3%, | 2 2 
Rename... 4 152.319 | 78 4 150 14 £440 142 94 456 976 60.5% | 4 2 ¢ 
TOTAL WEST NORTH CENTRAL. 23 1,648,958 | 37 31 160 04«=690t—é—‘(UT”t*éC«SKKHC(<ité«<‘iSC*‘SLS:C CSS OO C*:*;é=<“‘i k;é‘i HOU 
erties eel Bc IO eeecieeenaaiiet ee se. 
SOUTH ATLANTIC 
RMRMMET << ccscescects P 43,711 11 9 of 23 11 23 23 326i | 1 
5 RRR at g 324,267 4 . 2 1 5 114 56 9 40 444%) 1 ‘ easaves 
Shade of Calenbis...........-.-- 1 197,000 | 89 320 934 45——i«CSH—s«OD 100 «= «97,'s—«97200% | 4 oi 
Virginia... , 293,847 800 500 695%/| 1 - 
a lalate , 108,000 | 15 1 195 ©9361 16 «0375—s«O 176 141 801% | 1 i 
a. ..........25 2 951,500 | 84 49 137° 97 3 15 84 260 208 80.0%| ¢ 1 1 
oe hone 3 939.987 | 93 2008S sos 33 890 7115 80.3%! 3 1 @ 
TOTAL SOUTH ATLANTIC...... 11 1458312 | 42 2 132 108 13 «998 )0=—S80—s| «9348 «1,797 73.6% | 10 1 . = ‘ 
EAST SOUTH CENTRAL 
SG... ... .«n0ccce. ¢ 230473 | 16 5 195 64 7 14 43 410375, *16.4% | 8 ite ' 1 
Tenet. .....-.002.: 5 186.531 | 75 3019184 (iti CC*«*CTS 358 302 «84.4% | 4 i 2 1 
—.............. 1 169,384 | 45 1 9 «#8667 7 100 500 950 46 50.0% | 1 Za 
Mississipo! on , ; 300CtCisa13ts«B 38 6 195 8613 8 86— 6S i) , 
TOTAL EAST SOUTH CENTRAL... 8 626,388 | 42 90 149 81 9 189 53 | 1489 992 694%! 8 1 4 3 2 
WEST SOUTH CENTRAL 
po eer ae 2 113,056 | 34 90 135 34 7 671 461 68.7% | 9 . * 
haainae,.. ciktecaue need 3 208,033 4 2 106 94 4 39% % 593 514 86.7% | 3 3 . 
Oklahoma. nee 1 152,500 | 13 —1 131 134 33 930s (60% survived) 1 1 
tome... 4 447,826 4 2 © #37 2 100 37 | 1435 1,195 78.4% | 4 3 1 
TOTAL WEST SOUTH CENTRAL 10 921,415 7 2 105 72 13 (188 44 | 2699 2100 778%|10 ...... | 7 3 
MOUNTAIN 
Reetith. ... «is ce eltaecaiienn. 1 74,183 : 350 248 «70.9% | 1 “yeaonte 
Sie. ......1:.c.deacce 1 63,000 | 102 49 182 196 8 233 40 0369 90.0% || 1 1 ae 
Wisislin. ....cc.. aon. 1 4160 | 175 96 991 305 108 481 8 5 62.5% ‘ get 
Gas... c.. cdccacdewe ek 3 162.811 9 5 47COCOM 14 «34 16059: 36.9% | 9 ' 1 1 i 
Siew Medien... Lovo ckch 1 4,400 9 4500 O45 114 5 5 100.0% | 1 ea 
Adeons. . @ 50.914 | 19 8 19 «668 )~=610—(oM9 137 114s 83.2% | 1 ' ' i 
ah ..........0c eee 4 136074 | 105 64 178 14 ©93°« 119 656 650 (99.1% || 3 1 . 3 
aais...... 1 14,500 65 9% 400%) 1 1 
TOTAL MOUNTAIN 14 509,342 | 36 19 152 100 16 119 1,791 1476 82.4% | 10 4 3 9 @ 
PACIFIC & BRITISH COLUMBIA 
Ceaieten...... cdbasecenctbbes 5 503,735 | 101 8 «6145 ~—«198 5984s 7392 «549 75.0% | 3 9 3 g 
EE OP MEAS 5 257.895 | 192 101 992 142 65 324 482 402s «83.4% | 3 @ wes 
Gilet. .....cso+ce>-- 12 2,112,332 | 47 33 «202s ititi«CAS 2,238 1,859 83.1% | 10 2 om  § 
British Columbie..... q 129.183 | 81 39 «204 190s 8s | ‘167136 81.4% g 2 
tears Aide ee) NE I i A I ie A ao el I a i ie sR i RS 
TOTAL PACIFIC & BRITISH COLUMBIA. 24 | 3003145 | 67 50 19% 910 59 404 | 3,619 2,946 81.4% | 16 e | 14 3 
TOTAL UNITED STATES..............060-. 149 1eases7e | 44 94 154131 30 «879s 76—s«4| 96,853 90,964 781% /128 & 19 | 93 43 «193 
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CA Good Oudtétesd DEAL 


FOR EVERY DEALER” 


... that principle will determine 
how Premier dealers will be appointed 


@ The large number of franchise requests 
already received clearly establishes the fact 
that thousands of dealers want to sell Premier 
vacuum cleaners. 


Naturally Premier wants as many dealers as 
possible—but always with the provision 
that each Premier franchise represents the 
soundest kind of business asset for each 
Premier dealer. That means “neither too 
many nor too few.” 


Premier’s distributors—the finest in America 
—have made it clear that they are in active 
agreement with this policy because it will 
assure an ample sales opportunity for every 
Premier dealer. A shopping center in which 
one Premier dealer can sell profitably is 





+ 
not intended to have more 
than one. 
Equally sound policy will 
govern the distribution of 
Premier cleaners as they are manufactured. 


The recently announced plan for allocating 
the first Premier cleaners on the basis of ‘“‘one 
to every dealer before any dealer gets two” 
is evidence that subsequent Premier cleaners 
will be equitably distributed according to 
the numbers of customers dependent upon 
each dealer. 


It is Premier’s purpose to make certain that 
the Premier franchise signifies—for every 
dealer—a Good Business asset of immediate 
and lasting value. 






<< 
Guaranteed by ” 
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PREMIER 


“All That the Name Implies” 


ELECTRIC VACUUM CLEANER CO., INC. « CLEVELAND 10, OHIO 
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GOOD cross-section of the post- 
A war appliance potential in the 
New England states is provided 


in the reports from 15 utility companies 
serving a total of 1,020,337 customers 


as of December 31, 1944. This repre- 
sents nearly one-half of the 2,258,983 
domestic meters. In the accompanying 


table 


customers surveyed ; 


number of 
kilowatt 
present saturation ; 


data is given on the 
average 
hour consumption ; 
estimated 


accumulated demand _post- 

war; number of dealers serving the 

territory, and utility merchandising 
plans. 

Accumulated Demand 

Some idea of the importance of New 

England as a_ post-war market for 

ajor electrical appliances may be 

gathered from the following figures 


supplied by the commercial executives 
of the There 
for 42,125 
average of 48 
per 1,000 customers ; 
735 water 


various power companies : 
accumulated demand 
s which is an 


is an 
enge 
ranges 
for 16, 
1.000 customers: 


a demand 
heaters, or 19 per 
a demand for 139,750 
158 refrigerators per 

On 
figures show 


retrigerators, or 


1,000 customers. home laundry 


equipment the a demand 


1,000 customers. The foregoing figures 
are based on 882,837 
served, 


domestic meters 
those 
estimates. <A 
smaller number of companies estimated 
radio set accumulated demand, but the 
figures show a demand for 167,000 sets 
390 per 1,000 custom- 
On vacuum cleaners the 
ulated demand is 90,115 units, 


representing 
supplying 


companies 
somewhat 


in the region, or 
ers. accum- 


or 107 


per 1,000 customers. These figures 
come strikingly close to the national 


averages on accumulated demand. Only 
radios and cleaners showing more than 
the average national averages. 

cases utilities had made a 
survey among their 
W. M. Walsh, merchandising manager 
of Connecticut Light & Power Co., for 
instance “What 
new appliances would be wanted most 
after the Results projected in 
units throughout their territory showed 
a desire on the part of the 
tomer 


In many 


own customers. 


, conducted a survey on 
war.” 


average cus- 
to purchase $225 worth of appli- 
total 
rhe figures on the units in 
shown in the accompany- 
\ large replacement market 
indicated judging from this 
company’s survey. Only about 65 per- 


ances, or a volume 


$1,500,000. 


in excess of 


demand are 
ing table. 


is also 














for 114,365 washers or 130 per 1,000 cent of their customers questionnaired 
ustomers: 32,630 ironers or 37 per (Please turn to page 40) 
ELECTRICAL APPLIANCE MARKET DATA—NEW ENGLAND REGION 
| | 
NUMBER DO YOU 
|, aS | ee PRESENT SATURATION ESTIMATED ACCUMULATED DEMAND DEALERS | PLAN TO 
(URBAN & RURAL)| SUMPTION IMMEDIATELY AFTER WAR SERVING MERCHANDISE 
TERRITORY AFTER WAR? 
didn oun oS EE Se SEN a Se ee illest ene eis 
Elec. Water Refrig- Vacuum | Electric Water Rehig- um | 
| Dec. 31, Dec. 31, | 1944 1943 Renges Heaters erators Washers lroners Cleaners; Renges Heaters erators Washers lroners Cheorers| 1941 1944 | Yes No 
| 1944 1943 % % % % % % (Units) (Vales) (Units) (Units) (Usk) (ome) } 
MAINE | 
Central Maine Power Co. ; 145,000 136,794 975 919 16 45 39 10,000 3,500 23,000 20,000 5,000 7,000 250 100 Yes 
Maine Public Service Co...... 10,500 10,500 ‘ ; aaies ea8e ~~ ath. Bay 5 ws het ee oui wi Yes 
NEW HAMPSHIRE 
New Hamp. Gas & Electric Co... . . 11,000 10,000 992 35 5 60 70 10 70 350 200 500 600 100 400 25 1 Yes 
VERMONT 
Central Vermont Public Service 33,507 33,303) 1,160 1,105) 22 “ 62 65 5 60 2,100 350 5,000 1,500 300 861,200 90 52 Yes — 
Green Mountain Power Corp. 19,550 19,085 910 884) : ‘ wend ae eeus sees 250 50 400 300 75 75 20 17 Undecided 
MASSACHUSETTS 
Brockton Edison Co........ 39,350 39,287) 1,030 992 22 5 57 inti sant 052 1,500 500 4,500 3,000 300 35 27 Yes 
Fitchburg Gas & Electric , | 12,541 12,427 693 658 3 5 60 80 5 75 50 25 1,000 500 100 500 35 25 Yes 
Cape & Vineyard Electric Co... 18,000 16,000 950 880 25 4 63 53 5 65 500 50 800 200 50 350 30 18 Yes 
Boston Edison Co. | 339,400 342,737 875 833 5 57 56 5 49 4,000 1,000 41,300 16,125 5,000 21,000) 200 160 Yes 
Plymouth County Electric Co... . 11,200 11,180 700 665 40 12 80 65 10 60 100 35 200 90 25 40 21 21 Yes 
Northampton Electric Ltg. Co. 6,384 6,360 945 920 ieve ieee - 50 10 300 300 30 300 12 8 Yes 
CONNECTICUT 
Hartford Electric Light Co..... 69,600 69,870) 1,480 1,434, 20 5 80 50 12 75 3,000 1,000 15,000 7,500 2,500 15,000 60 55 ‘ No 
United Hiuminating Co. . . 127,000 124,853 990 917 7 1 74 60 g 74 sem ‘ 80 60 Yes odlam 
Connecticut Light & Power Co. 166,300 164,750 1,248 13 5 76 65 8 80 20,000 10,000 47,000 64,000 19,000 44; 000) 175 140 Yes ' 
Danbury & Bethe! Gas & El. Lt. Co. 11,005 10,906 950 33 5 80 85 5 90 225 15 750 250 150 250 14 9 Yes 
RHODE ISLAND 
Blackstone Valley Gas & El. Co... 3 0 60 60 60 Depends on period of time covered 55 41 Yes 
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CHANGING. 
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| considered their equipment in good 
condition. 


The Dealer Picture 


In the New England territory 15 out 
of the 16 companies supplied informa- 
tion on the estimated number of dealers 
serving the territory in 1941 as com- 
pared to 1944. These figures show that 
| in 1941 there were 1,102 dealers in the 
| territory as compared to 734 who have 
survived, or 66.6 percent. Fifteen of 
the 16 companies are planning aggres- 
sive dealer cooperative programs and 
all of them will give kitchen planning 
assistance to their customers. 

Of the 16 companies reporting from 
New England, 14 definitely have made 
plans to merchandise appliances 
through their own sales organizations ; 
one only replied in the negative, and 
one is undecided. This merchandising 
| operation will be on the complete line 

of major appliances in most of the com- 
| panies. 


Individual Companies 


An idea of the scope of the survey 
may be obtained in some comments on 
individual company’s plans. In Massa- 
chusetts, for instance, T. H. Carens, 
vice president of the Boston Edison 
Company, reports that they will merch- 
andise an entire line of appliances 
throughout their territory, which em- 
braces 339,400 domestic customers. In 
addition, they will have a comprehen- 
sive cooperative dealer program. Of 
the 200 dealers serving the territory 
before the war, 160 are still operating, 
he reports. Saturation in Boston Edi- 
son territory shows refrigerators at 
56.5 percent; washers at 55.7 percent; 
cleaners at 49 percent and ranges and 
ironers at 5 percent each. Average 
annual consumption in Boston Edison 
is estimated at 875 kw.-hrs. 


Connecticut 


In the territory served by the Hart- 
ford Electric Light Co., embracing 
69,600 residential customers, the aver- 
age kw.-hr. consumption is estimated at 
1,480 kw.-hrs. in 1944, and their five 
year objective is to reach 1,934 kw.-hrs. 
Hartford Electric, incidentally, was the 
| only company announcing that they 

would not merchandise appliances, but 
will have a program of all possible 
cooperation and stimulation of dealer 
business. R. A. Gibson, assistant to 
the vice president of the company, esti- 
mates that 55 out of the 60 dealers 
serving the territory are still in busi- 
ness; and he lists an accumulated de- 
mand for 69,000 major appliances in 
the territory post-war, and reports that 
| saturation now stands at 80 percent 
| for refrigerators; 75 percent for 
vacuum cleaners; 50 percent for wash- 
ers; 20 percent for electric ranges ; and 
| 4.9 percent for water heaters. 

In New Haven, the United Illumi- 
nating Co., serves 127,000 customers 
whose estimated average kw.-hr. con- 
sumption is 990 kw.hrs. The post-war 
trend, according to E. B. Haskell, new 
business manager, should be upward, 
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at the rate of 50 kw.-hrs. per year, per 
customer. Of the 80 dealers serving 
the territory prewar, 60 are still operat- 
ing. A complete market research study 
of the territory is being undertaken at 
the present, but totals are not yet avail- 
able. 


Main Utilities 


At Augusta, Maine, A. T. Littlefield, 
manager of the new business depart- 
ment of Central Maine Power Co., re- 
ports that they now serve 145,000 
domestic customers whose average an- 
nual consumption has reached 975 
kw.-hrs. They will merchandise a full 
line of appliances and will have a vig- 
orous program of dealer cooperation 
among the 100 independent dealers of 
the estimated 250 prewar surviving. 
He estimates accumulated post-war 
demand in the territory at 68,500 major 
appliances. 

At the Maine Public Service Co., 
C. R. Stone, new business manager, 
reports that in a survey sent out to 
their 10,500 rural customers some 55.7 
percent of those responding expressed 
their intention of buying refrigerators 
in the first two post-war years—86 per- 
cent of these during the first year. 


New Hampshire-Vermont 


New Hampshire Gas & Electric Co., 
at Portsmouth, N. H. serving 11,000 
customers with an average 992 kw.-hrs 
per customer will merchandise a full 
line of major appliances including 
home freezers, clothes dryers and dish- 
washers. John W. Hopley, sales man- 
ager, estimates an accumulated demand 
for 2,150 major appliances and says 
that only one dealer out of the 25 serv- 
ing the territory prewar is still in busi- 
ness. 

Over in Vermont A. H. Allcott, sales 
manager of Central Vermont Public 
Service Corp., reports that their 33,507 
domestic and farm meters now have an 
average consumption of 1160 kw.-hrs. 
and that plans are being made to in- 
crease this to 2,000 kw.-hrs. per cus- 
tomers after the war. He estimates the 
accumulated demand at 10,450 major 
appliances, and says the company will 
merchandise through their own sales 
force. Figures are also given in the 
accompanying table for the Green 
Mountain Power Co. in the same state. 


Other Companies 


For information on other companies 
reporting from the New England terri- 
tory including Brockton Edison Co., 
Fitchburg Gas & Electric, Blackstone 
Valley Gas & Electric, Northampton 
Electric Lighting Co., Danbury & 
Bethel Gas & Electric, etc., see the 
accompanying table. 
~ Of the 16 utilities reporting, ten com- 
panies said that television, dishwashers 
and garbage disposals would sell well 
in post-war, 13 companies included 
home freezers and blankets, and 15 
companies voted favorably on automatic 
washers. 


(Please turn to page 42) 
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All America’s might has been geared to the tre- 
mendous war effort on the widespread global 
fronts. The Axis nations today are trembling under 
this inconquerable power brought to bear against 
them by our Armed Forces. 


That might stems from American ingenuity. When 
victory comes, appliance dealers will see how well 
DORMEYER has employed American ingenuity 
to the design and production of the new DOR- 
MEYER ELECTRIC FOOD MIXER. 
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" Accumulated Demand 
| From data supplied by 16 of the 19 
panies the estimated accumulated 
emand post-war for major appliances 
in the Middle Atlantic region is as 

oy ie 

Chere will be a market for 120,100 
5 t inges 13 ranges per 1,000 
ustomers; on water heaters the de- 
ill be 36,450 units, or 15 per 
1,000 customers. Refrigerators show 


457,000 
On 
home laundry equipment there appears 
to be an accumulated need of 349,000 
136 per 1,000 customers, 
100,050 ironers, or 39 per 1,000 
In addition, there will be a 
for 503,500 radio sets, or 


an accumulated demand of 
units, or 164 per 1,000 customers. 


washers, or 
and 
customers. 
market 
per 1,000 customers; 181,600 vacuum 
or 71 per 1,000 customers. 
These figures tally closely with the 


59? 
cleaners, 


national averages shown in the opening 
table. 
Utility Merchandising Policy 


Of the 19 companies responding to 


the survey, 12 will merchandise appli- 
ances through their own sales organi- 
zations, five will not, one “probably” 
and one “undecided”. Many com- 
panies are planning to merchandise 
home freezers, dishwashers, clothes 
dryers and garbage disposals in addi- 
tion. Sixteen of the 19 companies 


will give kitchen planning assistance 
to their customers through their home 
service staffs, and the 
undecided. Of the 19 companies, 17 
will embark on a program of dealer 
cooperation with one company replying 


other three were 


in the negative and one indefinite. 

Of the 19 companies reporting in the 
three states, 15 companies made esti- 
mates of the number of dealers serving 
their territory. 
that in 1941 there 


“hese figures show 


were 4,242 dealers, 





while at the end of 1944, 3,535 of them 
were still in business—83.3 percent. 


Individual Companies—New York 


In New York reports were 
received from many important utility 
companies, and these reports contained 
much incidental which 
may be briefly summarized as follows: 

M. E. Skinner, vice-president of 
Buffalo Niagara & Eastern 
System reports that they now serve 
274,200 rural and residential customers. 
The annual consumption reached 
the 1400 kw.-hr. mark. This is ex- 
pected to reach 1741 by 1950, Mr. Skin- 
ner 


state 


information 


Power 


has 


said, or an expected increase of 
21.7 percent over the current figure. 
He reports that the company will do 
no direct merchandising, but will have 
a program of dealer cooperation in- 
cluding advertising assistance, display- 
ing dealers’ merchandise on company 
floors, sales training, and assistance in 
The 
number of dealers, incidentally, has 
declined the prewar 
356 to 320 at present. 


installation and repair service. 
from figure of 
The estimated 
accumulated demand for major appli 
the totals 107,700 
Present saturation is given at 


ances in 
units. 


territory 
66.5 percent on refrigerators; 75 per- 
cent on washers, 11 percent on ironers, 
20.8 


70 percent cleaners, 


percent on electric ranges and 3 per- 


on vacuum 


(Continued on page 46) 











ELECTRICAL APPLIANCE MARKET DATA—MIDDLE ATLANTIC REGION 




















NUMBER DO YOU 
oie: | eee penemee: tagunamnns ESTIMATED ACCUMULATED DEMAND DEALERS PLAN TO 
(URBAN & RURAL) SUMPTION IMMEDIATELY AFTER WAR SERVING MERCH ANDISE 
| | TERRITORY AFTER WAR? 
Z = : - Silanes 
Elec. Water Refrig- Vacuum | Electric Water Refrig- Vacuum / 
Dec. 31, Dec. 31, 1944 1943. Ranges Heaters erators Washers lroners Cleaners | Ranges Heaters erators Washers lroners Cleaners; 1941 1944 Yes No 
1944 1943 % % % % % % (Units) (Units) (Units) (Units) (Units) (Units) 
NEW YORK 
Buffalo, Niegare & Eastern Power 
System 274,200 273,141, 1,400 1,354) 21 3 67 75 11 70 8,500 1,200 20,000 20,000 3,000 10,000 356 320 : No 
Central Hudson Gas & El. Corp. 71,000 68,323) 1,205 1,140 13 5 60 yee 1,200 600 5,000 ; bana 124 92 Yes : 
Unidentitied Company 190,360 189,106 925 898 10 3 71 77 7 50 5,000 1,500 30,000 20,000 1,000 9,000) 70% survived No 
Rockland Light & Power Co 29,145 28,502 1,020 984) 2 1 60 65 4 75 300 100 5,000 3,000 200 3,000 55 28 Yes ad 
Unidentified Company 207,550 204,341 1,150 1,097 12 3 72 60 1 75 5,000 1,000 25,000 20,000 1,000 10,000) 210 175 No 
Long Island Lighting Co. 139,355 136,414 873 1 19 62 18 2 20 1,500 250 75,000 35,000 4,000 35,000 107 95 Yes : 
Staten Island Edison Corp. 45,480 44,080 1,000 980 12 2 86 50 5 60 1,000 500 5,000 2,000 400 = 2,000 21 19 Yes - 
Rochester Gas & Electric Corp. 130,000 128,600 946 908 4 2 69 60 a 65 cous hana whas 60 58 Yes 
NEW JERSEY | Don't 
New Jersey Power & Light Co. 52,620 51,452) 1,204 1,129) 14 5 62 , ee 1,200 600 2,500 2,000 Know 120 Yes 
Public Service El. & Gas Co 865,000 859,401 842 812 1 a 76 50 3 66 ab oe » ea <a “nee Yes 
| 
PENNSYLVANIA | 
Pennsylvania Pwr. & Lt. Co. 373,900 367,392 829) 15 2 65 88 5 82 20,000 2,000 60,000 50,000 8,500 37,000) 1,800 1,500 Undecided 
Luzerne County Gas & El. Corp. 33,900 33,469) 630 616) 3 14 35 BE . . ne , ‘mc 43 35 | Probably 
Pennsylvania Power Co 50,340 49,620) 1,350 1,292) 14 3 65 60 10 55 2,000 700 2,500 2,000 800 1,000 73 60 Yes 
Philadelphia Elec. Co | 628,800 625,882 1,205 9 4 74 72 3 80 14,000 8,300 42,000 48,060 3,000 11,000 1,250 Yes 
Duquesne Light Co 327,500 326,391| 1,160 1,123 79 88 20 80 19,000 77,00 86,000 52,000 11,000 314 283 =| No 
West Penn Power Co. | 221,500 218,489) 1,190 1,153 11 1 74 90 4 78 20,000 9,600 50,000 57,000 25,600 48,600) 600 550 No 
Metropolitan Edison Co. | 115,150 114,400 1,100 1,045 14 4 61 , 17,000 8,500 50,000 , 372 235 Yes anil 
Northern Penna. Power Co. 24,000 23,600 1,080 1,050 13 6 65 60 3 : 2400 1,100 6000 2,500 500 3,500 69 50 Yes 
Edison Light & Power Co. 31,575 31,018) 1,240 pants 21 2 80 85 2 90 2,000 500 2,000 1,500 50 i 38 35 Yes 
| 
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Skin- J 

vs Roig His genius is in enterprise. He believes that what was good enough for father is not necessarily good 

vill do enough today. So—you'll find him a pretty good hand at improving things, and at getting new ones. 

gta | You'll find him awake to new ideas, new methods—and anxious to apply them. 

isplay- | You'll find, too, that on most of the progressive, prosperous farms a good deal of confidence and 

mn yd | reliance is placed in FARM JOURNAL, the largest, most influentia! rural magazine. The reason: FARM 

m Si JOURNAL takes to 2,500,060 such farms infor- 

ure of mation, ideas, suggestions that affect their wel- 

ar fare, that help them. FARM JOURNAL'S very 

wl ge eee mange - whale wend — ya These are the products in your line advertised in 

75, per- snuff” —whether it’s an event in recipes or fash- f 

age ions—in cattle breeding or soil conservation— current issues of the FARM JOURNAL Display them. 
3 per- (| or information on current markets. There is . 





ALCOA ALUMINUM NORGE 
ARMCO STEEL PARMAK ELECTRIC FENCER 
BRIGHT STAR FLASHLIGHT BATTERIES PERFECTION STOVES 

DEEPFREEZE PHILCO PRODUCTS 
EVEREADY FLASHLIGHT BATTERIES RCA PRODUCTS 


reason also for suppliers to these farm families 





—suppliers of everything people use—to take 
ee note of what FARM JOURNAL readers prefer. Of 
products advertised in FARM JOURNAL. 






















































NTO FREEZE-ALL SPEED QUEEN WASHERS 
1ANDISE one —,. ie —— ms — a FRIGIDAIRE ne ie 
— million to a million and a half more subscribers 
™ than any other national or sectional farm maga- ee sae aes 
KELVINATOR WESTINGHOUSE PRODUCTS 
zine—and in two counties out of three in the MONARCH Queens sani anit 
~ U. S. leads Life, Collier’s and The Saturday 





No Evening Post. Of the 
No FIRST FOUR 
General Magazines 
only ONE covers 
the rural market 
decided 
»oably 
No 
No 
eons GRAHAM PATTERSON, Pxblisher 
Washington Square, PHILADELPHIA 5 
IISING 
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MIRACLES... 


WAR IS OUR BUSINESS TODAY...jy 
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your, $e THEM in the amazing new 
—_—_-” 


ABC-O-M 


Your customers expect marvelous perfection in the next washers they buy. 








And when washer-buying days are here again, you won’t have to “Um-err” 
about the product you're selling—if you're selling the ABC-O-MATIC that’s 
on the way. It will meet all of your customers’ fondest expectations—and 
more—retaining all the time-proved features of the prewar ABC-O-MATIC, 
plus startling new and advanced engineering refinements! 





WHY AMERICA IS GOING ABC-O-MATIC ... Tomorrow! 


AGITATOR WASHING PRINCIPLE for the most advanced and efficient ee ' — 
‘ : ‘ ; ABC-O-MATIC WASHER... washes automatically, 
method of removing dirt and grime... universally accepted as the faster, rinses automatically, damp-dries automatically, de- 
. at tins livers clothes to laundry basket automatically. 
cleaner and safer washing principle. FASTER... EASIER...CLEANER. ° 


AUTOMATIC SCUM-FREE RINSER to keep clothes free of graying soap 
film. Whites whiter! Colors brighter! 


SPEED that washes, rinses, and damp-dries full washer load in less than 
10 minutes. And really CLEAN. 


NO RINSE TUBS to fill, empty and clean. 


2 
: 
z 
3 
’ 


SMOOTH, QUIET OPERATION ... the result of precision manufactur- 
ing, and simplicity of design. 


NO PERMANENT INSTALLATION needed. A strong selling feature with 


both home owners and renters. 








Remember, every home having electricity and running water is a potential 


~_-—. ill ie = : ; 14: ABC-O-MATIC IRONER .. . A profitable partner for 
ABC-O-MATIC sale. For sure-fire success tomorrow, start building your you to sell along with the ABC-O-MATIC washer. 
plans around ABC-O-MATIC—today! 


Continuous rotary ironing. Stationary pressing, 
shirt-ironing action through unique to-and-fro 
method that duplicates ironing done with hand iron. 


WASHERS AND IRONERS 


ALTORFER BROS. COMPANY ° PEORIA, ILLINOIS 


-»> WASHERS AND IRONERS TOMORROW! 








Shaded pole fan motor . .. designed 
for hair dryer service . . . readily 


adaptable to many other fan 
applications. 






























Compactly designed turbine .. . 
driven by a high-speed series 
motor . . . particulorly adaptable 
to cannister type vacuum cleaner. 


A light-weight universal motor 
specially designed for portable de- 
vices requiring dependable power. 


ronment” 
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@ Backed by thirty years’ expe- 
rience in the special application 
field, Lamb Electric Motors are 
giving satisfactory performance 
on such products as home ap- 
pliances, production machines, 
industrial tools and business 


machines. 


As you make your future plans, 
remember that this thorough 
dependability of Lamb Electric 
Motors will help you meet the 
higher standards of performance 


demanded of postwar products. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


mb Eleclrce 


SPECIAL 
FRACTIONAL HORSEPOWER 


APPLICATION 


MOTORS 


cent on wate! 





heaters. 

\ large utility in New York state, 
which prefers to be anonymous, serves 
190,360 resident and farm customers 
with an average annual consumption of 
925 kw.-hrs. also will do no merchan- 
They, too, however, will have 
a dealer cooperation program, the 
form of which has yet to be decided. 
[here has been approximately 30 per- 
cent mortality among dealers in this 
area. Post-war demand for appliances 
is estimated to be around 126,500 
major appliances in this territory. 

In Poughkeepsie, H. E. Dexter, vice- 
president of the Central Hudson Gas 
& Electric, reports that they have 35,- 


dising. 


| 000 residential customers and 36,000 





| wayside. 


rural customers whose estimated aver- 
age annual consumption has reached 
the figure of 1205 kw.-hrs. The present 
trend, Mr. Dexter says, indicates an 
increase to 1420 kw.-hrs. per customer 
five years after victory. Merchandis- 
ing by the power company will be 
confined to refrigerators, ranges, water 
heaters, automatic washers and I.E.S. 
lamps, post-war, in addition to roasters, 
electric blankets and one or two special 
small appliances. There were 124 
dealers serving the territory prewar 
and the number now stands at 92. 
Kitchen planning programs are now 


under way, and adequate wiring promo- 


tion is one of the company’s important 
plannings. Saturation, which is con- 
tinually kept up to date in the territory, 
shows electric ranges at 15 percent, 
water heaters at 5 percent and refriger- 
ators at 60 percent. 

Another large utility company in 
New York state which prefers to re- 
main unidentified, reports that they 
now have 207,500 domestic meters with 
an average annual consumption of 
1,150 kw.-hrs. The company will do 
no merchandising post-war, but will 
help dealers in sales programs and sales 
training. There are 175 dealers sur- 
viving out of the 210 that served the 
Estimated accumu- 
lated demand for the post-war period is 
figured at 112,000 major appliances. 


territory prewar. 


Harry A. Weitzman, of the Roch- 
ester Gas & Electric Corp., reports that 
130,000 residence meters now have 
average annual consumption of 946 


kw.-hrs. This is expected to accelerate 
each year for the first five years after 
the war ranging from 5 to 10 percent 
per year and totalling about 40 per- 
cent. The will merchandise 
major appliances and will have a pro- 
gram of dealer cooperation which will 
take the form of financing dealer sales. 
Only two of the 60 dealers serving 
the territory prewar have fallen by the 
No adequate wiring promo- 
tion was planned, and kitchen planning 
assistance will be an integral part of 
their merchandising policy. The pres- 
ent saturation in the territory shows 
electric ranges at 4.2 percent; water 
heaters 1.6 percent; refrigerators at 69 
percent ; washers at 60 percent; ironers 
at 4 percent and vacuum cleaners at 65 
percent. The company, incidentally, 
has made surveys on saturation among 
their customers divided into various 


-ompany 
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buying areas, and another survey on 
what customers would like after the 
war in other appliances. Some inter- 
esting conclusions were reached in this 
latter survey, but space doesn’t permit 
going into details. 

Other companies reporting from 
New York state include the Long Is- 
land Lighting Co.; Staten Island 
Edison Corp.; and the Rockland Light 
and Power Co. For information on 
these companies see the accompanying 
table. 


Individual Companies—New Jersey 


In New Jersey, The Public Service 
& Gas Co., serving 865,000 residential 
customers, estimates their annual con- 
sumption at 842 kw.-hrs. The utility 
will merchandise a complete line of 
appliances post-war, including the elec- 
tric blanket and home freezer. Deal- 
ers will be assisted with sales training 
and displays, and the company is plan- 
ning to coordinate dealer activities. 
Data on dealer mortality and accumu- 
lated demand were not available, ac- 
cording to C. A. Stevens, sales manager 
of the electric division. Saturation in 
the territory shows refrigerators at 76.2 
percent; washers at 49.7 percent; iron- 
ers at 3.1 percent; vacuum cleaners at 
65.5 percent; and ranges at 1.1 percent. 

At Dover, the New Jersey Power & 
Light Co. serves 52,620 residence me- 
ters with average annual consumption 
of 1204 kw.-hrs. The company will 
merchandise refrigérators, ranges and 
water heaters, but their policy on other 
appliances is yet to be decided. It is 
estimated that 120 dealers are now 
serving the territory, and a program 
of dealer cooperation has been insti- 
tuted but the plans are not yet complete. 
Saturation in the territory, according 
to Wm. F. Moses, domestic sales man- 
ager, now shows electric ranges at 14 
percent; water heaters, 15 percent and 
refrigerators 62 percent. 

In Allentown, J. M. Stedman, gen- 
eral commercial manager of the 
Pennsylvania Power & Light Co., re- 
ports that they now serve 283,000 resi- 
dential customers and 90,900 rural 
ecustomers. The average annual con- 
sumption which now stands at 829 kw.- 
hrs. is expected to increase 50 percent 
in five vears. No decision has been 
reached to date on the utility’s mer- 
chandising policy, but a program of 
undertaken 
among the estimated 1500 dealers sur- 
viving out of the 1800 prewar number. 
Mr. Stedman estimates that there is an 
accumulated demand for 293,500 major 
appliances in the territory 


dealer cooperation will be 


Individual Companies—Pennsylvania 


In Philadelphia John A. Morrison, 
managing director of the Philadelphia 
Electrical Association, reports that the 
Philadelphia Electric Co. now serves 
628,800 residential meters and while 
average annual consumption has 
reached 1,205 kw.-hrs., it will increase 
about 25 percent during the first four 
post-war years. The utility will mer- 


(Continued on page 50) 
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_ for the season of 1944, Philco has televised the complete schedule 
of Penn football games from Franklin Field, Philadelphia, in cooperation 
with The Atlantic Refining Company.This is the fifth year Philco has telecast 
these gridiron battles to an experimental television audience. It is part of 
Philco’s research program to improve television transmission. 


insti- 


In many other ways, Philco research speeds the day when television will be 
a commercial reality for you and other radio dealers. For instance, America’s 
first television network ...which Philco helped to establish... is the first step 


toward the nacloawite chains that will bring television to your community. Philco Television Station WPTZ has 
And, when television is available, Philco research will bring you a better televised movies, variety acts, dra- 


television receiver to sell. For Philco engineers have steadily improved the matic shows... as well as sports and 
clarity, sharpness and detail of the television picture. Remember, like radio news events direct from the scene. 
tone, it’s picture quality that will build television sales for you. * 


Look to Philco, leader in television as well as radio, to blaze the trail Tune in the RADIO HALL OF FAME 
toward your future success as a radio and television dealer! Sundays, 6 P.M., EWT, Blue Network 
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George Price created several of the best-known 


G-E bulbsnatching cartoons. The cartoon in the 
new G-E ad on the opposite page is another Price. 








Famous cartoonists, like William Steig, illustrated 
the evils of robbing one socket to fill another, in 
prewar G-E Lamp ads. 





Despite his self-satisfied expression, you can bet 
he won't get away with it. 
Williams. 


This was by Gluyas 





WE KE HAIN 10 CATCH 


EMEMBER the cartoon at the left? Grandpa was fixin’ 

to catch a bulbsnatcher in this 1941 G-E Lamp ad. It 

was one of a series of prewar G-E bulbsnatching ads that 

focused nation-wide attention on empty sockets . . . ads 

that made the word “bulbsnatching” a part of the American 
language. 


We've been tolerant of bulbsnatching as a wartime con- 
servation measure. But now we're fixin’ to catch buib- 
snatchers again . . . reminding everyone to fill empty 
sockets, replace burnouts and get right size bulbs. Surveys 
show that 17 per cent of sockets are empty and an even 
greater percentage of the lamps in use are wrong-size. 


Now G-E has resumed the bulbsnatching theme with the 
ad shown at right. It will reach millions in leading national 
consumer magazines. Better start now .. . plan your post- 
war empty socket campaigns . . . and cash in selling more 
G-E Mazda Lamps thon ever before. 












“Why let bulbsnatching break up a happy mar- 
riage?"’ was the theme of this Robert O. Reid cartoon. 








Rea Irvin showed the bulbsnatcher caught in the 
act. All these ads won consistently high readership. 
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Will 2,000,000 New Irons 


Mean 2,000,000 Satisfied Customers? 


Yes, indeed, they'll be satisfied—because, each of those irons will 
have a Nickel-Chromium heating-element. That means the irons 
will give good service. A lot of them will have elements made of 
Chromel. This is the alloy that is the original of all the Nickel-Chromium 
resistors. Thus, Chromel set the pattern, and good heating 
devices have been the result, ever since 1907. The quality of 
devices has been good for so long, their goodness has become taken 
for granted. So, it was a happy day, for millions of 
folk, when Chromel came along, about 37 years ago. You're 
smart, when you specify Chromel. (Catalog-M would be 


useful to your Service Department.) 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 


HOSKINS 
| CHROMEL 


CLECT@ICAL HEATING ELEMENT 
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chandise a complete line of electrical 
appliances and will also have a vigor- 
ous program of dealer cooperation in- 
cluding promotional 
campaigns and financing for particular 
appliances. There were about 1,200 
dealers serving the territory in pre- 


sales assistance, 


war, and according to Mr. Morrison 
it is difficult to estimate the number 
surviving. Accumulated demand for 


major appliances is estimated at 131,- 
300. It is felt that the market will be 
a good one for small storage type home 
freezers, television, dishwashers and 
Garbage disposals, 
however, are illegal in this territory. 
Present saturation electric 
ranges at 9 percent; water heaters 4 


electric blankets. 


shows 


percent; refrigerators 74 percent; 
washers 72 percent; ironers 3.1 per- 
cent: radio sets 120 percent and 


vacuum cleaners 80 percent. 
Pittsburgh 


In Pittsburgh, the Duquesne Light 
Co. 327,500 residence meters 
with an average annual consumption of 
1,160 kw.-hrs. The company will do 
no merchandising through their own 
sales organization, but will have a 
comprehensive program of dealer co- 
operation which will take the form of 
advertising, sales training, merchan- 
dising counsel, sales campaigns, dis- 
play materials, etc. It is estimated 
that 283 dealers serve the territory to- 
day compared to 314 before the war. 
Saturation is given for refrigerators 
as 79.3 percent; washers 88 percent; 
ironers 19.8 percent; and vacuum 
cleaners at 79.5 percent. According to 
George W. Ousler, vice-president in 
charge of sales and G. A. Gardner, 
manager of residential sales, the com- 
pany held a meeting of about 800 deal- 
ers and distributors recently and an- 
nounced their policy of (1) no merch- 
andising; (2) active promotion on 
range and water heater sales; and (3) 
contributing to the cost of wiring on 
range and water heater installations. 
Duquesne Light may be forced to re- 
verse its non-merchandising policy 
however, it was stated, if the dealers 
and distributors were not able to pro- 
duce satisfactory results. For more 
complete details on the estimated post- 
war market in the Pittsburgh area see 
the survey published in December. 

West Penn Power Co., which serves 
many towns in the western part of the 
state of Pennsylvania, has 221,500 
domestic meters and the average an- 
nual consumption has reached 1,190 
kw.-hrs., a trend which is expected to 
reach 1,447 kw.-hrs. five years after the 
war. The company will do no mer- 
chandising, but will train dealer sales- 
men and service men, giving them 
assistance in advertising display, home 
demonstration, cooking schools and 
similar group activities. It is esti- 
mated that 550 of the prewar total of 
600 dealers are still in business. The 
accumulated demand for appliances in 
the territory, both new and replace- 
ment, is estimated at 210,800 major 
appliances by Harry Restofski, sales 
promotion manager. 

(Please turn to page 53) 
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Whirlpool stands ready with 

beautiful designs, tested en- 

gineering principles and low- 

cost production to help YOU 
“4 
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NE of the richest post-war appli- 
O ance markets in the country is 

the East North Central region, 
comprising the states of Ohio, Indiana- 
Illinois, Michigan and Wisconsin. Re- 
ports were received from 23 utilities 
operating in this five-state area, serv- 
ing 3,453,606 domestic customers as of 
December 31, 1944—approximately 
one-half of the 6,750,321 total domestic 
customers in the territory. 


Accumulated Demand 


Some indication of the importance 
of this area may be gathered from the 
figures supplied by utility commercial 
executives in their own bailiwicks on 
the estimated accumulated demand for 
major appliances. Based on reports 
from 18 companies, the estimates show 
a potential of 92,785 electric ranges, or 
35 per 1,000 customers; 32,040 water 
heaters, or 12 per 1,000 customers; 
335,350 electric refrigerators, or 126 
per 1,000 customers. In the home 
laundry bracket there is an accumulated 
post-war demand for 280,900 washing 
machines, or 127 units per 1,000 cus- 
tomers, 42,410 ironers or 19 per 1,000 
customers, and 164,360 vacuum clean- 


ers, or 82 per 1,000 customers. The 
radio set figure shows a post-war de- 
mand for 363,400 receivers, or 200 per 
1,000 customers, roughly one in every 
five. These figures are a little below 
the national averages shown in the first 
table but are sufficiently close to indi- 
cate a lively market. It might be 
pointed out here that in the national 
picture while some of the estimates 
seem a trifle optimistic, others were 
extremely conservative, which bring 
the averages for each region to an 
astonishing agreement. 


Utility Merchandising 


Of the 23 companies reporting from 
the East North Central region, 18 
signified their intention of merchan- 
dising through their own sales organ- 
izations, four are not going to mer- 
chandise, and one is registered as un- 
decided. In the majority of cases a 
complete line of major and small appli- 
ances will be sold. 

Of the 23 companies, 21 in addition 
are planning to carry on vigorous pro- 
grams of dealer co-operation, while one 
will not, and one is undecided. On 

(Please turn to page 56) 





ELECTRICAL APPLIANCE MARKET DATA—EAST NORTH CENTRAL REGION 





| NUMBER | DO YOU 

CUSTOMERS ~—— PRESENT SATURATION ESTIMATED ACCUMULATED DEMAND | DEALERS PLAN TO 

SUMAN A RURAL) SUMPTION IMMEDIATELY AFTER WAR SERVING | MERCHANDISE 
| TERRITORY | AFTER WAR? 


— 


Elec. Water Refrig- Vacuum Vacuum | 
Dec. 31, Dec. 31, | 1944 1943 | Ranges Heaters eretors Washers lroners Cleaners | Ranges Heaters erators Washers lroners Cleaners; 1941 1944 Yes No 
1944 1943 % % % % % % (Units) (Units) (Units) (Units) (Units) (Units) 








201,550 198,563 79 10,000 3,000 18,000 6,000 3,000 5,000 
Cincinnati Ges & Elec. Co. & Union | 


Lt., Ht. & Pwr. Covington, Ky.. .|254,000 250,000 7,700 3,000 39,000 51,700 34,500) 
Ohio Public Service Co 104,150 101,366 9,000 4,000 15,000 12,000 3,000 10,000) 
Dayton Power & Light Co..........|130,480 126,196 098 500 1,300 30,000 15,000 
Toledo Edison Co... .. 117,887 116,987 
Ohio-Midland Light & Power Co. 7, 7,224 500 500 500 600 50 
Cleveland Elec. Illuminating Co... ..|315,250 311,424 ' Ree ce eee 





INDIANA 
Southern Indiana Gas & Elec. Co. 40425 39,862 
Public Service Co. of Indiana... ....|202,896 199,617 
indianapolis Power & Light Co. 124,000 123,900 
Indiana Service Corp..............| 24,090 23,685 


ILLINOIS 
Central Iilinois Light Co... . . ..| 69,440 68,575 
Winois Power Co.................}201,000 197,361 
Commonwealth Edison 863,000 860,994 





MICHIGAN 
Detroit Edison Co...... ae | 705,819 
Michigan Public Service Co. . | 14,500 14,238 
Michigan Gas & Electric Co. 13,371 
Consumers Power Co.. . 437,032 
Houghton County Electric Lt. Co. 9,369 


WISCONSIN 
Wisconsin Power & Light Co 
Madison Gas & Electric Co... .... 
Wisconsin Electric Power Co 
Wisconsin Gas & Electric Co... .. 
Lake Superior District Power Co.....| 17,125 
| 
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As a part of Universal’s own ““U”’ Plan for ““V”’ Day, a million 
dollars is being expended at the plant to redesign the entire 
Universal line. Under inspired leadership, an expert staff 
working in six laboratories is applying extensive research to 
consumer needs. Skilled designers are combining their talents 
with those of several of the country’s outstanding product 
design groups... streamlining models for sales appeal... 
simplifying construction for greater utility ... adding new 


features to meet tomorrow’s demands for better living. 


UNIVERSAL 


LANDERS, FRARY & CLARK «+ NEW BRITAIN, CONN. 
Universal Electrical Appliances distributed in Canada exclusively by Northern Electric Company, Ltd. 
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WHAT IT MEANS 
TO YOU! 


Universal’s reputation has been built pri- 
marily on quality, but in the coming com- 
petitive period dealers will need not only 
quality but smartness of design, unique fea- 
tures and new products to broaden markets 
and increase profits. 


We guarantee that Universal quality will 
be maintained. Those who have previewed 
Universal’s post-war products are certain the 
million dollars for new design is being well 
spent... forecasting appliance leadership 
for Universal distributors and dealers. 


Add to these factors three million dollars 
worth of new manufacturing facilities, fifty 
million customers worth of good will and 
you gain some idea of the true value of the 
Universal franchise in your community. 


Write or call your nearest Universal distrib- 
utor for full franchise information. Ask him 
for a presentation of Universal’s “Forward 
March to Market’. 


FORWARD MARCH TO MARKET 


ELECTRICAL MERCHANDISING—JANUARY, 
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The world-wide reputation 
Briggs & Stratton has earned 
as manufacturers of “the world’s finest 


gasoline engines” was born of constant 


research in our plant and afield — cdnstantly 


adding improvements and refinements — 


developing advancements in design 


precision manufacture. 


and engineering — and ever-increasing 


+ 


power — quick starting, dependable and economical — in- 


suring trouble-free performance —_ has resulted ina demand 


for more than two million Briggs & Stratton engines — during 
25 years of continuous production. BRIGGS & STRATTON 
CORPORATION, Milwaukee 1, Wisconsin, U. S. A. 





ME 
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Always striving for and building for the best in air-cooled 


















East North Central 





the subject of rendering kitchen plan- 
ning assistance to customers, compar- 
able figures obtain. 

Of the 23 companies, 21 supplied 
estimates of the number of dealers 
surviving in their territory compared 
with prewar. These show that where- 
as in 1941 there were 5,995 dealers in 
business merchandising appliances, 
4,869 or 81.2% of the original number 
still have their doors open. 


Individual Companies—Ohio 


Some further information on utility 
merchandising plans are available in 
the reports which are briefed herewith: 

In Cleveland, for instance, J. E. 
North, sales manager of the Cleveland 
Electric Illuminating Co., reports that 
the company now has 315,250 residence 
customers, with 1944 average consump- 
tion of 1,215 kw.-hrs. The post-war 
trend in consumption should yield ap- 
proximately a six per cent increase, 
Mr. North said. The utility will not 
merchandise directly but will have an 
active program of dealer co-operation 
through a Trade Relations Bureau and 
will actively support the activities of 
the Electrical League of Cleveland. 
Only two of the prewar total of 486 
dealers have gone out of business. 

The utility has made customer sur- 
veys on home freezers, water heaters 
and washing machines. The first of 
these shows sharp public interest in 
home freezers despite low ownership. 
The second, made in homes of custom- 
ers owning electric ranges, shows 
similar consumer interest in water 
heaters and fairly impressive inten- 
tions to buy. In the washing machine 
survey 282 customers announce their 
intention of buying a washer when 
they are available as against 655 who 
would not. The automatic type inci- 
dentally led the types of washers most 
in demand. 


Cincinnati Survey 


The Cincinnati Gas & Electric Co., 
serving 254,000 residence customers, 
reports average consumption of 1,115 
kw.-hrs. for 1944, according to Fred S. 
Dewey, general sales manager. The 
company will merchandise appliances 
and engage in a dealer co-operative 
among the 302 of the original 374 
dealers surviving. Mr. Dewey esti- 
nates the post-war accumulated de- 
mand at 150,100 appliances and 69,000 
The company has 
made a very extensive survey on post- 
war gas and electrical appliance needs 
in the metropolitan Cincinnati area. 
Chis survey is too lengthy to give any 
details at the present time. 

Ohio Public serving 
104,150 residence meters, has an aver- 
age annual consumption of 1,267 kw.- 
hrs., according to C. L. Dunn, vice- 
president. The company will merchan- 
dise actively on all major appliances, 
and dealer co-operation will take the 
form of co-operative advertising, etc. 
Of the prewar total of 70 dealers serv- 


radio receivers. 


Service Co., 
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ing the area in 1941, 41 are still in 
business, Mr. Dunn estimates. 

Dayton Power & Light Co., serves 
130,450 customers and has an average 
annual consumption of 1,160 kw.-hrs. 
The company will merchandise ranges, 
water heaters and water systems in 
rural areas. About 75 dealers remain 
of the 118 dealers which served the 
market in the prewar period, according 
to C. J. Fuhrmann, supervisor of the 
Rural Sales Department. 

In Toledo, the Toledo Edison Co., 
serving 117,887 residence customers, 
reports that their average annual con- 
sumption has reached the 1,312 kw.-hr. 
mark. This consumption should in- 
crease at a rate greater than 100 kw.- 
hrs. per year, according to Charles A. 
Harrison, vice-president in charge of 


sales. Toledo Edison Co. will mer- 
chandise all major appliances with 
ranges, water heaters, ironers, [ES 


lamps, roasters, home freezers, and 
electric blankets scheduled for aggres- 
sive promotion. Active dealer co- 
operation is planned but no bonuses 
or subsidies will enter into it. The 
company incidentally surveyed 20,000 
homes in its territory during the past 
two years, the results of which have 
not been fully tabulated. 

The Ohio Edison Co., at Akron, 
serves 201,550 residence customers, 
whose average consumption in 1944 
amounted to 1,575 kw.-hrs. The com- 
pany will merchandise all major appli- 
ances except radio and will co-operate 
with dealers but details of their plans in 
this regard are not yet complete, ac- 
cording to J. B. Jackson, assistant to 
the president. 138 of the prewar total 
of 198 dealers are still in business. 


Individual Companies—lIilinois 


Over in Illinois, the Commonwealth 
Edison Co., according to Robert FE 
Borden, News Service Mgr., will go 
into merchandising on a bigger scale 
than ever before—the only difference 
being that items with over 20% satura 
tion such as refrigerators, washers 
ironers, radios, cleaners, L.E.S. lamps 
and small appliances will be sold onl) 
in stores. The company has made 
no survey of accumulated demand, but 
the Chicago Tribune has made onc 
which shows that there were 2,040. 
445 radios owned; 1,620,482 mechani 
cal refrigerators; 1,437,986 washers 
186,894 ranges, and 1,638,072 cleaners 
Of these owners 13.8 percent will buy 
radios; 15.4 percent refrigerators ; 19.9 
percent washers; 6.5 percent auto 
matic water heaters; 0.9 per cent 
ranges; and 19.8 percent vacuum clean 
ers. 


Chicago Saturation 


Saturation of the Chicago market i 
about 100 percent on radios; 68 percen 
on cleaners; irons 100 percent ; toaster 
65 percent; refrigerators 70 percent 
washers 47 percent; clocks 55 percent 
mixers 23 percent; ironers 10 percent 
roasters 10 percent; ranges 2 percent 
I.E.S. lamps 70 percent. 

(Continued on page 58) 
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ofa —- Frequency Modulation— progress is outstanding. Nearly 300 appli- 


cations for FM stations are now on file with FCC. Over 50 FM stations are 


operating today. Progressive broadcasters everywhere are planning their future 
with FM. It is not exaggerating to predict that more than 500 FM stations will 


be on the air within a short time after the war — serving millions of listeners! 


Vost of these listeners will be in the market for a modern FM receiver! So— 
General Electric. pioneer manufacturer of FM radio, is telling them all about 
I'M in full-color, full-page ads similar to the one at the right: telling 45.000,000 
readers each month in 18 leading national mogazines; telling millions of CBS 
listeners 6 nights a week in the news program “The World Today.” And that 
isn’t all! G.E. is offering its desire-building booklet, “Your Coming Radio” — 
the first of its kind to tell the entire exciting story of FM—to all readers and 
listeners who send for a copy. Requests are jamming the incoming mails! 


REMEMBER—THOUSANDS ARE WAITING FOR FM RIGHT NOW! Yes. 
thousands are waiting and looking to G.E. to provide them with the radio that 
virtually eliminates static, interference and fading: that will bring them natural 
color music. I'M provides the peak in radio reception. Give it to your customers 
with a General Electric FM Radio. For further information write to Electronics 
Department, General Electric, Bridgeport, Conn. 


General Electric is building more military radio equipment 


than any other home radio manufacturer. 
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@ Can't tell more now, 
but when you see the 


Everhot post-war line you 
will agree that it was well | 
worth waiting for. 


The Swartzbaugh Mfg. Co. | 


TOLEDO 6, OHIO 
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The number of residential electric 
customers in Chicago increased from 
860,994 at the end of the last year to 
863,000 (estimated) on December 1, 
1944. The average annual kw.-hr. 
use per residential customer rose from 
972 in 1943 to 997 (estimated) in 1944. 

Illinois Power Co., Decatur, IIl., 
serves 201,000 customers, with average 
annual consumption of 1,020 kw.-hrs. 
Merchandising plans of the utility in- 
clude ranges, water heaters and I.E.S. 
lamps, according to H. D. Hewey, 
sales supervisor of the company. Some 
400 of the original prewar 491 dealers 
are still in business in the territory. 


Indiana-Michigan 


Public Service Company of Indiana 
serves 202,896 domestic meters and 
has an average kw.-hr. consumption of 
900 kw.-hrs., which is expected to in- 
crease about 50 percent in the five 
years following the war. The company 
will do no appliance merchandising 
through their own sales force but have 
formed a 10-Point Dealer Co-operative 
Plan, which includes advertising, in- 
stallment financing, the payment of 
wiring entrance charges on ranges 
and water heaters, home demonstra- 
tions, and similar aggressive dealer 
co-operative measures. 

In Indianapolis, the Indianapolis 
Power & Light Co. serves 124,000 resi- 
dence customers, with an average con- 
sumption in 1944 of 1,275 kw.-hrs., 
which is expected to increase about five 
percent a year in the post-war. The 
company will merchandise all major 
appliances except radio and will have 
a dealer co-operative program, the 
details of which are not yet available. 
Some 30 of the original 49 dealers 
serve the Indianapolis territory. 


Detroit Edison 


The Detroit Edison Co., according 
to Charles R. Landrigan, assistant 
controller, serves 719,800 customers, 
with an average annual consumption 
of 1,340 kw.-hrs. The company will 
merchandise ranges, water heaters, 
ironers, dryers, and small appliances 
in the post-war and will make avail- 
able to dealers sales training, public 
demonstrations and advertising for 
their merchandising efforts. Of the 
590 dealers who served the territory in 
prewar, 410 are still in business. The 
company incidentally announces that 
it will spend $125,000,000 during the 
ten years after the war to keep pace 
with demands, according to James W. 
Parker, president. 

Consumers Power Co. in Jackson, 
Mich. serves 446,000 residence cus- 
tomers, with an estimated 1944 con- 
sumption of 1,525 kw.-hrs. The com- 
pany will merchandise all major and 
smaller appliances except radio in the 
post-war and will have a dealer co-op- 
erative program which includes pro- 
motional advertising and assistance in 
financing installment sales. Of the 
1,018 dealers in the territory in 1941, 


JANUARY, 





CONTINUED FROM PAGE 56 





883 are still going concerns, according 
to A. J. Mayotte, secretary. 


Wisconsin 


Wisconsin Electric Power Co., at 


Milwaukee, Wisconsin, according to} 
F. A. Coffin, vice-president and sales | 


manager, now serves 240,825 residence 
customers, whose average annual use 
for 1944 has reached 1,327 kw.-hrs., 
which will increase to 1,622 kw.-hrs. 
by 1950. . The utility will merchandise 
major and small appliances, except 
radio, in the post-war, and the prewar 
dealer program of dealer co-operation 
will be resumed. Some 175 of the 
original 250 dealers have remained in 
business during the war. 

Wisconsin Power and Light Co., 
Madison, Wis., according to F. J. Cot- 
trill, merchandising supervisor, serves 
a total of 111,900 domestic customers 
whose 1944 consumption averaged 
1,030 kw.-hrs. This consumption 
expected to increase to approximately 
2,000 kw.-hrs. per residential custom- 
ers in the next five years. The com- 
pany will merchandise major and 
small appliances, except radio, in the 
post-war, and will adopt of policy of 
full co-operation with retailers, high 
type of competition, 
maintenance of prices, co-operative 
advertising, etc. An estimated post- 
war demand for approximately 61,200 
appliances, excluding radio, is made by 
Mr. Cottrill for the Madison area. Of 
the approximate 700 dealers in business 
in 1941, 610 are still in business. 


Other Companies 


Additional information is shown on 
the accompanying tables for Olaio-Mid- 
land Light & Power Co., Canal Win- 
- ‘ster, Ohio: Central Tllinois Light 

, Peoria, Ill.; Southern Indiana _ 

a Electric Co., Evansville, Ind.; I 
diana Service Corp., Fort Wayne, “ 
diana; Michigan Gas & Electric Co., 
Three Rivers, Mich; Michigan Public 
Service Co., Traverse City, Mich 
Toughton County Electric Light Co., 
Houghton, Mich.: Wis. Gas & Elec- 
tric Co., Racine, Wis.; Madison Gas & 
Electric Co., Madison, Wis., and Lake 
Superior District Power Co., Ashland, 
Wis. 


New Appliances 


All of the utilities in the East North 
Central region incidentally felt that 
the territory was a good market for 
new devices, such as home freezers, 
automatic washers, dishwashers, tele- 
vision, garbage disposals and electric 
blankets. Television rated lowest 
among responses to this question be- 
cause of the fact that stations will not 
be ready for some time and the market 
for receivers will naturally be limited. 
Only ten out of the 23 companies said 
the region would be a good market for 
television. The same to a lesser extent 
was true of garbage disposals and ele 
tric blankets. 

(Please turn to page 62) 
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<i Each Maytag ad will appear nearly 20,000,000 times 
YES, we're going right on, again and again—driving The eight leading national magazines—nearly 20 
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let-up. And Maytag advertising has really done ad, blanket the metropolitan and rural 


markets. And these messages will appear at 
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minute the big advantages which have made as soon as our war job is done and we can 
hown on : : : ' 
eio-Mid- Maytag the first choice of American housewives 
nal Win- 


vis Light ie, é oe 
mae (eas BS SS grey, ppgulaeny i, che fouere. ft a ee” << THE MAYTAG COMPANY, NEWTON, IOWA 
Ind.; In- F 3 ea ee a ahi), 


y 


start making fine, dependable Maytags again. 
down through the years —and will continue 






ayne, In- 
tric Co., 
an Public 
. Mich.; 
ight Co., 
& Elec- 
on Gas & 
and Lake 


= j 
(Pom ANIL I iS Vii 
7 ] Y ; ’ 4 . 


ast North 
felt that 
iarket for 
freezers, 
1ers, tele- 
id electric 
i lowest 
estion be- 
is will not 


w Cuntry 

he market entl 

“hr a e 
ye limite Man 

. 4 ‘ 
anies said - i 
narket for 
ser extent 
s and ele 





LECTRICAL MERCHANDISING—JANUARY, 1945 PAGE 59 



























E 
Meer; 1; 
» dir, cti 8 up 4 - Or ,- TEXAS 
Craft Starte = finding Our aviatn® , "Wel 
nize 8, = Caqu; or si" e aie . 
amt 98 tops — Magneto Ment, air. a Coe amount fe Your line will car, 
. 1e j dian, e fee] “OS are oe aie s° Au AY ° ) Prestige,” 7 4 great 
ied in by N€8tie rad at ; Og. \ wit soe aut 
Produ)” t © pub] 10 wil] e€ndix anc ane VF mno* a 
Cts, u kly b mv) se a ~ \y- ° 
Oo op ie ¢ av} ° «9 
qualit wg git lee ni 
y fe \ oF ot 
— ow 0 
¢. snes yo" o? N 
HEE Are™ “We jane 
ac ge —. yok 
\o “i + 
>yv 
per 


KANSAS 
“We feel certain that your company 
would not be going into the business 
unless you expected to be a real factor 
in the industry ... your line would 
prove a valuable one to us.” 








BORN 








ING 
1945—ELECTRICAL MERCHANDIS 





JANUARY, 





PAGE 60 









\ 





): RALLIES to rune MAGIC 






Bendix Name 


+ 


OF 


BENDIX ENTRY INTO 





REPUTATION! 






4 


THE HOME SET FIELD 


BRINGS AVALANCHE OF FRANCHISE INQUIRIES 


Bendix—first in creative engineering 
leading source of scientific instruments and 
controls for ships, planes, motor cars . . . 
renowned throughout the world for advanced 
thinking and advanced products. Bendix 
Radio Division—center of research in radio. 
radar and electronics . . . largest producer of 
Very High Frequency equipment for the 
Army Air Forces and commercial air lines. . . 
the biggest name in wartime radio. ‘This is the 
dynamic force that now enters the home set 
field—backed by one of the biggest advertising 
and promotion programs in the industry. 


The result? Look at the opposite page. Wires 
and letters like these are pouring in from all 
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over America. Sight unseen, the trade wants 
the Bendix franchise! 


And the trade is right. The franchise is as out- 
standing as the name—planned from product 
to protected territories to give you a profit 
opportunity new to radio. 


Write for the book, “A Great Name Soars 
Into the Home Radio Market”—a quick 
picture of this matchless combination of a 
great name, a great prod- 
uct, and a great franchise. 
Find out for yourself why 
the keenest minds in radio 
say that over the years 
you’re bound to do better 


with Bendix. 


























HE rich West North Central 

farming region comprising Min- 

nesota, Iowa, Missouri, South 
Dakota, Nebraska and Kansas will 
provide its share of major appliance 
business in post-war period, judging 
from reports to ELECTRICAL MERCHAN- 
DISING from a total of 23 utility com- 
panies in the area. These companies 
serve a total of 1,648,258 residential 
and rural customers out of a total of 
2,615,320 customers in the entire re- 
gion, 


Accumulated Demand 


Estimates of accumulated post-war 
demand for major appliances was sup- 
plied to commercial executives from 
21 of the 23 companies reporting. 
These figures show the following 
breakdowns for the entire region: 

On electric ranges accumulated de- 
mand is figured at 58,881 ranges, or 
37 per 1,000 customers; on water heat- 
ers 36,081 units, or 31 per 1,000 cus- 
tomers; on refrigerators 199,226 units, 
or 160 per 1,000 customers. The de- 
mand for home laundry equipment 


shows 136,944 washers, or 90 per 1,000 


customers; 23,492 ironers, or 17 per 
1,000 customers; 105,106 vacuum clean- 
ers or 74 per 1,000 customers. 
sets seems 
considerably above the national aver- | 
age, the West North Central region 


demand for radio 










The 


to be 








showing a demand for 336,371 receiv- 
ers, or 356 per 1,000 customers. The 


figures on accumulated demand for in- 
dividual states are shown on the na- 


tional summary table. 


Utility Merchandising 


Of the 23 utilities reporting, 19 an- 
of 
dising, two were not going to mer- 


nounced their intention 


chandise, and two were 


merchan- 





“undecided.” 


Of the 19 companies who will mer- 
chandise, 18 of them will sell a com- 
plete line of major and small appliances 


except radio. 


only ranges and water 


One company will sell 


heaters. In 


addition, 22 of the 23 companies will 


render kitchen 


planning 


assistance 


through their home service organiza- 


tions. 


Most of the reporting utilities made 
estimates of the number of major ap- 
(Continued on page 64) 
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MINNESOTA 
Otter Tail Power Co. 
Northern States Power Co 
Montana-Dekota Utilities Co. 


IOWA 
lowe Electric Light & Power Co 
lowa Southern Utilities Co, 
lowe-Iilinois Gas & Electric Co. 
Interstate Power Co 
Peoples Gas & Electric Co. . 
lowa Public Service Co. . 


MISSOURI 
Missouri Power & Light Co. :-:- 
Kansas City Power & Light Co. 
Missouri General Utilities Co. 


St. Joseph Ry. Lt, Ht. & Pwr. Co. 
Union Elec. Co. of Mo. & Subsid, 


Empire District Electric Co. 


SOUTH DAKOTA 
Northwestern Public Service Co. 
Central Electric & Gas Co. 


NEBRASKA 
Consumers Public Power District 
Nebraska Power Co 


KANSAS 
Kansas Power Co. 
Board of Public Utilities 
Kansas Electric Power Co 
Kansas Gas & Electric Co. 


NUMBER OF 
CUSTOMERS 


(URBAN & RURAL) 


| Dec. 31 





1944 


47.500 
370,200 
19,950 


50,800 
49,400 
62,818 
63,570 
11.247 
58,550 


36,480 
135,458 
2,615 
21,750 
343,800 
37,075 


20,050 
4,301 


76,400 
83,975 


19,439 
30,392 
28,022 


Dec. 31 
1943 


41,418 
366,794 
19,335 


49,627 
47,937 
61,483 
61,971 
10,362 
57,504 


35,073 
135,062 
2,486 
21,176 
341,386 
35,598 


19,403 
4.212 


83,152 


SUMPTION 


1944 


1,420 
925 


1,100 
870 
1,035 
46 


1,597 


700 
1,240 
1,325 

955 
1,195 

750 


1,110 


1,250 


895 





1943 


1,065 
1,351 
878 


698 
1,145 
1,244 

916 
1,168 

738 


1,060 
910 


820 
1,178 


7146 
1,917 
885 

















NUMBER DO YOU 
ESTIMATED ACCUMULATED DEMAND DEALERS PLAN TO 
PRESENT SATURATION IMMEDIATELY AFTER WAR SERVING | MERCHANDISE 
TERRITORY AFTER WAR? 
Elec. Water Retrig- Vacuum | Electric Water Rehig- Vacuum 
Ranger Heaters erators Washers ‘roners C leaners | Ranges Heaters erators Washers lroners Cleaners| 1941 1944 Yes No 
| % % lo % % % (Units) (Units) (Units) (Units) (Units) (Units) 
25 5 45 ‘ , | i000 1,000 2,000 2,000 5000 1,000) 75% survived Yes 
17 9 68 a 15 75 25,000 20,000 98,000 74,000 1,500 54,000} 1,000 1,000 Yes 
30 3 70 60 2 75 | 300 300 61,000 500 100 500) 50% survived Yes 
a 7 57 | 300 450 700 300 200 230 Yes 
20 - 42 1,000 1,500 2,500 2,500 Limited 1,500 Yes 
4 3 77 76 7 65 540 135 1416 1,259 553 956 61 39 Yes 
12 6 60 70 2 70 3600 6,900 17,000 . Yes 
3 7.6 “9 79 2 719 350 350 3,600 5,300 900 1,470 30 28 Yes 
i3 5 76 85 5 | 1,500 750 3,500 1,500 350 200 25 Yes 
9 .07 70 55 5 52 2,000 500 4,000 4,000 500 2,000 150 60 Yes 
16 2 72 61 i" 55 3,900 900 17,000 11,000 1,300 12,000 80 50 Yes 
25 9 6c 20 5 20 50 50 100 75 15 8 4 Yes 5a 
10 1 70 7 2 70 300 50 500 500 100 200 41 35 Undecided 
1 82 75 5 68 5,000 10,000 10,000 1,500 15,000) 1,000 630 Undecided 
21 g 59 | 2000 1,000 4,000 3,000 500 1,000 100 Yes 
20 7 54 75 100 100 75 10 50 - 3 Yes 
| 
10 2 65 60 2 56 =§=—s(« 1,000 900 500 800 150 400; 300 200 Yes 
10 3 71 seen --» | 1500 1,000 15,000 2000 .... 8,000} 198 185 Yas 
14 1 40 65 7 80 150 50 200 100 75 200 60 45 Yes eae 
a i 45 50 5 50 ‘ owas wikis _—-e sea 56 42 aes Wo 
11 2 10 5 6 65 516 146 3410 2,735 139 130 90 Yas ie 
2 o¢ ) be i] i 
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CPP. YOUR FROZEN FUTURE 


ee BY HOUSE BEAUTIFUL MAGAZINE 








House Beautiful Keeps Ahead .. January House Beauti- 
ful gives the first sane evaluation of quick freezing, and 
how it affects your future life. To get an overall picture of 
the held, Editor Florence Paine goes to top-notch authority 
Dr. Donald K. Tressler, Manager, G.E.’s Consumer In- 
stitute. Read her article in January's House Beautiful. 





Digging Out Facts for her article “How Quick Freezing 
Will Affect Your Future Life” took House Beautiful’s 
Florence Paine up to Robert M. Ruddick, Air Cargo Area 
Manager of United Air Lines. Here they discuss the pos- 
sibility of freezing airflown novelty foods so every meal 
will be an adventure. 





Getting All Angles .. is House Beautiful’s job. So Editor 
Florence Paine investigates the newest packaging materials 
for Frozen Foods. V. W. Moody, Jr., Eastern Sales Man- 
ager, Foil Division, Reynolds Metals, describes the advan- 
tages of their new sheet aluminum foil for wrapping foods 


for both home freezer and refrigerator storage. 





Interpreter of Trends .. House Beautiful shows the effects 


of quick freezing on our future life. Here Editor Paine gets 
a preview of one of the 2,000 Frozen Food Stores Howard 
R. Roberts, General Sales Manager, Deepfreeze, says will 
be open by June 1946. Even department stores consider 


putting in Frozen Food Departments and Delivery 


HOUSE BEAUTIFUL is the magazine that interprets living and markets for you. It’s FIRST in the 
home field ...the must magazine for those who make it their business to know their business. 
a 
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HOUSE BEAUTIFUL 
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So what? Friend, you 
just don’t know the 
man you're talking 


to... the dealer who 





sold fans before the 
war and will again after. Ask 
him what he thinks about 
something called consumer ac- 
ceptance. 

If a product has that, it’s easier 
to sell. Its reputation is firmly 
established in the minds of cus- 
tomers. It’sthe assurance a buyer 
senses in an article whose maker 
has spent years on one kind of 


job, getting it down pat. 


“Never heard of it? So what 


After all, the dealer is more 
businessman than gambler. He's 
seen new faces in the fan field 
come and go. He's also seen a 
name like Robbins & Myers come 
a long time ago, to stay. 

Sure he’s alert, on his toes. But 
he’s not the would-be opportun- 
ist who will fall for the first bit 
of postwar merchandise that hits 
the market. His business has 
been built over the years. And 
his eyes are focused quite a way 
beyond something as fleeting as 
one day—tomorrow. 


So what? You tell us. 


This fan is brand new!” 





? 





Ir you have any problems 
involving electric fans, if you 
need repair parts for R & M 
Fans or want complete repair 
jobs done for you— get in touch 
with us at Springfield, Ohio, or 
at the nearest R & M branch 


office listed here. 





New York. ...ccccccceseceseseeees 200 Varick St. 
Chicago. ...+. PPrTTTT TTT itt 2400 W. Madison St. 
Philadelphia...... eccccceccocece 401 N, Broad St. 


Konsas City,B. M.A. Bidg., Room 325, 215 Pershing Rd. 


San FranciscO. ..sececeseceeees 237 Rialto Building 
New Orleans... 6c cccccccccceeee 116 Arlington Dr. 
Dolles ....ccccccsccccccccccceeess 1100 Cadiz St. 


The Robbins & Myers Co. of Canada, Lid 


ee errr Brantford, Ont. 








ROBBINS « 


MYERS, Inc.™ 


MOTORS - HOISTS - CRANES - MACHINE DRIVES - FANS - MOYNO PUMPS 
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pliance retailers in their territory be- 
fore the war and the number surviv- 
ing. These figures showed that in 
1941 there were 3,628 appliance re- 
tailers in the region, whereas in 
1944 the number had fallen off to 2,585 
dealers—71.3 percent surviving. Of 
the 23 companies reporting, 21 an- 
nounced that it will be their post-war 
| policy to set up an active cooperative 
program with dealers. 





Individual Companies—Minnesota 


In Minneapolis, the Northern States 
Power Co. serves 370,200 residence 
and rural customers whose average an- 
nual consumption is estimated at 1,420 
kw.-hrs. The company will merchan- 
dise a full line of appliances and all- 
electric kitchens in post-war, according 
to H. E. Young, vice-president. In 
| addition, their dealer cooperative pro- 
| gram will take the form of cooperative 
| advertising, installations and servicing 
| facilities on ranges and water heaters, 
demonstrations, cooking schools, etc. 
| Approximately 1,000 dealers served the 
territory before the war, Mr. Young 
said, and most of them are still doing 
business at the same old stand. Ac- 
| cumulated demand on major appliances 
|is estimated at 528,500 in total units. 

Otter Tail Power Co., at Fergus 
Falls, Minn., has 47,500 residence 
and rural customers on their books 
whose average annual consumption is 
estimated at 1,065 kw.-hrs. The com- 
| pany will merchandise, and their dealer 
| cooperative program will take the form 
of contracts with specific dealers to 
sell to the utility’s customers, accord- 
ing to Carl J.. Johnson, director of 
sales. 

Montana-Dakota Utilities Co., with 
headquarters at Minneapolis, has 19,- 
|950 customers whose average annual 
consumption is estimated at 925 kw.- 
hrs. The company will merchandise 
all appliances and lighting equipment 
except radio, post-war, according to 
|W. L. Hayes, general sales manager. 


i 











lowa Companies 


| Iowa Electric Light & Power Co., 
at Cedar Rapids, Iowa, service 50,800 
| domestic customers whose average an- 
|nual consumption is estimated at 1,100 
kw.-hrs. In post-war this consumption 
| should increase approximately 10 per- 
|cent per year for the first five years, 
laccording to J. P. Walters, general 
| sales manager. The company will mer- 
|chandise a full line of appliances ex- 
| cept radio. 

lowa-Illinois Gas & Electric Co., 
Davenport, serves 62,818 domestic cus- 
tomers with an average annual con- 
sumption of 1,035 kw.-hrs., and they, 
too, plan to merchandise a full line of 
appliances, electric blankets, dishwash- 
ers and home freezers in addition, ac- 
cording to J. M. Hollingsworth, sales 
promotion manager. The company 
made a comprehensive survey on ap- 
pliance saturation, the operating con- 
dition of customer’s appliances, and 
post-war purchasing demand recently. 
Results showed that saturation in the 
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territory in most cases was substantially 
ahead of national averages, that 
roughly 10 percent of their customers 
were having trouble with specific de- 
vices, and that in post-war demand gas 
ranges, washers, refrigerators and 
vacuum cleaners lead in customers’ 
needs. 

At Dubuque, the Interstate Power 
Co. served 63,570 residence and rural 
customers whose annual average con- 
sumption is estimated at 946 kw.-hrs. 
This consumption is expected to in 
crease 67 percent for the first five 
years after the war. The company will 
merchandise all appliances, but em 
phasis will be laid on ranges, water 
heaters and electric blankets. 

At Sioux City, the Iowa Public 
Service Co. serves 58,550 residential 
and rural customers with an average 
annual consumption figure of 843 kw.- 
hrs. This consumption figure, they fig 
ure, should swing up an average of 
5 kw.-hrs. a month. The company will 
sell ranges and water heaters and will 
help dealers through installment financ 
ing where necessary along with other 
forms of cooperation. 

The Iowa Southern Utilities Co., at 
Centerville, serves 49,400 residence and 
rural customers whose average ‘con 
sumption per residence customer is es- 
timated at 870 kw.-hrs., and whose 
average rural customer consumption 
is estimated at 1,256 kw.-hrs. The 
company will mechandise all major 
appliances except radio and including 
home freezers, automatic washers and 
home air conditioners, according to 
George T. Perrine, commercial man 
ager. 

Peoples’ Gas & Electric Co., at 
Mason City, serve 11,247 customers, 
and consumption is figured at 785 kw.- 
hrs. urban and 1,597 kw.-hrs. for resi- 
dential. The company will merchan- 
dise, and dealer cooperation will take 
the form of equitable merchandising 
practices, advertising promotion with 
dealer tie-in, compensation of utility 
sales force on the basis of salary and 
load-building bonus—the bonus to ap 
ply equally to dealer sales. 


Individual Companies—Missouri 


At St. Louis, the Union Electric Co. 
of Missouri and subsidiaries serve 
343,800 residential and rural meters 
whose average annual consumption is 
estimated at 1,195 kw.-hrs. The com- 
pany’s merchandising policy has not 
yet been determined, according to C. E. 
Michel, vice-president. A program of 
active and vigorous cooperation will 
be undertaken, however. It is esti- 
mated that 330 of the prewar total of 
approximately 1,000 dealers are still 
in business in the area. 

Kansas City Power & Light Co. serv- 
ing 135,458 residence meters with av- 
erage annual consumption at 1,240 
kw.-hrs. The post-war trend in do- 
mestic kw.-hr. consumption, it is esti- 
mated, should increase to 1,274 kw.- 
hrs. in 1945; 1,242 kw.-hrs. in 1946; 
1,360 kw.-hrs. in 1947; 1,482 kw.-hrs. 

(Continued on page 66) 
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GET THESE QUALITIES IN YOUR RADIO-PHONO WITH 


WEBSTER RECORD CHANGERS 





a 


The soldier at the 
front is not easing off 
—he knows there is 
still a big job to be 
done. Do your full 


share, too. 


BUY AN 
EXTRA 


WAR BOND 
f NOW! 





. 


Yes, Webster is ready! With Webster Record Changers, your 
postwar combination will have faster change cycle than ever 
before . . . featherlight needle pressure, long record life, less 
needle scratch ... smooth and fool-proof operation. The trade 


will be quick to endorse these improvements which mean 





satisfied customers and fewer profit-killing service calls... 


And, all this with remarkable economy of space. 


WEBSTER PRODUCTS 








PAGE 66 


/ 3825 W. ARMITAGE AVE. CHICAGO 47, ILLINOIS 








West North Central 


es CONTINUED FROM PAGE 64 


in 1948; and 1,597 kw.-hrs. by 1949. 
The utility will merchandise a full line 
of major and small appliances, includ- 
ing radio, in post-war, according to 
J. F. Porter, Jr., and will have a pro- 
gram of dealer cooperation. Some 50 
of the prewar total of 80 dealers are 
still going concerns in the area. 

Additional reports were received 
from Missouri General Utilities Co., 
Rolla: St. Joseph Railway Light Heat 
& Power Co., St. Joseph; Missouri 
Power & Light Co., Jefferson City: 
and Empire District Electric Co., Jop- 
lin. 


Kansas-Nebraska 


Kansas Gas & Electric Co. serves 
74,466 residence meters at Wichita, 
with an average annual consumption 
of 1,074 kw.-hrs. The company will 
do no merchandising post-war, but will 
sponsor a program of dealer coopera- 
tion. Ninety-nine dealers are left in 
the territory out of the prewar total 
of 210, according to H. W. Hobson, 
assistant general sales manager. 

In the same state, Kansas Power 
Co., Great Bend, serving 19,439 cus- 
tomers will merchandise all major ap- 
pliances plus dishwashers, garbage dis- 
posers, home freezers, according to 
F,. J. Johannes, general commercial 
manager. 

The Kansas Flectric Power Co., at 
Lawrence, will also merchandise a 
complete line to their 28,022 residence 
customers while the Board of Public 
Utilities at Kansas City have an- 
nounced their intention not to merchan 
dise to their 30,392 customers accord- 
ing to Edgar Schowalter, merchandise 
representative. 


Nebraska Power 


In Nebraska, the Nebraska Power 
Co. at Omaha serves 83,975 residence 
customers with an average annual con 
sumption of 1,250 kw.-hrs., according 
to Mrs. B. E. Marsh, residential sales 
manager. The company will merchan- 
dise all appliances except vacuum 
cleaners and radio sets in post-war in- 
cluding home freezers. This policy, 
incidentally, may be subject to change 
as the company has recently been sold 
to a private group formed for that 
purpose in Omaha. 

The Consumers Public Power Dis 
trict with headquarters at Columbus, 
Nebraska, serve 76,400 residence meters 
with an average annual consumption 
of 820 kw.-hrs. The P. U. D. will 
merchandise a complete line of electric 
appliances including radio, and will 
cooperate with the existing 200 deal- 
ers in their territory, but have not yet 
completed their plans as to what form 
this will take, according to Ed Taber, 
merchandise manager. 

Two utilities in South Dakota also 
reported our survey—Northwestern 
Public Service Co., Huron: and Cen- 
tral Electric & Gas Co. at Sioux Fall, 
South Dakota. 

(Please turn to page 71) 
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THE HEATER WITH THE 
PATENTED VENTURI TUBE 
HEAT EXCHANGER 





SQUEEZES 
MORE HEAT FROM YOUR FUEL 
—GAS OR OIL 


°/ 

SAVES 15°. TO 
@ The amazing efficiency and almost unbelievable, but 
PROVED, low operating cost of Coroaire, and the 
ease with which it is installed, make the selling of 
Coroaire one of the most attractive profit opportuni- 
ties ever offered in the appliance field. Here is an auto- 
matic heater which makes winter air conditioning as 
easy to “tune in” as it is to tune in your favorite radio 
program—and as free from trouble as an FM receiver 
is from static. And Coroaire is as easy to install and 
as attractive as a console radio. No other known heat- 
ing device can equal Coroaire in volume of air heated 
and delivered where needed, because the Coroaire 


MAKES MORE HEAT “USABLE” 


The design of the 46 Venturi tubes in the Coroaire Heat 
Exchanger—smaller cross section at the middle—provides 
more heating surface than other heat exchangers. The 46 
tubes are placed in a staggered arrangement, causing the 
flame from the burner to take a zig-zag course, increasing 
the surface contact equal to 93 square feet of prime heat- 
ing surface. Thus, more of the heat of Coroaire is usable 
heat. And, being made of cast iron, this Heat Exchanger 
holds more heat than the usual sheet metal exchanger. This 
advanced engineering has created an almost unbelievable 
(but proved) saving in fuel, as no heat is wastéd. 


FLAME TRAVEL 





Mountain of Heat in a Capsule” 
\ NEWS DIFFERENT! SENSATIONAL! 


“Package Unit” Winter Air Conditioner 












MONEY MAKER 
for 


APPLIANCE 
SELLING 
ORGANIZATIONS 


50°. IN HEATING COSTS 


method is PATENTED. The heart of any heater or 
furnace is the Heat Exchanger. In most heaters a single 
cylindrical combustion chamber is the heat exchanger 
—cool air wipes the walls and becomes heated air. 
Coroaire has not just one but forty-six (46) compar- 
able chambers—a patented cast iron Heat Exchanger 
composed of 46 Venturi tubes through which air is 
forced by a propeller-type fan. The shape of the tubes 
creates spiraling action which causes the heated, 
humidified, filtered air to penetrate to remote rooms 
and corners in a manner unequalled by any other 
ductless heater. 


HEAT THAT GETS AROUND 


Most heaters create extremes—hot as an oven adjacent to \ 
the heater and cold as a cellar in remote rooms or corners. " 


AIR TRAVEL 


f 
Coroaire provides balanced heat. Because of the shape of & 


| 
j 
i 
> J 
the Venturi tubes comprising the Coroaire Heat Exchanger, , 
¥ 


Sr 


the air forced through every one of the 46 tubes by the F (6: 6666 
ropeller-type fan is caused to spin (like a funnel spinsa * J | 

liquid). This spiral action, together with the greater heat- é. 

ing surfaces, results not only in heating greater volumes \ 

of air but also this swirling, spinning movement sends the : a 

heated air to remote rooms and corners in a manner un- 

matched by any other heater. 


-XCEPTIONAL PROFIT OPPORTUNITY —Sales in Homes, Old and New, and All Kinds of Business Places 


Coroaire is a “natural” for appliance distributors and dealers. You've sold other 
appliances for the home, and some for business places, perhaps. Now, here is one 
with wide application to BOTH. In every community there are a thousand-and- 
one opportunities for sales: to réplace inadequate and antiquated heaters and fur- 
naces in old homes and business places . . . to provide new small homes with 
luxurious but economical winter air conditioning without the usual costly duct 
systems ... to heat stores... offices... factories... shops... beauty parlors... 
all kinds of business places. Coroaire is a development of just prior to the war. 





Proof of performance and economy is available in many case histories. And, most 
important of all, back of Coroaire is one of the country’s largest and best known 
steel fabricators with practically unlimited resources and engineering and manu- 
facturing facilities, assuring quality, advanced engineering services and deliveries. 


Inquiries from appliance selling organizations—wholesale and retail—are in- 
vited. Many Toesecenen already have been granted franchises and are establishing 
dealer organizations. Besisulie territories are still open. Quick action is sug- 
gested. Write or wire, stating size of organization, experience and territory covered. 





THE COROAIRE HEATER CORPORATION 
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How will this “Soxhlet” 


help give Frigidaire Dealers 


still better products to sell? 


SCHHSSSSSSSSSSSSSSSSSSSSSESSSHSSSSSSSSSSSSESSSSSSSSSSSHESSSSSSSHESSSSSSSSSHTSHSHSSHSSHSHSHSHHSHHSSHHHHHHHEHHSEHOHOEE 


Few people have ever seen or even heard of this “Pressure 
Soxhlet.” It is, we believe, the only one of its kind in existence. 
And it is one more example of the special scientific devices that 
have been designed by Frigidaire Research Engineers to do some- 


thing never done before! 


How this “Soxhlet” contributed to the war effort is a military 
secret. But we can give you a hint of its far-reaching effect on 
peacetime refrigerators and other products. In non-technical lan- 
guage, it is used to “turn a refrigerator mechanism inside out”... 
to examine every part and material of a mechanism...to see what 
happens through a “lifetime” of operation. The final purpose: to 
bring about important improvements that mean faster - selling 
products for Frigidaire Dealers — products that work better, last 


longer, and cost less to operate. 


The “Soxhlet” is only one demonstration of that spirit of 
creative research which has spurred Frigidaire Engineers on to 


new leadership—year after year—for the past quarter-century. 


Proof of this Engineering leadership is in all the major advance- 


ments that Frigidaire has contributed to make modern refrigeration 
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so convenient, so dependable, and so economical! To name onl] 
a few of these contributions— 


Frigidaire and General Motors pooled their scientific 
knowledge to develop “Freon,” the world’s first and 
only safe refrigerant. 


Frigidaire brought better refrigeration of fruits and vege- 
tables with the Hydrator; improved temperature regu- 
lation, ice freezing, and dessert making with the Cold 
Control; offered the first Frozen Storage Compartment. 


Frigidaire was first to provide trigger-quick ice cube re- 
lease, with its Quickube Tray and Automatic Tray Release. 


Frigidaire set new standards of performance and econ- 
omy with its famed Meter-Miser, the simplest refriger- 
ating mechanism ever built! 

Frigidaire opened an entirely new era of more efficient, 
more convenient food preservation with the develop- 
ment of the revolutionary Cold-Wall refrigerator. 


And these are only a few examples of the Engineering leadershi 
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pece 
that has helped Frigidaire Dealers maintain consistent selling 2. Frigidaire Research is never satisfied. Long before a product 
e onli kadership! reaches Frigidaire Dealers and the public, Frigidaire Engineers are 
The same Engineering leadership provides the Frigidaire Dealer searching for ways to make it better. 
tific B wien = es maedbccensradee — one wing 3. Frigidaire Engineering is backed by the tremendous resources | 
and & Jeadership in the future. He knows that he will be able to offer of Geet Sie 
his customers the kind of advanced refrigerators, electric ranges 
and other appliances that they are expecting. He knows that he Look to Frigidaire for 
“8° @ will be able to take fullest advantage of the great selling oppor- Leadership through Engineering ! 
8" Bf tunities that lie ahead. He énows he can look to the future with 
Cold confidence, because Frigidaire Engineering will always provide 
= better and better products for Frigidaire Dealers to sell. 
e re- 
ease. * * * * * * * * * * * * * 7 * * * 
_— 3 Reasons for 
«itll Frigidaire Engineering Leadership 
].. Frigidaire maintains a complete Research-Engineering Organiza- 
et tion, an organization skilled in not just one or two sciences, but 
elop- 


in all the sciences concerned in the products it manufactures— 






chemistry, electricity, mechanics, metallurgy, ceramics, and the rest. 
adershi 
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DIS.N 


We’re ready 


to talk business- 


Wat does the future hold in store for the appliance 
industry? Will it be a sellers’ Utopia of easy sales and lush 
profits? Or will the tremendous manufacturing capacity de- 
veloped by the war create a bitterly competitive market? 
Forward looking distributors and dealers are asking them- 
selves these questions now—and matching their conclusions to 


the thinking of appliance builders. 


To such dealers and distributors Globe American has much 
to offer. It has made its decisions on products, its distribu- 
tion policies have been set. 

The Dutch Oven Gas Range will be so advanced in cook- 
ing methods, in style and design, in engineering and per- 
formance, and especially in value, that it cannot help but be 


the logical choice of millions of fami- 





Glabe American is ready to talk 
business now with distributors and 
dealers whose thinking carries beyond 
the honeymoon period—who discount 
the much talked of reservoir of buying 
power—and who are looking forward 


to a successful future based on hard 





hitting salesmanship. 


VISIT DUTCH OVEN 
BOOTHS no. 16 and 17 


Palmer House Chicago 
January 7 to 12 


lies needing new cooking equipment. 

If you are one of the farsighted 
distributors and dealers who look 
beyond the immediate post-war 
conditions—if you are seeking a 
product that offers unparalleled sales 
opportunities over a long period— 





let’s talk business now! 





lere’s Why You Should Investigate Dutch Oven Now! 


1 Every appliance dealer who will pretend to have a 
complete post-war line MUST have a retained-heat 


gas range. 


2 Dutch Oven offers the ONLY completely automatic 


retained-heat gas range. 


3 Dutch Oven is A.G.A. approved for Natural, Manufac- 
tured and LPG gases. 


4 Dutch Oven is the ideal range for the urban, suburban 


and rural markets. 


5 New, exciting, exclusive sales stimulating features are 
the backbone of the Dutch Oven story. 


6 Dutch Oven has consumer acceptance. National ad- 
vertising has continued and will continue to expand 


the demand for Dutch Oven Ranges. 


7 Until the.war put an end to range manufacture, Dutch 
Oven sales were mounting at a pace far faster than 


the trend of the industry. 


8 The Dutch Oven franchise will be one of the most 


valuable and profitable in the entire industry. 


GLOBE AMERICAN CORPORATION 

























KOKOMO, INDIANA 


General Sales Office 
800 Field Bidg., 135 South La Salle St. 
Chicago 3, Illinois 


turns oft the 9o* 


and keeps right on cooking 


“Dutch Oven 


Gad Kanuges. 


ARTIFICIAL 


NATURAL BOTTLED 


JANUARY, 


















I 


Virgi 








¢ AWARDED BY THE U. S. 
MARITIME COMMISSION 
FOR MERITORIOUS WAR 
PRODUCTION, 





1945—ELECTRICAL MERCHANDISINE 


(,eorg 
Distri 
s mi; 
ortio 
ajor 
populz 
our st 
11 uti 
cept I 
panies 
tric m 
2,832, 
\tlant 
tomer: 
cent f 


The 
pliane 
1S brie 
turnis’ 
report 
electri 
tomers 


DELAW 
Delaw: 
ern | 


MARYL 
Cons. ¢ 
Eastern 
Eastern 
Delawe 


DISTRICT 
Potome 


VIRGINI 
Virgini 


WEST VI 
Monon 
vice | 


SOUTH | 
South C 


GEORGI 
Georgi: 
Georgi 


FLORIDA 
Florida | 
Gulf Po 
Florida | 


ELECT 








HE South Atlantic region, com- 
prising the eight states of Dela- 
ware, Maryland, Virginia, West 

irginia, North and South Carolina, 
;corgia and Florida, in addition to the 
istrict 
might be expected, as large a pro 
portionate accumulated 





of Columbia, does not show, 


demand for 
\jor appliances as some of the more 
ypulated sections of the country. In 

survey reports were received from 

utilities, representing all states ex 
ept North Carolina. These 11 com 
1,458,312 domestic elec- 
ric meters, which is about half of the 
832,567 meters served in the South 


inies serve 


\tlantic region. The number of cus- 
ners has increased over three per- 


nt Irom the vear previous 


Accumulated Demand 


war market for major ap- 
South Atlantic region 
s briefly shown in the following figures 
furnished by nine of the 11 utilities 
a total demand for 48,715 

r 1,000 cus- 
tomers; 19,110 water heaters, or 20 per 


iances in the 


reporting : 


electric ranges, or 42 pet 


1,000 customers; 153,680 refrigerators, 
or 132 per 1,000 customers. In the 
home laundry equipment there is an 
accumulated estimated demand of 119,- 
230 washing machines, or 102 per 1,000 
customers and 14,595 irons, or 13 per 
1,000 customers. Radio sets 
demand for 210,700 units, or 
ceivers per 1,000 customers. 


show a 
228 re- 
Vacuum 
cleaners show a demand of 74.400 units, 
or 80 per 1,000 customers. These fig- 
ures are somewhat below the national 
averages shown in the national sum- 
mary table. Figures for the individual 
states are shown in the national sum- 
on accumulated 
demand were made by utility commer- 


mary. These estimates 


cial executives from the individual 


companies. 
Utility Merchandising 


Of the 11 companies reporting in 
the South Atlantic 
merchandise through 

1 


region, six will 
their own sales 
organization, and five will do no mer- 
chandising. The six companies will 
sell a complete line of major appliances. 


(Continued on page 72) 




































ELECTRICAL APPLIANCE MARKET DATA—SOUTH ATLANTIC REGION 








NUMBER 
CUSTOMERS CON- PRESENT SATURATION 
(URBAN & RURAL) SUMPTION 
Elec. Water Refrig- 
Dec. 31, Dec. 31, | 1944 1943 | Ranges Heaters 
1944 1943 % % G ¢ 
DELAWARE | 
Deleware Power & Light Co. (North- 
ern Div.). .. 43,711 42,644 1,130 1,097 7 1 74 70 
MARYLAND 
Cons. Gas Elec. Lt. & Pr. Co. 286,700 284,237 975 952 4 8 68 62 
Eastern Shore Co. of Md. . 
Eastern Shore Pub. Service Co. of Va. 37,567 34,362 1,000 940 10 2 60 70 
Delaware Pwr. & Lt. Co. (So. Div.) 
DISTRICT OF COLUMBIA 
Potomac Electric Power Co. 197,000 193,890, 1,475 1,453 15 85 41 
VIRGINIA 
Virginia Electric & Power Co. 293,847 284,763 1,260 1,218 
| 
—€ us | 
ISSION WEST VIRGINIA | 
S WAR Monongahela West Penn. Pub. Ser- 
vice Co. 108,000 104,986 834 804 3 i] 72 62 
| 
SOUTH CAROLINA 
South Carolina Power Co. 37,200 34,243 ‘ 2,060) 22 11 60 
| | 
GEORGIA | 
Georgia Power & Light Co. 13,100 12,152) 1,506 1,370 20 13 
Georgia Power Co. 238,400 230,047, 1,725 1,645 26 12 72 10 
} } 
FLORIDA | | 
Florida Power & Light Co. 160,200 152,410 1,550 1,440 27 16 68 41 
Gulf Power Co. 23,287 21,546) |; 22 13 60 
Florida Power Co... 56,500 


| 
OF AV. KW. HR. 


sania 1,400 1,304) 25 25 68 35 


Vacuum 
erators Washers lroners Cleaners 


< 


55 


50 
80 


57 


49 


65 


37 


45 


NUMBER 
ESTIMATED ACCUMULATED DEMAND DEALERS 
IMMEDIATELY AFTER WAR SERVING 
TERRITORY 
Electric Water Retrig- Vacuum 
Ranges Heaters erators Washers lroners Cleaners 1941 1944 


(Units) (Units) (Units) (Units) (Units) (Units) 


500 400 4,000 1,000 500 1,000 32 26 
550 250 20000 20,000 1,000 15,000 
2,000 1,000 5,000 3,000 500 3,000 90 40 
17,500 63,000 46,000 9,000 40,000 100 97 
800 500 
1,600 160 13,509 39,000 1,700 6,500 176 141 
| 
| 
1,200 600 6,000 1,500 200 1,000 21 15 
| 
1,215 900 1,380 1,275 150 1,100 35 15 
20,000 11,500 33,009 5,455 545 225 193 
750 600 
900 400 1,800 500 200 300 15 15 
4,500 4,500 12,000 3,000 1,000 7,500 125 100 


| 
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Note: South Carolina Power Co. data received too late to be incorporated in National Summary 
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DO YOU 
PLAN TO 
MERCHANDISE 
AFTER WAR? 
Yes No 
Yes 
Yes 
Yes 
No 
No 
Yes 
i] 
Yes 
| 
| 
No 
Yes 
No 
Yes 
No 
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Lp O< 6 SSB 
H. C. LirrLE BURNER Co. dealers are a happy lot. They 
make barrels of dough, because the public just loves to buy 
H. C. Little oil-burning home heating equipment. 

No kidding! For example, before the war Mr. Edwin G. 
Peters, Manager, Gulf Radio Sales, St. Petersburg, Fla., 
wrote: 


s pieces 


well satisfied. 
tnis past year 
furnace. 


sed vario¥ 


— that re- 
gnquit? ater by 
was grea 
nse = ‘ 
she advert} 


ae 









THIS 13 THE FLOOR FURNACE 
MR. PETERS REFERRED TO mmm," 








HERE ARE ITS CHIEF FEATURES— 


@ Low First Cost @ Silent —- No Hum or Roar 


. Simple Installation @ Safe Listed by the Underwrit- 
@ No Basement Needed ers’ Laboratories 


e Burns Cheap Fuel—Low Cost © Written Factory Guarantee 


No. 3 Oil Diesel Oil) With Every Unit 
e Ample Capacity for Abundant @ Automatic Operation 
Warmth e@ Thermostatic Control 
@ High Overall Efficiency AND 


These floor furnaces have the only fully automatic elec- 
tric ignition natural draft vaporizing type burner 





which is available, not only in these units, but in a com- 
plete lis t small home heating equipment 
< 
Y woo ME ¢ 
A= => \, 
iLs wy 


mY) H.C. LITTLE 


YOU TOO cas make bereels of Burner Co. 


money as an H.C. Little dealer. Write HEAD OFFICE: SAN RAFAEL. CALIF 
for copy of our new booklet, * ov 
for a coy ir new booklet, “How isles in Srincinal Cities 
to Get Real Profits in Postwar Heat- 


ing, which tells how to get started 
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South Atlantic 





In addition, all 11 companies in the 
territory will give kitchen planning 
assistance to their customers through 
their home service organizations. 


Dealer Picture 


Of the 11 companies reporting, 10 
companies provided information on the 
lealer mortality picture since the war. 
These figures show that whereas in 
1941 there were 2,348 dealers serving 
the region, as of today the figure stands 
at 1,727, a 73.6% survival. Co-oper- 
ative plans are in the making through- 
ut most of the utilities to augment 
dealer sales in their prospective terri- 


tories 
Individual Companies 


In the capital of the country, the 
Potomac Elect Power C 


serves 
197,000 residence meters, with an aver 
age annual consumption 1,475 kw 


hich is expected t increase over 
i five-vear period at about the same or 
a little more than the prewar five year 
‘onsumption, according to 


t 
H. A. Brooks, vice-president and com- 
ee ; 


ercial manager. As in the prewar, 
the utility will do no merchandising 
hrough its own sales force but will co 


operate with dealers and support the 
“lectric Washington, 
1 has done a far-reaching job 
throughout the entire industry from a 
promotional standpoint. It is estim- 
mated that only three of the prewar 
total of 100 dealers have gone out of 
business. Mr. Brooks estimates that 
the accumulated demand for major 
ippliances in the Potomac Electric 
P totals 175,500 major 
appliance units and 111,000 radio re- 


ers, apart from new appliances 


wer territory 


freezers, automatic 


Maryland 


[In the neighboring state of Mary- 
the Consolidated Gas Electric 
Light and Power Co., of Baltimore, 
ser 286,700 residence customers, 


vith an average annual c 


nsumption 
irs. As in the past, the 
ympany will merchandise a complete 

ajor and small appliances and 


und in addition home freezers. 
Jealer perative plans are not 

late, according to C. S. 
Stackpole nerchandising manager. 
He estimates, however, that there is a 
potential de and for 56,750 major ap- 
liance units and 25,000 radio sets in 
1¢ rrito 


Salisbury 


\t Salisbury, Marvland. the Eastern 
Shore Public Service Co. and the 
wer & Light Co. (South- 
ern Division), which are under the 
same management, serve 37,567 do- 
mestic meters, with average annual 
consumption estimated at 1,000 kw.- 
hrs. in 1944. This average consump- 
tion should increase 100 kw.-hrs. per 
customer per year for five years, ac- 
cording to J. L. Landon, Jr., assistant 
commercial sales manager. The com- 


Delaw ire P 
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of appliances and radio including home 
freezers in the post-war, and dealers 
will be encouraged through co-opera- 
tive advertising. It is estimated that 
40 out of the original 90 dealers serv- 
ing the territory are still in business. 
Accumulated demand in the territory 
is estimated at 14,500 major appliance 
units and 12,000 radio sets. 


Delaware 


The Northern Division of the Dela- 
ware Power & Light Co., at Wilming- 
ton, serves 43,711 domestic customers, 
with an average annual consumption 
1,130 kw.-hrs. for 1944, according to 
J. W. Mackie, assistant comptroller. 
This division will also merchandise 
and carry on a full program of dealer 
co-operation. 


Virginia 


Virginia Electric Power Co. serving 
the Richmond area has a total of 293,- 
847 domestic meters with an average 
annual consumption of 1,260 kw.-hrs. 
in 1944. The utility will do no mer- 
chandising in the post-war, according 
to Tom D. Fulford, general sales man- 
on a program of 
dealer co-operation which will take the 


form of advertising, sales training, 


iger, but will carry 


home service and other forms. Of the 
800 dealers in business in the territory 
in the prewar, about 500 are still going 
concerns, 


West Virginia 


At Fairmont, West Virginia, the 
Monongahela West Penn Public Serv- 
ice Co. serves 108,000 residence cus- 
tomers, with an average annual con- 
sumption of 834 kw.-hrs. No gain i 
kw.-hr. consumption per customer is 
anticipated due to the increase in num- 


ber of low-use customers in the post- 
war. A complete line of appliances 


will be merchandised including dish- 
washers and garbage disposals. In ad- 
dition the company will carry on 

promotional, sales training, co-opera- 
tive advertising program and home 
service aid to dealers. Of the 176 
dealers in business in the territory in 
1941, approximately 141 are still in 
business. A H. Leatham, 
vice-president, there is an estimated 
accumulated demand of 62,460 majo: 
appliance units and 40,500 radio re 
ceivers in Monongahela’s territory: 


‘ording to ( 


South Carolina 
The South Carolina Power Co 
serves 37,200 residence and rural cus 
tomers with average annual consump- 
tion of 2,060 kw.-hr., according to J. F. 
Crist, vice-president. Present con 
sumption is expected to reach 2,700 
kw.-hrs. per customer in 1948. The 
company will merchandise a full line 
of appliances, except radio, but includ- 
ing home freezers and dishwashers in 
the post-war. They will also employ a 
dealer co-ordinator who will assist 
dealers and promote co-operation be- 
tween dealers and the company. 


(Continued on page 76) 
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// 4/4 
YES! YOUR CUSTOMERS WILL GO _ DEEPFREEZE BECAUSE 
ONLY A DEEPFREEZE HAS 100% PRIMARY FREEZING SURFACE 
THAT HALTS FOOD DEHYDRATION | 


ms e Recent surveys prove that 11,918,000 Americans in- means: a solid wall of direct-action freezing surface that 
yn tend to buy home freezers as soon as they are available. maintains a temperature differential of less than 2 de- 
If you're selling Deepfreeze Home Freezing Units, grees between food storage barrel and ‘refrigerant. 
; then you'll be selling the home freezer that most people This prevents air circulation within the Deepfreeze, 
2s intend to buy! prevents air from picking up food moisture, keeps foods 
“¢ Full-page national advertising by Deepfreeze is turn- farm-fresh far longer. 
sh ing prospects into Deepfreeze buyers—telling them the No postwar experiment, the Deepfreeze principle has 
ol strongest sales story of them all, the facts about the been thoroughly proved by the performance of the 
= Deepfreeze and its exclusive, patented 100°, Primary thousands of Deepfreeze Home Freezing Units serving 
me Freezing Surface. America’s homes since 1938. 
176 More and more able-to-buy customers are learning Plan to cash in on the big swing to Deepfreeze 
m what the Deepfreeze 100°; Primary Freezing Surface that’s coming soon. Write tod; 





Cartridge cases, airplane nose and tail gun turrets, blood desic- AWARDED 


. , . DETROIT PLANT 
cating units and industrial freezing equipment are among the 





war products that Motor Products Corporation is proud to be h ARMY ~_ 
making to speed the day of Victory. 


at , 
i eT 
Motor Products Corporation | 
Deepfreeze Division 
2460 Davis Street, North Chicago, Ill. 
PAT. OFFICE 


TRADE MARK REG U.S. Gentlemen: I am interested in getting full information 
regarding Deepfreeze postwar selling opportunities. 1] 


ONLY MOTOR PRODUCTS CAN MAKE A ““DEEPFREEZE” | SE Peete teen e eee eneeeee eee eneeneeenes 

















ud " 

7 MOTOR PrRovuctTS CORPORATION SG ics d wie Se FIERCE Tee Sta vee et dod Vabas ocbb's oe stale 
ya Deepfreeze Division: 2460 Davis Street, North Chicago, Illinois x Company.......++++ Steen eee ee ee eeeeeeeeeeeseees tenes 
be- Main Plant: Detroit, Michigan Canadian Plant: Walkerville, Ontario Address........+ Vint io ea tekiabice Vannes satiated ghee 
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N the days when Jefferson framed the 
Declaration of Independence . . . and 
later when Monroe enunciated his Doc- 
trine, tiny America was a land of farms. 
Then came railroads . 
everything .. 


-» machines for 
- automobiles . . . aeroplanes 
- ++ giant industries unknown to previous 
generations. But we never really changed; 
America is still essentially a farm land. 
Agriculture engages more people, produces 
more income, than any other industry in 
the country! 


ew 


DR ea, 


Sf as 


7 ereemrers rmpn AE age FP) 


a, leer 


Yes, the farmer is the biggest big-business 
man of them all! Last year his income ex- 
ceeded $26,000,000,000 . . . his savings 
reached $12,500,000,000 . . . and these sums 
did not include the wealth of those indi- 
rectly dependent on farming, living in 
rural America, serving the farmer’s needs. 
Can any manufacturer or advertiser afford 
to overlook the farmer’s strength ...or the 
influence and selling power of Country 
Gentleman, thefarmer’s favorite magazine? 


Favorite? Survey after survey proves that 


What business can ignore the farmer’s strength? 
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farm families have an overwhelming 
preference for Country Gentleman! 


Country Gentleman comes first with ad- 
vertisers and their dealers too. They’ve 
made it the farm leader for more than 
a century. 


 &, 
qountry 


entleman 


Ne with FARMERS ~ RURAL DEALERS = ADVERTISERS 
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For years the Cory Glass Coffee Brewer has set the 
pace in quality, been the standard of comparison 
in beauty, value and performance. 


In 1945, Cory sets the pace in advertising with a 
national campaign that will match our merchandise 
in smartness, individuality and beauty. 


Month after month, Cory's dominant four-color 
pages and half pages will drive home the name and 
superiority of Cory Glass Coffee Brewers to the 
millions who regularly read such outstanding mag- 
azines as Collier's, Vogue, Ladies’ Home Journal, 
McCall's, American Weekly, Women’s Home Com- 
panion, True Story, Better Homes & Gardens, True 
Confessions, Movie Story Magazine, Motion Picture. 
Never before has any glass coffee maker been 
spotlighted through national advertising .on such 
a scale! Never before in this field has consumer 
demand been so aggressively promoted. 


This is the first phase of Cory’s post-war program 
to be first in consumer call, first in sales volume, first 


as a profit-maker, first in the industry. Cory Glass 
Coffee Brewer Co., Chicago 10, Illinois. 


ae 
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GENERAL MANAGER: You all know that 1944 
marked our 37th year of leadership in Cincinnati. 
But should we call attention to it? 1944 newsprint 
restrictions accounted for some strange records. 





ADVERTISING DIRECTOR: 


| know what you're 


thinking, chief. But perhaps because we carried 


the leadership in every peacetime year, through 


depression and boom, for 37 years, we should... 








NATIONAL ADVERTISING MANAGER: That's 
right! Our leadership is no wartime “freak"’. In '44 
the Times-Star was FIRST in General Advertising, 
as well as FIRST in Total Display Advertising; just 
as it has been for the past 36 years before 1944. 








LOCAL ADVERTISING MANAGER: 


I think we 


should call attention to the fact that again in 1944 
the Times-Star was FIRST in Retail, and FIRST in 


Department Store Advertising. 











CIRCULATION MANAGER: The readers must still 
like our paper the best, fellows. They're still buy- 
ing more copies of the Times-Star than they buy 
of any other Cincinnati daily. 





GENERAL MANAGER: Well, let's all think it over 


for a few days, and then we'll decide. 














NEW YORK: 60 East Forty-second St. 


HULBERT TAFT, President and Editor-in-Chief. 
Owners and Operators of Radio Station WKRC. 
PHILIP R. COTTRELL, National Advertising Mgr. 


CHICAGO: 333 North Michigan Ave, 





WEST COAST REPRESENTATIVE: John E. Lutz, 435 N. Michigan, Chicago 


AND DAILY CIRCULAWON 


Fist ah 








3/th Year of Leadership 








JANUARY, 
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Georgia 


The Georgia Power Co., at Atlanta, 
serves 238,400 residential and rural 
customers, with an average annual con- 
sumption of 1,725 kw.-hrs., which is 
expected to increase at approximately 
the prewar rate, according to Charles 
A. Collier. As in the past, the com- 
pany will merchandise a full line of 
major and small appliances, except 
radio, and in addition will sell attic 
fans, dishwashers, disposals, clothes 
dryers and home freezers. Dealers will 
be helped through a program of sales 
training, promotion, and training ap- 
pliance repair men. Of the 225 dealers 
serving the territory in the prewar, 
193 are still going concerns. 


Florida 


Florida Power & Light Co., at 
Miami, serves 160,200 domestic meters 
with an average annual consumption of 
1,550 kw.-hrs., for 1944. The company, 
according to J. H. Keele, assistant 
general sales manager, will do no di- 
rect appliance merchandising but will 
put full promotion on all electrical 
equipment. The company’s policy is 
to have exclusive dealer sales activities 
backed up with selling assistance and 
advertising. About 80 percent of the 
prewar 750 dealers are still in business. 


St. Petersburg 


At St. Petersburg, the Florida 
Power Corp. serves 56,500 domestic 
meters, with an average annual con- 
sumption of 1,400 kw.-hrs., which is 
expected to increase to 2,000 kw.-hrs. 
per customer by 1950. The company 
will do no merchandising but will give 
dealers full assistance in selling in the 
territory. There are about 100 retail- 
ing concerns still in operation over the 
prewar total of 125 according to 
Robert H. Giedd, new business man- 
ager. He estimates, incidentally, that 
there is an accumulated demand for 
32,500 major appliance units and 15,000 
radio sets in the company’s territory. 
A post-war development survey which 
is now being undertaken, while not yet 
in complete form, indicates that among 
customers surveyed 8.3 percent will 
build new homes and 64 percent indi- 
cate all electric kitchens. 





Pensacola 


In Pensacola, Florida, the Gulf 
Power Co. serves 23,287 domestic cus- 
tomers and will merchandise a full line 
of appliances including attic fans. 
Dealers also will be helped through a 
financing plan for instalment sales, 
sales training and other methods, ac- 
cording to L. T. Smith, Jr., sales pro- 
motion manager. 







New Devices 


Eleven of the utilities responding to 
the questionnaire in the South Atlantic 
region felt that automatic washer 
would go well in their territories in 
post-war; nine companies felt that 
home freezers and electric blankets 
would find a ready market; seven com- 
panies dishwashers, six television, and 
five garbage disposals. 
(Please turn to page 81) 
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ILLUSTRATION FROM PHILHARMONIC'S NATIONAL ADVERTISEMENT 


© thoughtful parents, the PHILHARMONIC 

Radio-Phonograph will take its place as a 
great new instrument of musical training. For it 
will provide a better understanding of music 
and the higher standards necessary for musical 
perfection. Where the conventional radio- 


phonograph approximates the tonal qualities of 


great music, the PHILHARMONIC repreduc es 
them with flawless fidelity because of its ex- 
ceptionally great tonal range--spanning the 
limits of human hearing. It will throw wide the 
portals to a great new world of musical ex- 
pression, from records and radio. 


In homes, in schools, in organizations of every 
kind devoted to the appreciation of music, you 


AN ORGAN WITH THE SOUND WAVES OF ANOTHER WORLD 


Earmarked for profit. .. through parents’ love 


will find an immediate acceptance and demand 
for the new PHILHARMONIC. With this huge 
potential market, together with the natural de- 
mand by a public whose ability to buy finer 
things is growing steadily, PHILHARMONIC is 
earmarked to become the profit leader in lead- 
ing music and department stores. 


The PHILHARMONIC Radio-Phonograph will 
be sold through exclusive franchise dealers only. 
The roster of those who have already raised the 


PHILHARMONIC banner includes many of 


America’s leading stores. 


+ PHILHARMONIC RADIO CORPORATION - 
522 Eas€ Seventy-Second Street, New York, N. Y. 
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RADIO-PHONOGRAPH 
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Better Products 
for a Better World 


Greater things than ever before are in store for the 
American family and Norge dealers! Just over the 
horizon looms the promise of better products for a 
better world. And toward this better living Norge 
household appliances will be leading contributors, 
making that promise come true. Norge planning, 
engineering and precision manufacture — which 
produced the famed Norge Rollator refrigerators, 
Norge gas and electric ranges, Norge Ro-ta-tor 
washers and Norge home heaters—all PRODUCTS 
OF EX PERIENCE— have pledged a finer line of 


major household appliances for you. 


A Borg-Warner 


NORGE DIVISION ° BORG-WARNER CORP. ° DETROIT 26, MICH. 


SEE NORGE BEFORE YOU BUY 
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Naturally, complete confidence is a basic fundamental to a 
successful business existence. No one needs to be told this. Con- 
fidence is built on years of stability, leadership, opportunity, 
and the ability to produce merchandise and merchandising plans 
with positive saleability for profit. 

Conlon’s future is based on these cornerstones of business 
attributes. Since 1913, Conlon’s history has been replete with 
appliance innovations, particularly in the automatic electrical 
ironer field where its leadership is universally acknowledged. 
No less important were contributions to other lines produced 
and distributed. 







CONLO 


1824 S. 52nd Ave. 
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With the winning of the war, the ensuing periods are con- 
templated with full vigor anda complete development of i ironers, 
washers and other appliances that will make a Conlon dealer- 
ship a coveted franchise. 

Our multiple allotment plan and distributor-dealer eethod 
are declared by merchandising experts ideal and fair, as well as 
scientific and practical. 

Conlon looks forward to the future “Electrical Tomorrow,” 
with a well d-veloped plan for increased production to serve all 
old as well as new business partners who will distribute its 
products—with confidence. 
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HE East South Central region 
comprising the great Tennessee 
Valley Basin and embracing the 

states of Kentucky, Tennessee, Ala- 

bama and Mississippi has a total of 

1,300,318 domestic meters. In the fol- 

lowing reports, nine utilities in the 

region report a total of 626,388 domes- 
tic customers, or approximately half 
of the wired homes in the area. 


Accumulated Demand 


A somewhat less optimistic estimate 
of the accumulated demand for major 
electrical appliances was made in the 
East South Central -ompared 
with the average figures shown in the 
national summary. On electric ranges, 
for instance, the accumulated post-war 
demand was estimated at 26,610 ranges 
or 42 per 1,000 customers; on water 
heaters 12,700 units, or 20 per 1,000 
customers; on 88,829 
units, or 142 per 1,000 customers. 
Home laundry equipment shows ac- 
cumulated demand for 50,800 washers 
or 81 per 1,000 customers ; 
ers, or 9 per 1,000 customers, and 24,- 
335 vacuum cleaners, or 53 per 1,000 
customers. Accumulated demand on 
radio sets is estimated at 95,000 units 
or 189 per 1,000 customers. These fig- 
ures, which were supplied by informed 
utility executives in the region, are 
also broken down by the individual 
states in the national summary. 


region 


refrigerators 


3,/o0 iron- 


Utility Merchandising 


Of the nine companies reporting; 
four will merchandise, three will not, 


and two are “undecided.” Of the nine 


companies, eight have definite dealer 
co-operative programs, and all of them 
will render kitchen planning assistance 
to their customers. There were 1,429 
dealers serving the territory prior to 
the war, and 992 are estimated to be 
still in business, a survival percentage 
of 69.4%. 


Individual Companies 


In Kentucky two companies re- 
ported, one of which prefers not to »e 
identified by name. The other, the 
Louisville Gas & Electric Co., serves 
123,000 customers, with an average 
annual consumption, of 1,040 kw.-hrs. 
The company will not merchandise di- 
rectly but will co-operate with dealers 
through advertising and* sales promo- 
tion, according to Walter D. Myers, 
manager of electric sales, who esti- 
mates that 50 percent of the prewar 
total are still in business. 

To get down into the real Tennessee, 
the Electric Power Board of Chatta- 
nooga serves 40,881 domestic custom- 
ers, with average consumption of 2,526 
kw.-hrs., which is expected to increase 
10 percent annually for the first five 
post-war yeags. As in the past no 
merthandising’ will be done by the 
Power Board except for light bulbs, 
and dealers will be helped with window 
ind sales floor displays, advertising, 
demonstrations, etc. Only five of the 
36 dealers in the Chattanooga area 
have gone out of business during the 
war according to S. R. Finely, general 
superintendent of the Board. Accum- 
ulated demand for major appliances 


in Chattanooga area is estymated at 
25,700 units and 10,000 radi sets. 
Over in Knoxville, H. Bradford 
Jones, sales coordinator, reports that 
the company serves 38,500 residential 
customers, with average annual con- 
sumption of 2,100 kw.-hrs. The com- 
pany will do no merchandising but will 
carry on an active dealer co-operation 
program. Only four of the prewar 
total of 45 dealers have gone out of 


























business. The accumulated demand for 
major appliances is estimated at 36,- 
000 units and 20,000 radio sets. 

Going farther to Memphis, the Mem- 
phis Light, Gas and Water Division 
serves 71,200 domestic meters, with an 
average annual consumption at 1,175 
kw.-hrs. for 1944. The Division will 
do no merchandising except on IES 
lamps and small appliances but will 

(Continued on page 82) 
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NUMBER OF 
CUSTOMERS 
(URBAN & RURAL) SUMPTION 


| Dec. 31, Dec. 31, | 1944 


1944 1943 0 () 
} 
KENTUCKY | 
Unidentified Co 107,473 102,909) 859, 11 3 69 62 
Louisville Gas & Electric Co. 123,000 121,1 " 1,040 1,010) 3 70 80 
TENNESSEE | | 
Electric Power Bd. of Chattanooga... 40,881 40,690) 2,526 2,388] 52 22 90 ; 
Kingsport Utilities, Inc. 9,200 8,640, 1,600 1,523, 37 12 75 75 
Memphis Light, Gas & Water Div. 71,200 65,787) 1,175 1,095) 1 05 80 60 
East Tennessee Light & Power Co. 26,750 25,667) 1,410 1,379, 73 4 68 53 
Knoxville Elec. Pwr. & Water Bd.. | 38,500 36,964, 2100 2011; 40 12 70 70 
ALABAMA | ° “ 
Alabama Power Co. | 169,384 159,758 1,669 1,614 43 10. 68 15 
| 
MISSISSIPPI } 
Mississippi Power Co. ° ..| 40,000 38,383) 1,112 1,051 - 4 59 


AV. KW. HR. 
CON- 


Elec. . Water Refrig- 


PRESENT SATURATION 


IMMEDIATELY AFTER WAR 


Vacuum | Electric Water Refrig- 


1943 | Ranges Heaters erators Washers lroners Cleaners| Ranges Heaters erators Washers 
% % A yA % x 


2 50 2,800 700 16,700 9,700 
née 1,000 500 12,000 5,000 


| 3500 1,200 9,000 6,000 


1 50 200 150 300 300 

5 45 500 350 18,000 4,000 
hog 22 2,270 1,000 3,600 2,900 
3 40 7,500 3,000 10,000 10,000 
2 75 7640 5,300 16,720 11,400 
1,200 500 2,500 1,500 





| ESTIMATED ACCUMULATED DEMAND 
| 
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NUMBER DO YOU 

DEALERS PLAN TO 

SERVING MERCH ANDISE 
TERRITORY 


AFTER WAR? 


Vacuum 


lroners Cleaners 1941 1944 Yes No 
Y (Units) (Units) (Units) (Units) (Units) (Units) 


700 4,800; 390 325 Undecided 
1,000 5,000) 101 50 ‘ No 
1,000 5,000 36 31 No 

50 100) 13 12 | Undecided 

600 2,000; 149 126 | Yes . 

500 1,935) 115 7, 4, oe 

500 5,000 45 a | No 


1,150 17,000 500 250 Yes 
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250 500) 80 65 Yes coce 
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Bright aluminum blades, natural grey guard 














and base. 3-speeds, quiet, dependable, 
efficient, FIVE YEAR GUARANTEE. Our 


come plans call for an ever expanding produc- 

iciency 

Low in ye tion of Victron Fans and Electric Appli- 
First Cost 


Maintenance Cost 


Sales subject to 
W. P. B. regulations 


ances as soon as government restrictions 





are lifted. We invite your inquiries now. 


Sore ae el a> | 


MANUFACTURER OF VICTRON DESK AND PEDESTAL FANS e VICTRON AIR CIRCULATORS e VICTRON EX- 
HAUST FANS e VICTRON VENTILATORS « VICTRON PORTABLE IRONERS e VICTRON F. H. P. MOTORS 


VICTOR @ELECTRIC 


PRODUCTS, INCORPORATED 
DEPT. EM-145, 2950 ROBERTSON AVE., CINCINNATI 9 OHIO 
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East South Central 
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have a dealer co-operation program. 
There are 126 dealers serving the ter- 
ritory today compared with 149 before 
the war, according to Mr. R. S. Diggs, 
director of the commercial department. 
The accumulated major appliance de- 
mand is estimated at 25,450 units and 
16,000 radio sets. 

Reports are also included in the ac- 
companying table on the East Tennes- 
see Light & Power Co., which serves 
Bristol, Elizabethton, Johnson City, 
| Greeneville and Erwin, Tenn. A re- 

port on the Kingsport Utilities, Inc. 

Kingsport, Tenn. is also included in 
| the table. 

In Mississippi, The Mississippi 
Power Co. at Jackson serves 40,000 
domestic meters, and has an average 
annual consumption of 1,112 kw.-hrs. 
A slight decrease is expected in con- 
sumption until appliance sales return 
to normal. The company will mer- 
chandise a complete line in the post- 
war except radio, according to F. M. 
lurner, manager of the merchandise 
division. 

In Alabama, the Alabama Power Co. 
at Birmingham, serves a total of 169.- 
384 domestic customers, and has an 
average consumption of 1,669 kw.-lrs. 
as of 1944, The company will merchan- 


dise all the major and small appliances 
except radio, and will have a program 
of dealer co-operation, the details of 
which have not yet been decided upon. 
Of the 500 dealers operating in the 
Alabama territory in 1941 about 50 
percent are still going concerns. 

The company estimates that in the 
first year of normal production there 
will be a market for at least 42,210 
major appliances, which does not in 
clude an estimate for vacuum cleaners, 
and 17,000 radio sets. Broken down, 
these 42,210 major appliances for which 
there will be an accumulated demand 
shows electric ranges at 7,640 units, 
electric water heaters at 5,300 units, 
refrigerators at 16,720 units and wash- 
ers and ironers combined at 12,550 
units. The company has not completed 
its plans to date on adequate wiring 
promotion but will render kitchen 
planning assistance to its customers in 
the territory. 


| New Appliance Market 


Of the nine utility companies in the 
East South Central region responding 
| to our survey, eight made estimates as 
to the probable market for new de- 
| vices in the region. Eight companies, 

for instance, felt that both home freez- 

ers and automatic washing machines 
would sell actively in their territories 
| in the post-war. Six of the companies 
were of the opinion that dishwashers 
and electric blankets would find a ready 
market among their residential custom- 


ers. Four companies mentioned gar- 
bage disposals favorably and only three 
of the eight companies felt that televi- 
sion was in sufficient state of readiness 
to permit any considerable amount of 
television receiver selling. Both Knox- 
ville and Chattanooga, incidentally, re 
sponded favorably to all of the new de- 
vices mentioned above. 
(Please turn to page 84) 





1945—ELECTRICAL MERCHANDISING 








Only COOLERATOR offers per 
ALL 3 KINDS 


VAIL oe 


Here’s how to ring up additional profits! Coolerator gives you 3 kinds of refrigeration to fit 
the needs of every prospect! Write THE COOLERATOR COMPANY, Duluth 1, Minnesota 











COOLERATOR ELECTRIC 
Approximate Retail Price, 
$184.50 and $219.50 


HOME AND FARM FREEZERS 
Approximate Retail Price, 
$184.50 and $254.50 








ICE REFRIGERATOR 
Approximate Retail Price, 
$77.00 and $89.50 





NEW ELECTRIC COOLERATOR 


FREEZERS 


COOLERATOR ICE REFRIGERATOR 





Width | Depth | Height 


| Width Depth | Height 


} 








| 
| 
| 
| 
| 
j 
} 
| 
| 
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9% cu. ft. 33%" | 25%" | 66%" 15 cu. ft. | 30%” 72” | 38” 6% cu. ft. | 31%" 27%" 594” 

nd | 
ts 7% cu. ft. 31%” 25%" 61%" 6” cu. ft. 28%" | 47” 37%" 5% cu. ft. | 28” 25” 55%" 
ts, | 
‘h- 
ey Surveys all indicate a tremendous postwar market for re- Tear out this ad for reference. It gives a complete list of 
+ frigeration, and Coolerator is the largest sole specialist in home distributors, model sizes and approximate price ranges. 

refrigeration in the country! Practically any kind of a home Contact your distributor immediately to learn more about 
ns refrigerator your customer could ask for . . . from the largest Coolerator’s Protected Profit Program—or write... \ 
en 


ng Schenectady, N. Y., LeValley, McLeod, Kinkaid, Inc. 
as Baltimore, Md., David Kaufman's Sons Kansas City, Mo., Enterprise Wholesale Furn. & Stove Co. Springfield, Mass., The Burden-Bryant Company f 
: Binghamton, N. Y., Southern Tier Elec. Supply Co., Inc. Knoxville, Tenn., C. M. McClung & Co. Syracuse, N. Y., Paul Jeffrey Company | 
le- Birmingham, Ala., R. P. McDavid Co., Inc. Little Rock, Ark., Holcomb Gunn, Inc. Toledo, Ohio, Walding, Kinnan & Marvin Co. ' 
es, Boston, Mass., Bigelow & Dowse Company Los Angeles, Calif., Listenwalter & Gough, Inc. Utica, N. Y., Horrocks-lvvotson Company 
°Z- Buffalo, N. Y., H. D. Taylor Company Louisville, Ky., Ewald Distributing Company Vincennes, Ind., Ebner Ice & Cold Storage Company 
1es Charlotte, N. C., Southern Radio Corporation Memphis, Tenn., Mississippi Valley Furniture Co. Washington, D. C., May Hardware Company 
ies Chattanooga, Tenn., Radio & Appliance Dist., Inc. Milwaukee, Wisc., Taylor Electric Company | 
Lae Chicago, Ill., Commonwealth Utilities Company Nashville, Tenn., Keith Simmons Company, Inc. 
Cincinnati, O., Ohio Appliances, Inc. New Haven, Conn., American Distributors, Inc. 
ESS Cleveland, O., Cleveland Radiolectric, inc. New Orleans, La., Modern Appliance & Supply Co., Inc. 
dy Columbus, O., Ohio Appliances, Inc. New York, N. Y., D. W. May Corporation 
m- Dallas, Texas, The Schoellkopf Appliance Co., Ltd. Oklahoma City, Okla., Jenkins Wholesale Division 
ar- Dayton, O., Ohio Appliances, Inc. Philadelphia, Pa., Elliott-Lewis Electrical Company | 
ree Denver, Colo., David C. Dodge Compony Pittsburgh, Pa., J. A. Williams Company 
wi. Detroit, Mich., Republic Supply Corporation Providence, R. |., Providence Electric Company 
Des Moines, lowa, G. W. Onthank Company Richmond, Va., Wyatt-Cornick, Inc. 
winged El Paso, Texas, Albert Mathias Company Rochester, N. Y., Bickford Brothers | 
ot Grand Rapids, Mich., State Distributing Company St. Louis, Mo., Stanley Distributing Company 
x- Houston, Texas, Stravs-Frank Company Salt Lake City, Utah, Refrigeration Serv. & Eng. Co. 
re Huntington, W. Va., Van Zandt Supply Company San Antonio, Texas, General Hotel Supply Company BUY WAR BONDS TODAY 
le- 


capacity freezers and Electric Refrigerators to the most 
economical Ice-Conditioned Refrigerator. 


The Coolerator Company, Duluth 1, Minnesota 


These Leading Firms are Distributors for America’s Largest Sole Specialists in Home Refrigeration 


Allentown, Pa., Bell-Clark & Company 
Atlanta, Ga., The Yancey Company, Inc. 


Indianapolis, Ind., Appliance Distributors, Inc. 
Jacksonville, Fla., Consolidated Automotive Co. 


San Diego, Calif., Sues Young Company 
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HE West South Central region 


comprising Arkansas, Louisi- 
ana, Oklahoma and Texas, which nor- 
mally serves 1,882,349 domestic cus- 
tomers is included in this survey with 
reports from 10 utility companies serv- 
ing 921,415 customers. Estimates by 
utility executives in seven of the ten 
companies reporting, show accumulated 
demand for major appliances in the 
entire area to be considerably below 
the averages for the country as a 
whole. 

The following figures may be com- 
pared with those in the national sum- 
mary. On electric ranges accumulated 
demand is estimated at 3,985 units, or 


7 per 1,000 customers; water heaters 
at 1,020 units, or two per 1,000 cus- 
tomers; refrigerators at 59,200, or 105 
per 1,000 customers. On home laundry 
equipment washers show an accumu- 
lated demand for 40,500 units or 72 per 
1,000 customers; ironers, 5,775 units, 
or 13 per 1,000 customers. The vacuum 
cleaner figures stand at 24,500 units 
accumulated demand, or 45 per 1,000 
customers, 

Of the ten companies reporting, five 
announce their intention to merchan- 
dise appliances post-war; 4 will not 
merchandise; and one is “undecided.” 
Most of them will give kitchen plan- 
ning assistance to their customers, and 


will carry on dealer cooperative pro- 
grams. 

There were 2,800 dealers serving 
the West South Central territory in 
1941, of which 2,100 are still in busi- 
ness—a survival percentage of 76.8. 


Individual Companies 


In Arkansas, the Arkansas Power 
& Light Co., with headquarters at 
Pine Bluff, serve 98,000 residential 
customers with an annual consumption 
of 850 kw.-hrs., which will increase 
rapidly, according to Max Sudduth, 
assistant to the general sales manager. 
The company will do no merchandising 
post-war, but has a program of full 





cooperation with all distributors and 
dealers, including sales helps, adver- 
tising, schools, home service advisers, 
prospect and customer lists. Of the 
620 dealers serving this Arkansas ter- 
ritory prewar, 410 are estimated to be 
still in business. 

The Blytheville Arkansas- Missouri 
Power Corp. serves 14,856 customers 
with an average 1,007 kw.-hrs. In 
post-war the average consumption 
trend is expected to increase 50 percent 
within five years following the war. 
The company will merchandise a full 
line of major and small appliance and 
home freezers, but will not sell radio, 
according to L. S. Benish, commercial 
manager of the company. They will 
also cooperate with the 51 dealers who 
serve the territory. 

New Orleans Public Service, Inc., 
New Orleans, Louisiana, serves 112,- 
000 residential meters with an average 
annual consumption of 893 kw.-hrs. 
The company will merchandise post- 
war except for ranges, water heaters 
and radio, and will carry on a sup- 
porting dealer cooperation program 
which will include advertising, sales 
training, campaigns, etc. Of the 547 
dealers serving the territory before the 
war, 504 are estimated to be still in 
business. 

At Shreveport, the Southwestern 
Gas & Electric Co. serves 82,333 resi- 
dential customers with an average an- 
nual consumption of 890 kw.-hrs. This 
average consumption trend in post-war 
is expected to increase to 40 kw.-hrs. 

(Continued on page 88) 
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NUMSER OF | AV.KW.HR. NUMBER DO You 
CUSTOMERS CON. PRESENT SATURATION ESTIMATED ACCUMULATED DEMAND DEALERS PLAN TO 
URBAN IMMEDIATELY AFTER WAR SERVING | MERCHANDISE 
« &RURAL)| SUMPTION 
TERRITORY | AFTER WAR? 
Elec. Weter Relrig- Vecuum | Electric Water Refrig- Vacuum ee 
Dec. 31, Dec. 31,| 1944 1943 | Ranges Heaters erators Washers lroners Cleaners | Ranges Hesters eretors Weshers lroners Cleaners| 1941 1944 Yes No 
ie ee i % % % % % % | (Units) (Units) (Units) (Units) (Units) (Units) | 
ARKANSAS 
Askanses—DMimouri Power Cor....| 14,856 13,952 |1,008 1,010 20 9 70 10 5 500 300s 2 500 =: 100 51 51 57 
Askanses Power & Light Co | 98200 88,763 | $50 835 pea LE sai v9 mah Bede ws 620 410 —— ~ 
LOUISIANA 
New Orleans Public Service Inc.....|112,000 106,437 | 893 821 r) 66 50 38 1 15 —_ a Soares > 547 504 Yes 
Ges & Electric Co. 82,333 78,499 | 890 860 4 1 6 25 g 50 300 «150 9,000 7,500 300 3,000; 46 10 Yes 
Guilt Public Service Co 13,700 124684 | 720 680 2 25° 40 20 25 «620 100 1,200 1,500 100 500 Yes 
OKLAHOMA 
Oklshome Ges & Electric Co. 152,500 147,000 | 840 810 3 0 70 70 15 60 2,000 60 20,000 20,000 5,000 10,000) 60% Survived No 
TEXAS 
Texas Electric Service Co 101,900 1004 946 65 110 10 6 © 5 
wn ae 000 5,000 000! 480 360 Yes 
Antonie. : 75,919 74,568 | 861 797 1 1 80 60 + 80 175 75 15 5 1 (5 35 30 ads No 
Goll States Utilities Co 98,407 99,041 [1,155 1,191 11 4 62 10 5 2% 800 46 400 anes 1900 200 900 100 35 ee oe 
Lerge Texas Utility [171.400 164,179 1030 937 4 4 67 30 -1 27 idee 4 Bees ea” Gee eel eee Yes 
\ 
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Right this minute, women are talking about, raving about, 
doing things about the one-and-only Bendix Automatic 
Home Laundry! Millions are planning to have a Bendix 
of their own, just as soon as the new ones are available. 
Over 300,000 women now have pre-war Bendix machines, 
and they’re spreading the wonderful magic Bendix story 
of no-work washdays! Others are registering at their 
Bendix dealers for a postwar “priority” on the new 
Bendix. No other washing machine dealer ever had such 
a golden opportunity to strike it rich—in a market where 
his customers are already pre-sold on Bendix quality and 
operation! For the Bendix is known—is wanted—and will 
be sold in the millions! 


Bendix Home Appliances, Inc., South Bend, Indiana . 


ELECTRICAL MERCHANDISING—JANUARY, 1945 


Wherever Women M eer Toul Hear. 








“ALL WANT IS A 





























NATIONAL ADS? Of Course! In Life, McCall's, Parents’, True Story, 
Better Homes and Gardens, American Weekly, Good Housekeeping, and 
Sunday newspaper supplements. 


NATIONAL RADIO? Of Course! Bendix spot radio announcements— 
unique, dramatic, set to the new ear-catching Bendix theme song—have al- 
ready hil Letad the +. , 


ELECTRIC SIGNS? Of Course! Outdoor, Counter, Aisle and Window 
Signs in brilliant neon and flvorescent lighting. Distinctive Bendix identification. 





MOVIES? Of Course! Specially-prepared Bendix minute-movies are being 
screened for later release to local motion picture houses! Real sales-makers! 


STORE DISPLAYS? Of Course! Window, floor and counter displays! 
Store signs, truck signs, point of sale materials of all descriptions—by Bendix! 


DEALER MATERIALS? Of Course! Newspaper ad mots, letterheads, 
publicity stories, stuffers, folders, book matches, decals—every dealer need! 











. Pioneers and Perfectors of the Automatic ''Washer” 


|BENDIX:~»Home Laundry 
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SIGN THAT AN OLD FRIEND IS 
COMING witH somEeTHING VEI/ 


KK * Westinghouse will be ready when victory is won 
... with new and better radio and television receivers. 


That’s welcome news to the users of 30 million Westinghouse 
home appliances . . . because to them Westinghouse is more 
than a famous name. It is an old friend on whom they’ve learned 
they can depend for good products at fair prices. 


That’s not all. Ask a few of your customers what the name 
Westinghouse means to them in radie. You'll find many an old 
fan of radio station KDKA, the world’s first broadcasting 
station. You'll find many who remember the famous Aeriola, 
Jr., as the world’s first factory-built set. You'll find many who 
remember with gratitude that it was Westinghouse who made 


it possible to operate a radio simply by plugging it into house 
current—doing away with batteries. 

You'll find those who know that the electronic-beam iconoscope 
(the eye of the television camera) and the cathode-ray picture 
tube of modern television receivers were both originated in the 
Westinghouse laboratories. 


And when those ten million new customers return from the 
wars, it will be hard to find one who isn’t familiar with the name 
Westinghouse on what he knows to be the finest military radio 
and radar in the world. 


You can depend on Westinghouse to give you the advertising, 


the promotion, and the product that it takes to achieve leader- 
ship in radio and television. 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 


PLANTS IN 25 CITIES 


OFFICES EVERYWHERE 


Westinghouse 


RADIO 


1945 


TELEVISION 








alfa Million Washing Machines | 





Enough for what? 


Enough to satisfy the demands of American Home 
families within a single year after V-Day! 






How do you know that? 


In a recent poll of The American Home Reader- 
Consumer Panel (a representative cross-section of 
American Home readers), 29% of all the Panel members 
said they planned to buy washing machines during 
the first year following the war. Assuming that this is 
true throughout the entire circulation, 29% of the 
2,367,390 families who read The American Home will be 
in the market for washing machines soon after V-Day. 


Why, that adds up to | 
686,000 washing machines! 


Precisely! Sounds like a mighty high figure, but 

don’t forget that virtually the only people who read 
The American Home are full-time homemakers, more 
than two-thirds of whom are home owners who for 
years have been making plans for specific postwar home 
improvements. And that includes everything from 
attic insulation to washing machines. 





Boy, that’s good news for 
washing machine dealers! 


You bet it’s good news! During a single year 
American Home families intend to buy more than 5200 
washing machines from dealers in Pittsburgh, more 
than 4400 in Baltimore, more than 4800 in Seattle, 
almost 8000 in Los Angeles, more than 19,000 in Chicago. 
No wonder half a million washing machines won’t 

be enough — for the active, eager-to-buy American 
Home families all ‘ 
over the country. p 









For postwar Electrical 
Equipment business, 


there’s no place like 


Yhe AY ERICAN Hom E 


PAGE 88 


West South Central 


CONTINUED FROM PAGE 84 gece 





per customer. The company will mer- 
chandise a complete line of appliances 
except radio and vacuum cleaners, and 
will help dealers by supplying pros- 
pects and advertising. Only ten of the 


| prewar 46 dealers are still in business, 


according to J. B. Reeder, commercial 
manager of the company. Accumulated 
demand for major appliances and radio 


| is estimated at 53,250 units. Reports 


on New Iberia is also included in the 
accompanying table. 

Oklahoma Gas & Electric Co. at 
Oklahoma City, serves 152,500 resi- 


| dence customers with the average 


annual consumption of 840 kw.-hrs. 


| according to F. W. Wilson, manager 


residential sales. The utility will do 
no merchandising post-war, but their 
dealer help program will include ad- 
vertising promotion, demonstrations in 
dealer stores, plus incentives for 
dealers’ salesmen. About 60 percent 
of the dealers that served the territory 
in prewar are still operating, Mr. Wil- 
son said. He further estimates that 
the accumulated demand for major 
appliances now approximates 92,060 


| units. 


Texes Utilities 


In Texas, the Texas Electric Serv- 
ice Co., Fort Worth, serves 101,900 
customers with average annual con- 


| sumption of 1,004 kw.-hrs., according 


to W. H. Merrick, Jr., residential 
sales manager. The company will not 
merchandise major appliances post- 
war, but will sell IES lamps and small 


| appliances, Mr. Merrick said. And in 


addition will help stimulate dealer sales. 
Of the 480 dealers in the territory, 
prewar 360 are still going concerns. 
Gulf States Utilities Co. at Beau- 
mont, serves 98,407 domestic custom- 
ers with an average annual consump- 
tion of 1,155 kw.-hrs. This average 
consumption trend is expected to in- 
crease to 1,500 kw.-hrs. five years after 


| the war is over. The company will 


merchandise a full line of major and 


| small appliances except radio. Their 


main effort, however, will be on pro- 
motional appliances, according to L. F. 
Riegel, general sales manager. In ad- 
dition, the company will provide good 
dealer help and cooperation with the 
company participating in appliance 
sales. Only 35 of the estimated 100 
dealers are still in business. Mr. Rie- 
gel estimated an accumulated demand 


| for domestic appliances to be 14,900 
| units in the Beaumont territory. 


Over in San Antonio, the City Pub- 
lic Service Board serves 75,919 do- 


| mestic customers with an average 


annual consumption of 861 kw.-hrs. 
The Board will do no merchandising 
in post-war, but will give dealers as- 


| sistance in promoting merchandise and 
| in advertising sales programs, provid- 
| ing display and demonstration space, 


according to R. E. Sivley, commercial 
manager. Accumulated demand on 
major appliances and radio is esti- 
mated at 40,400. 

(Please turn to page 92) 
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IF YOU BELIEVE 
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AUTOMATIC 


CLOTHES DRYER 


) BOTH GAS AND ELECTRIC MODELS 


Detroit Distributor Reports Un- 
usually Keen Interest in Auto- 
matic Clothes Dryers Among 
Dealers and Washer Owners 


@ A. R. Morey, Manager, Major Appliance Division, 
Buh! Sons Co., Detroit, writes: “At recent dealer meet- 
ings, we introduced the Hamilton Clothes Dryer, 
which had a spontaneous and enthusiastic reception 
...and considering postwar sales volume quotas es- 
tablished by dealers themselves, we confidently believe 
r that the Hamilton Dryer will be one of our leading 
major appliance lines.” 





VORLD'S LARGEST MANUF 
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The modern woman not only wants her clothes laundered the 


modern way—she wants them dried the modern way, too! Thus, 
every washer you sell creates a definite opening to sell a Hamilton 
Automatic Clothes Dryer . . . with its proved savings of time, work and 
worry. 15 to 25 minutes will suffice to damp-dry an average washer 
load of clothes. And it’s always fair weather with a Hamilton... 
rain, snow, cold or hot, clothes dry crisp and clean. . . always. 


What's more, being a comparatively new product, there is no 
trade-in problem. When you sell a Hamilton Dryer with another 
appliance, you increase your margin to cover the trade-in on the 
old appliance. 
THE HAMILTON WILL BE READY...WILL YOU? 


Over 5,000 Hamilton Automatic Clothes 
Dryers sold like the proverbial hot cakes be- 
fore war stopped production. It has been thor- 
oughly tested and approved in the laboratory 
and in thousands of homes and apartments. 
Having only three moving parts, the Hamilton 
is simple in design and construction .. . frees 
you from the expensive nuisance of “service 


calls.” Your inquiry is cordially invited. 


ANUFACTURING CO. 


EQUIPMENT FOR THE PROF 
F ESSION¢ 
: TWO RIVERS - WISCONSIN 
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« Intermountain district var- 

ies in the extent to which it has 

been affected by the war effort. 
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have developed in this region because 
raw-nfaterials were most readily avail- 
able. Agriculture has had to meet 
new demands. ~ Army training camps 


in certain areas, attracting additional 
population. On the other hand there 
are a number of sections which have 
lost population temporarily. 


Population Changes 


Effect of the war on population has 
varied from as much as 30 per cent in- 
crease reported from certain sections 
of Arizona to a loss of 15.8 per cent 
reported from Montana. 

In regard to population changes and 
the consequent outlook for postwar 
building, G. B. Buck, vice president of 
the Public Service Co. of Colorado, 
says: “The official population of Den- 
yer in 1940 was 322,412 and estimates 
which appear reasonable indicate that 
it-is now 355,000, or an increase of 
about 33,000. Including suburbs, the 
increase has been about 44,000. Be- 
cause of a very acute housing shortage, 
many who work in Denver are forced 
to live in towns beyond the boundaries 
of the environs. This has created the 
effect of having a much lower increase 
in population than should have resulted 
from the increased number of employed 
persons in this area.” The present total 
of 186,000 workers is in fact 44,000 


1940—or the equivalent of the entir 
population increase. Some recession 
has already occurred from the Novem- 
ber, 1943 peak, due to a curtailment 
of production by the Remington Arms 
plant. The plant is now being re- 
equipped to produce large caliber am- 
munition. On the basis of plans t 
bring industries to this district after 
the war, it is estimated that 25,000 car 
be employed after the war, meaning ar 
addition of 56,750 to the 1940 popula- 
tion. 

In regard to housing, Mr. Buck 
says: “There are now approximatel; 
100,000 dwelling units in Denver, wit! 
practically no vacancies. Normally, 
vacancies average from 4 to 7 per cent 
In 1940 and 1941, the last two years 
in which building materials were not 
under governmental restrictions, 5,87] 
new dwelling units were constructed 
Since there has been relatively litth 
home building during the last two an 
one-half years, it seems reasonable t 
assume that at least 10,000 new dwell 
ing units will be erected during th: 
first two years after building material 
become adequately available.” 

Under special wartime conditions \ 



































and certain types of war industries and headquarters have been established more than the number employed in (Continued on page 94) 
ELECTRICAL APPLIANCE MARKET DATA—MOUNTAIN REGION 
| NUMBER DO YOU 
| eee | ae | ee ESTIMATED ACCUMULATED DEMAND DEALERS PLAN TO 
(URBAN & RURAL), SUMPTION | IMMEDIATELY AFTER WAR SERVING MERCH ANDISE 
| | TERRITORY AFTER WAR? 
Elec. Water Refrig- Vecuum | Electric Weter Refrig- Vecuun 
Dec. 31, Dec. 31, 1944 1943  Renges Heeters eretors Washers lroners Cleaners| Renges Heesters erstors Weshers lroners Cleeners| 1941 1944 Yes No 
1944 1943 % % % % % % | (Units) (Units) (Units) (Units) (Units) (Units) 
MONTANA 
Montane Power Co. 74,183 1,112 1,081) 30 15 70 85 10 350 248 a No 
s | | 
IDAHO 
ideho Power Co. 63,000 61,550| 2450 2,361) 60 28 75 es 4 | 6A31 3,071 11487 17,907 500 410 369 Yes 
' 
WYOMING 
Sheriden County Elec. Co. 4160 3,778, 825 803) 16 3 56 72 1 730 «400 «1,210 «1,270 450 8 oI No 
COLORADO 
Colorado Springs Dept. Public Utili- 
ties 13,568 1050 1,002) . — i pe baka a | 10 10 sibi No 
Southern Colorado Power Co. 24,349 24481) 1,124 1047) 19 7 65 65 5 200 200 1,000 625 100 a 18 Undecided 
Public Service Co. of Colorado 124,894 124,160 901 857) 6 eae 55 65 2 1,100 500 21,000 13,000 2,000 | 25 31 Yes ale 
| 
MEW MEXICO 
New Mexico Power Co. 4,400 720 600 few ee. Shen 200 200 5 5 No 
ARIZONA 
Central Arizona Lt. & Pwr. Co. 32,414 1,090 1,070) 6 25 66 60 300 150 5,000 3,000 300 107 96 Re No 
Twcson Ges Elec. Lt. & Pwr. Co. 17,800 16,859) 1,227 1,137 s 2 68 45 1.5 300 250 61,000 500 200 30 18 Undecided 
i 
UTAH 
Provo Dept. Public Utilities 5,218 1,368 1,374 11 a 59 76 700 500 1,250 1,000 1,000 ’ 10 a = No 
Telluride Power Co., Richfield 5,213 800 800 17 50 90 250 . 500 500 14 10 Yo . 
Uniteh Pwr. & Lt. Co., Roosevelt. 525 700 800 752 2 3 ae se 2 200 200 200 100 15 , 3 3 aio No 
Uteh Power & Light & The Western | | 
Colorede Pwr. Co. 125.118 124,331' 1,367 1,328) 40 5.5 7s 3 629 629 No 
| 
MEVADA | 
Stowe Pacific Power Co... 14300 13,361/ 2,050 1.856 6 | No 
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ENTIRE BLUE NETWORK 
Comer we Condy 181 Stations 


+ * &¥ 


RAYTHEON MANUFACTURING COMPANY 
Waltham and Newton, Massachusetts 


. All Four Raytheon Divisions 
~ = ‘ Have Been Awarded Army- 

P : \ \\ | Navy “‘E'’ with Three Stors 
: 4 

y/ 


* . s 
Wigh Fedeltty bh 
ELECTRONIC AND RADIO TUBES 
MENT FOR THE NEW ERA OF ELECTRONICS 
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Busy Spots — everywhere — have a well 
earned reason. Some speak for themselves 
but most everyone takes the Kitchen, The 
Busy Spot in the Home, for granted. So 
plan now your American Kitchen, sci- 


entifically constructed to reduce work 


—with three convenient work 
(1) for Storage; (2) eel 
1 










in the meantime — remember American. 


nRETCHERS 














AMERICAN CENTRAL MANUFACTURING CORPORATION + CONNERSVILLE, INDIANA 
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overtime and full employment, it is 
estimated that the income of the aver- 
age individual in the Denver area has 
increased 60 per cent over prewar 
levels. Eliminating overtime and re- 
ducing the amount of employment by 
19,000 leaves still an increase of about 
| 30 per cent in purchasing power per 
individual. 


Utah Housing Survey 





A survey of new housing units built 
in Ogden, Salt Lake and in southern 
Utah was made recently by the Utah 
Power & Light Company which indi- 
| cated that in the three-year period 
| prior to 1941 a total of 4,660 housing 
units were constructed in these three 
divisions, or an average of 1,553 per 
year. From 1941 through 1943, 15,080 
housing units were constructed, or 
4,309 per year. Of these 8,660 were 
designed for permanent occupancy, 
5,350 are frankly temporary in charac- 
ter, while 1,070 are doubtful. As of 
| June 1, 1944, 11,650 of these housing 
| units were occupied, 2,532 were vacant 
| and 928 were still under construction. 
It was found that 36 per cent of these 
housing units were heated by gas, 61 
| per cent by coal and 3 per cent by other 

methods. 62 per cent use gas for cook- 

ing, 26 per cent use coal, 10 per cent 
| electricity and 2 per cent other 
| methods. Of the total 15,080 units in- 
| volved, 63 per cent heat water with gas, 
1 per cent use electric water heaters 
and 36 per cent use coal or other 
methods. Refrigeration is missing in 
16 per cent of the housing units, while 
| of the remainder, 47 per cent use ice, 
and 36 per cent electricity, while 1 per 
cent use gas. 








Utah Power & Light 


From the Utah Power & Light Co. 
figures are available to show that only 
17 per cent of the company’s residential 
customers now use automatic coal 
stokers and that only 6,000 of the com- 
pany’s 55,000 range users have electric 
water heaters. A commercial survey 
revealed that of 602 customers con- 
tacted, 237 plan to improve lighting 
after the war, 145 to-remodel, 49 to 
purchase air conditioning equipment, 
44 refrigeration equipment. Since 75 
to 90 per cent of all commercial light- 
ing now in use will be considered obso- 
lete because of equipment advances, it 
is estimated that about $400,000 worth 
of lighting fixtures and $200,000 worth 
of tubes and lamps may be sold in this 
district the first postwar year. Heat 
applications, air conditioning and gen- 
eral motor applications are among the 
industrial demands which are piling up. 


Merchandising Plans 


Although several of the _ utilities 
serving the Intermountain region ex- 
press their intention of selling appli- 
ances after the war, most of them state 
that they will work toward having a 
larger proportion of the business 
handled through dealer channels, the 
utility supplementing these sales when 
dealers do not offer adequate coverage. 
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Of its postwar dealer cooperation 
plans, the Public Service Company of 
Colorado says: “A department has been 
established to contact dealers with the 
view of promoting cooperative en- 
deavor. An attempt will be made to 
coordinate sales campaigns and adver- 
tising of all dealers; keep them in- 
formed of our plans; permit their use 
of our testing laboratory facilities; 
render engineering assistance when 
requested.” 

The Montana Power Co. which has 
recently announced its intention of 
leaving postwar merchandising to the 
dealers in its territory, has been mak- 
ing a series of studies of fundamental 
factors in load building in that terri- 
tory. Each division is to be given as 
much responsibility as possible in 
carrying out postwar activities. Com- 
parisons are being made of kilowatt- 
hour sales by towns, as well as figures 
of revenue per customer, both com- 
mercial and domestic, which will be 
checked against the records of other 
Ebasco companies and of other utilities 
in the Pacific Northwest. This will 
enable goals to be set for local com- 
munities and for individual districts, 
which will encourage a competitive 
spirit. In preliminary thinking, D. J. 
McGonigle commercial manager, has 
aimed at a minimum headquarters staff, 
with perhaps one residential salesman- 
ager, who will also have supervision of 
contacts with architects and builders 
and of wiring as well as of appliances. 
In addition there would be an indus- 
trial and commercial specialist and a 
dealer manager, whose duty it would 
be to organize dealers and to frame the 
dealer program. There may be no 
headquarters home service director, 
although each division will carry out 
its own home service program. 

W. A. Huckins, salesmanager of 
the Utah Power and Light Co. has 
set up the outline of a postwar head- 
quarters organization through which 
the dealer help program is to be carried 
out. This includes a residential, a com- 
mercial and an industrial manager, as 
well as a farm and a training manager 
and a home service director. The resi- 
dential director and the home service 
director would work with dealers for 
the development of the appliance 
market. The sales staff is to be 
increased to 83. This adds six farm 
specialists, seven home service girls, 
and nine domestic salesmen whose 
duties may include the assisting of 
dealers in closing sales. Their regu- 
lar duties will be to contact builders of 
new homes, follow through on wiring 
promotion, lighting, stoker and other 
special electrical application promotion. 
In general the aim of the domestic 
staff will be two-fold—first, to work 
with users to assist them to use their 
electrical equipment to better advant- 
age and to create a desire for new 
appliances, to impress upon them the 
dependability, reasonableness and value 
of electric service, and second, to aid 
dealers, wholesalers and manufacturers 
to make more sales of electrical equip- 
ment. 

(Continued on page %%) 
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ELECTRICAL APPLIANCE MARKET DATA—PACIFIC AND BRITISH COLUMBIA 


HE Pacific Coast is very thor- 
oughly in the war. Because of 
its proximity to the Pacific cen- 

ters of war and because of its abun- 

dance of raw materials and electric 
power, many war production works as 
well as military activities have been 
established here. Newly developed 
heavy industries, such as steel and 
aluminum production, airplane manu- 
facture and shipbuilding have attracted 
workers from all over the United 

States. Population has increased, some 

cities doubling, or even tripling their 

inhabitants, while the region as a whole 
has shown an increase far above that 
of the country as a whole. California, 

Washington and Oregon now have a 

combined population of over 12 million. 

Purchasing power in this section has 

always been somewhat higher than that 

of the nation as a whole. The Census 

Bureau lists the per capita buying 

power of the nation as $565 in 1940, 

while that of the average individual in 

California was $773, of Oregon $590 

and of Washington $638. Spokane 

County, Washington, alone reports a 

per capita buying power of $2,252 as 

of the present year. An indication of 
the increase during wartime is shown 


EE A 





by the record of wholesale trade vol- 
ume for the eleven western states 
which increased from about four bil- 
lion dollars in 1919 to a wartime peak 
of almost eleven billion dollars. 


Will Population Remain? 


Looking forward to markets after the 
war in this region, the electrical in- 
dustry is naturally concerned with the 
problem of the extent to which this 
newly attracted population will remain. 
Many of the industries which have 
dealt with purely war materials will 
inevitably close, but there are others 
which may remain in slightly modified 
form. Other factories, serving the needs 
of the West, of the nation as a whole, 
or even of a newly awakened Orient 
may be expected to start up. Every 
branch of the electrical industry which 
serves this section must deal with these 
factors in making plans for the future. 
Realizing their responsibility to pro- 
vide information which would be diffi- 
cult for an individual company or 
dealer to obtain, many of the utilities 
have made studies in their own terri- 
tories which will provide basic infor- 

(Continued on page 100) 























WASHINGTON 
Pacific Power & Light Co. 


Seattle City Light Dept. 
City of Tecome Ltg. Division 
Washington Water Power Co. 


OREGON 
Eugene Woter Board 
Mountain States Power Co. 


Northwestern Electric Co 
Postiand General Electric Co. 


CALIFORNIA 


Puget Sound Power & Light Co. 


East Oregon Light & Power Co. 


NUMBER OF AV. KW. HR. 
ON- 


CUSTOME 


RS Cc 
RBAN & RURAL) SUMPTION | 


78,750 


216,000 
87,930 
38,255 
82,800 


6,845 


57,490 
42,441 
141,219 





58,640 


208,000 
88,000 
38,752 
83,254 


6,645 
9,680 
55,500 


137,354 








2,360 


1,334 


3,003 
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2,078 
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1,150 
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45 
39 
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A A 
FEDS SATURATING IMMEDIATELY AFTER WAR SERVING | MERCHANDISE 
TERRITORY AFTER WAR? 

Retrig- Vacuum | Electric Water Relrig- Vecuum 

eretors Washers lroners Cleaners| Renges Heaters eretors Washers lroners Cleaners, 1941 1944 Yes No 
% % % % (Units) (Units) (Units) (Units) (Units) (Units) | 
50 85 7 doa 12,000 9,800 94600 6,000 2,000 245 135 Yes 
64 = iaied coum 10,000 8,000 25,000 .... 107 96 Undecided 
68 84 14 ipl 10,000 10,000 .... ese - 90 68 Yes ; 
73 65 10 ota 15,000 12,000 20,000 25,000 7,500 290 250 Yes ae 
80 85 10 eed 100 1,000 1,700 1,700 ea 22 11 No 

agora ste Aeon ggg, Merona neta Ra 2 890s 12 | Ne 
55 85 10 ene 5,000 5,000 14,000 7,500 3,000 wai m | No 
70 ‘ meas Jade 9,500 4500 .... we nae 240 223 No 
65 24 — 15,000 15,000 30,000 20,000 10,000 200 156 No 
65 75 1 800 2s 700 861,000 100 ae 6 - = No 
70 70 10 1900 1,000 2,000 3,000 S60. .... Yes 
ae Ne. 3000 4000 4,000 4000 1900 .... 29 23 Yes 
75 60 5 123 60 370 675 a 30 24 Yes 
65 bee adie 500 150 61,000 de =A — 12 3 Undecided 
71 6 6 334 167 500 834 Ge stu 12 12 ‘ No 
70 see = _ ie oven eeu ee 180 99 nie No 
70 80 3 200 100 400 200 Se cece 12 7 ent No 
11 70 9 53,500 37,000 228,000 259,000 74,500 .... 1,742 1,515 Ya P 
77 80 10 500 200 2000 1,000 ae 40 16 “sie Ne 
78 67 7 2,175 2000 18,000 15,000 5000 .... 175 165 i No 
70 45 1 15,00 10,000 75,000 75,000 15,000 ee 45% servived Yes os 
5,000 25,000 20,000 
30 «01,300. .... 
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* Exclusive of imperial & Coschelle Valley sold to imperial lerig. District 10/15 /43. 
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Hold Everything Until You See 
STEWART-WARNER’S LINE! 


Look for a line that’s literally packed with “best sellers.” 
Here are radios that are designed to out-sell and out- 
perform any competitive model! And, this new Stewart- 
Warner line will be backed by typical hard-hitting 
Stewart-Warner advertising and merchandising help. So, 
look to Stewart-Warner for the class of the radio field. 
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Te is railroad talk for “all clear ahead.” So, the 
day the powers that be give us the signal to roll, 
Stewart-Warner will begin making radios, but quick! 


The secret behind this ability to quickly shift part or 
all our production from war to civilian needs is a new 
development in straight-line assembly. It’s an innova- 
tion created by Stewart-Warner and is destined to set 
a new standard in radio manufacturing. 


It is this kind of ingenuity that enabled Stewart- 
Warner to switch from peace to wartime production 
practically overnight after Pearl Harbor. 


And, it is Stewart-Warner’s production “savvy” that 
is setting records like these: 


More than 12,000,000 pounds or 6,000 tons of 
highly complicated radio, communications and direc- 
tion-finding equipment shipped to Army and Navy 
forces since Pearl Harbor . . . and shipped on time. 


A volume of material to fill more than 1200 freight 
carloads and make up a train nearly 12 miles long! 


There you have the setting for civilian radio production 
when we get the word to “hi-ball.” Then, those Stewart- 
Warner Radios will start on their way to 

you...a complete line, sparkling with 

sales appeal and performance. 


RADIO DIVISION OF STEWART-WARNER CORPORATION + CHICAGO 14, ILLINOIS 
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Just like the old days 


... Only Better / 


A finer line of products to meet 
the greatest concentrated demand 
you’ve ever known — that’s the 
wide - awake electrical appliance 
dealer’s post-war plan. That’s why 
sO many are figuring on Kitchen- 
Aid today! 

There'll be (just as before) a 
complete line of KitchenAid food 
mixers designed to put a better 
machine in every price bracket. 
They’ll incorporate all the features 
that made KitchenAid such a 
pre-war standout, including the 
exclusive Thoro-Mix Action—plus 
refinements to be announced. 
There'll be a complete line of 


attachments for follow-up sales— 
all extra-profit items that work 
without power boosters. And 
there’ll be KitchenAid Coffee Mills 
to bring freshly-ground coffee to 
every home. 

You can plan on this. You can 
plan on popular prices, full Dealer 
profit, and an enlarged consumer 
advertising campaign. And you 
can plan on handling the line as 
soon as we can re-convert, 

But you’ll want your share as 
soon as the new KitchenAid line 
hits the market—so you'd better 
plan with your distributor now. 
He’s making his plans today too! 


7 Complete Line—watch tor de¢als 








The Hobart Manufacturing Co., KitchenAid Division ® Troy, Ohio 
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nation upon which postwar planning 


may be based. 


Population in California 


Reports from all companies serving 
California areas show some increase in 
the number of domestic customers, al- 
though when individual companies 
break down their districts into smaller 
areas, it becomes apparent that most of 


| the increase has been in the cities, with, 


in some cases, a considerable falling 
otf in rural territory where no army 
camps or war industries happen to be 
located. The number of domestic cus- 
served has lagged somewhat 
behind the population increases, be- 
cause of the housing situation which 


tomers 


| has resulted in more families than one 


living under the same roof, Conversely, 
when peace again comes, there will be 
less chance of a drop in meters than in 
population. 


P. G. & E. Survey 


Most complete of the surveys in the 
field of population is probably that re- 
cently made by the Pacific Gas and 
Electric results of which 
have published in a_ pafhphlet 
which sent to all dealers and 
wholesalers serving this district. This 
gives present population and domestic 
customers and probable future 
changes by trading areas and by years 
up to and including 1950. A dealer ina 
purely rural district, such as Placer- 
ville, where the population dropped 
from 11,906 in 1940 to 9,026 in Decem- 
ber, 1943, has a different problem to 
face from that of the man in the Rich- 
mond area near the shipyards, where 
the number of inhabitants has risen 
from 46,854 in 1940 to about 134,510 
at the end of 1943. The studies indicate 
that in the case of most areas which 
have lost population, it is expected that 
the end of the war will show an imme- 
diate uptrend, although full 1940 levels 
may not be regained until about three 
years after the war. Shipyard areas, ot 


Company, 
been 


Was 


course, may show a drop, possibly even 
before the war ends, but such a com- 
munity as Richmond is expected to 
keep a fair proportion of its newcom- 
ers, the vear-after-war figures being 
set at about 76,250 (as compared with 
46,854 in 1940). Thereafter a steady 
gain is predicted 

In other words, for the region as a 
whole there will be no falling off at the 
close of the war, although the rate of 
gain will be slowed somewhat for the 
initial period. 


Japanese Population 


\ study of California population by 
the California State Reconstruction 
and Reemployment Commission indi- 
cates that there are several factors to 
be considered. In none of the popula- 
tion studies have the state’s 93,000 pre- 
war Japanese population been included, 
nor has the military personnel 


sta- 
tioned in the state been counted, even 
though their presence has a marked ef- 
ject on the state’s economy, including 
| the use of electricity and the consump- 
| tion of all 


products. Factors which 





JANUARY, 


CONTINUED FROM PAGE 9% 





have influenced the rate of growth are 
the addition of 1,320,000 newcomers 
from other states, most of them war- 
workers, plus a large increase in the 
birthrate, which brings the total gain 
from the start of the war to the present 
to about 1,500,000. The overall picture 
also shows a typical shifting of popu- 
lation within the state from rural to 
urban and industrial areas. 


The Future Picture 


The close of the war will undoubt- 
edly bring a return to the land to some 
extent, although many who have gained 
skills in industry will prefer to remain 
in this field. Some of the newcomers 
from other states who remain will go 
into farming, as will also a certain pro- 
portion of returning veterans. The con- 
centration of population in the three 
major industrial areas of San Fran- 
cisco, Los Angeles and San Diego will 
show some falling off. If the postwar 
economic adjustment is reasonably 
smooth, however, it is expected that 
even these areas may show some in- 
-rease Over present wartime populations 
by 1950. 

In San Diego, where the develop- 
ment has been based almost entirely on 
wartime enterprise, 75,000 workers 
were interviewed by a San Diego Com- 
mittee for Economic Development in 
order to ascertain whether or not they 
intended to remain in San Diego. Sev- 
enty-five percent of the newcomers 
signified their desire to stay. About 
one half of these will remain only if 
employment is provided, but the re- 
mainder intended to become permanent 
San Diegans, with jobs or without. 
Taking into consideration returning 
servicemen and maturing youth, the 
committee figures that the effective 
labor force in the period after the war 
will be 153,000, as compared with the 
present wartime figure of 160,000 and 
the prewar total of 83,000 workers. 

For the state as a whole, the 1950 
population estimates vary from 8,300,- 
000 under unfavorable post-war eco- 
nomic conditions to a possible 9,225,- 
000. 1940 census figures gave Califor- 
nia a population of 6,907,382. 


Housing Studies 


rhe electric industry is particularly 
concerned with the subject of housing, 
for the reason that every new home 
built will require wiring and supplies, 
‘hen appliances and lighting fixtures. 
ies have been made by several 
Ca..fornia companies on this subject. 
The Pacific Gas and Electric Company 
ior northern California finds that about 
157,622 new homes will be required on 
its system in the five years following 
the war. Estimates are made by trad- 
ing districts, with a summary for the 
system as a whole and are available in 
pamphlet form. A summary of the 
system totals is given on page 104. 
Postwar homes will be higher in 
price because of increased costs of 
material and labor. A careful check- 


(Continued on page 104) 
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PERSONAL SETS 









TABLE SETS 










TABLE COMBINATIONS 





F. M. SETS 









CONSOLE COMBINATIONS 












RECORD PLAYERS 





PORTABLES 





TELEVISION 





MAGUIRE FRANCHISE 


KEEP /T WITH THE 


* 
A NEW NOTE /N/ HOME RADIO 


The emergencies of War give rise to new lead- 
ership. Maguire Industries, a recognized leader 
in the production of wartime electronic, radio and 
radar devices, will retain its war-earned leadership 
through the manufacture of a complete and out- 
standing line of radios, radio-phonographs and 
television instruments for the home. 

For your customers, Maguire Home Radio, 
the ultimate in tonal quality and interference-free 
reception, will be the radio they've been waiting for 
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and wanting to buy. For you, the Maguire Home 
Radio line means speedy sales, minimum service 
... real profits! 

Don't miss this real opportunity for post- 
war radio sales leadership! Progressive dealers 
and distributors everywhere are investigating the 
Maguire franchise . . . Why don't you look into 
Maguire's liberal dealer and distributor policy? 
For full information, write Maguire Industries, Inc., 
342 West Putnam Ave., Greenwich, Conn.—today! 





GREENWICH © STAMFORD © BRIDGEPORT © NEW MILFORD © NEW YORK 
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MORE MONEY FOR YOU WITH KALAMAZOO ) 


New Kalamazoo 


Lock Uhead- 
Keep Whead with 
KALAMAZOO 


Kalamazoo—for the first time—offers fran- 
chise dealers an opportunity to share in 
Kalamazoo Prosperity. 

Kalamazoo makes headline news—with a 
new full line tied up in one complete mer- 
chandising package. 

Never in all Kalamazoo history have deal- 
ers been offered a chance to take on the Kala- 
mazoo line, because for 45 years Kalamazoo 
has sold only by mail and through its own 
factory-owned stores. 

Now, in certain markets and communities, 
Kalamazoo franchises are open to quality 
dealers who are looking for a quality line 
with great volume and profit possibilities. 

Through mass distribution and mass pro- 
duction in highly modernized, streamlined 
factories, the new Kalamazoo line will repre- 
sent such outstanding values that Kalama- 
zoo will reach a new peak of leadership. 

Grow with Kalamazoo—a sound company 
in a sound industry. 

For complete information, write today to 
Sales Manager, Kalamazoo Stove & Furnace 
Company, Kalamazoo 6, Michigan. 


KALAMAZOO STOVE & FURNACE CO, 
KALAMAZOO 6, MICHIGAN 


Get Whead 


KALAMAZOO’S NEW ‘PACKAGE 
PROGRAM” FOR DEALERS 


A Great Name to Sell 


Kalamazoo has been a famous 
quality name in cooking and 
heating for 45 years throughout 
America. 


A Complete Line 

Gas Ranges,Combination Ranges, 
Coal and Wood Ranges, Electric 
Ranges, Oil Heaters, Coal and 
Wood Heaters, Air Conditioning 
Units, Furnaces—Coal, Oil and 
Gas, Refrigerators, Washing Ma- 
chines. 


Greater Values Through 

Greater Volume 

New, highly modernized, stream- 
lined factory production line puts 
stove manufacturing on quality 
and quantity production sched- 
ule—cuts manufacturing costs. 
Result: Greater Values. 


Exclusive Distribution in - 
Exclusive Territory 

Protected dealerships where you 
are ‘‘Kalamazoo King”’ in your 
own territory. 


Distinctive Styling 

The new Kalamazoo line was de- 
signed for eye-appeal and desire- 
appeal by one of the nation’s fore- 
most stove and furnace designers. 


Outstanding Selling Features 

Every Kalamazoo product has 
been tested and re-tested for per- 
formance and sale-ability. You 
don’t take chances with experi- 


mental models when you sell 
a Kalamazoo. 


Business Management Counsel 

Kalamazoo — with long experi- 
ence in managing its own stores 
—knows where to stop ‘‘loss 
leaks”’ to keep you on the “‘profit 
side.”” You are always a dealer 
partner in Kalamazoo business. 


Sales Training Program 

The Kalamazoo Sales Training 
Program—uniqueand different— 
puts you in a position to meet 
competition on an equal sales 
footing. 


National and Local Advertising 
Kalamazoo has been a national 
advertiser for 45 straight years; 
over $10,000,000 spent for good 
will. Advertising inquiries re- 
ferred to you. We believe in ad- 
vertising—and especially dealer 
advertising. 


Sales Promotion Support 

A complete sure-fire promotion 
program that emphasizes Kala- 
mazoo selling features and makes 
sales. 


Field Assistance 
Kalamazoo field men help you in 
your territory. 


Established Repair Business 
Kalamazoo has customers and 
an established repair business in 
practically every town in the 
U.S.A. 


KALAMAZOO 


For information write to 

Sales Manager, Kalamazoo 

Stove & Furnace Company, 
Kalamazoo 6, Michigan 
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For information write to 

Sales Manager, Kalamazoo 

Stove & Furnace Company, 
Kalamazoo 6, Michigan 
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Post War . 


Franchise 
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Write to Sales Manager, 
Kalamazoo Stove & Furnace Company, 
Kalamazoo 6, Mich.—Learn about Kalamazoo ~~ 
profit possibilities for post-war. 
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23.000 TEST-YEARS 40 


T - - io 
NERE Is ONLY ONE peRMAG! 





Lue equivalent of 23,000 years of metallurgical 
and ceramics research was required to perfect 
SMITHway Permaglas for water heater tanks. Just 
“any glass lining” won't do! There is no way to by-pass the time, 
patience, scientifiic knowledge and facilities required to develop 
the ceramics formulae and the metallurgical processes that have 
made Permaglas possible. 


Resistance to thousands of specimens of water, and a multiplic- 
ity of other time-consuming tests starting way back in 1929, 
continued for eleven long years before we were ready to offer 
Permaglas to the public. 


These are the “hidden values” of Permaglas ... reasons why 
“there is only ONE Permaglas,” the sparkling blue, mirror- 
smooth, glass-fused-to-steel lining that makes Permaglas Electric 
Automatic Storage Water Heaters the easiest to sell, and the best 
anyone can buy. 


Write for ‘The Inside Story 
of Permaglas”’...a great aid 
to sales! 





ELECTRIC 
WATER HEATERS 


A. O. Smith Corporation, Dept. E145 H. 
Please send me a copy of “The Inside Story of Permaglas.” 
Title 


Name 
Company Name 
City and State 


Buy an Extra War Bond This Month 
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POSTWAR HOUSING-PACIFIC GAS AND ELECTRIC CO. TERRITORY 


Permanent War Housing — Title VI, FPHA Slum Clearance, Unrated houses, 


HOLC C ion). bet Jan. 1, 1941 and Jan. 1, 1944 
Built in 1048" 


To be built in 1945 
Temporary Wer ee (including single and multiple-family, FPHA and Mari- 
a , trailer courts, and unrated houses) 1941, 1942 





48,334 family units 
18,259 family units 
9,054 family units 











58,000 family units 
1944 18,135 family units 
1945 71 family units 
Eradication of eband t of t yh $ 
After the wer: 
Fiest year No. family units 6437 
Dormitories (persons capacity) 13,684 
Second year —No. family units 18,415 
Dormitories (persons capacity) 1,143 
Third year —No. ‘emily units 17,276 
Dormitories (persons capacity) 1,801 
New Homes Required After the War: 
First year... . 29,958 Fourth year 28,057 
Second year 35,883 Filth year 27,238 
Third year 36,486 —_—— 
5-year tote! 157,622 
ing with individuals and building .con- cent of the national total, prewar. 


cerns providing estimates by company 
divisions. Shows price classifications 
and percentages for each division. 


$5,000-$7,500 Level 


In the more densely populated areas 
the greatest percentage of homes built 
will be in the $5,000-$7,500 range, with 
a substantial number above this level. In 
less densely populated areas, the popu- 
lar priced home will be less than 
$5,000, with some running as high as 
$7,500 in cost. Most merchant builders 
expect a postwar demand for wiring 
adequacy in practically all of its phases 
and they have expressed the intention 
of providing it. Interest runs strongly 
toward switch-controlled plugs in the 
living room, dishwashers, home freez- 
ers and kitchen ventilating fans. Sum- 
mer air conditioning is also on the list 
f popular items in districts where sum- 
mer weather is warm. 

From the Los Angeles Bureau of 
Power & Light comes word that “a 
considerable amount of building alter- 
ation and modernization is expected in 
the immediate postwar period; how- 
ever, owing to the past housing short- 
age in this area, most of the conversion 
from single to multiple-family dwell- 
ings is now completed and the increase 
in residential customers will be in new 
construction. Past records show that 
new construction in the Los Angeles 
area has been approximately three per 


Many sources agree that the national 
residential construction will reach ap- 
proximately 900,000 to 1,000,000 per 
year in the postwar period.” The 
Bureau is now conducting a spot sur- 
vey of its customers, results from which 
so far indicate that about 22 per cent 
of its customers contemplate building 
after the war. 

San Diego studies have shown that 
5,000 or 12 per cent of the newcomers 
among the war workers have pur- 
chased or built houses in which they 
live. Thirty per cent live in re ed 
houses, 24 per cent rent apartments, 22 
per cent live in rented rooms, 9 per 
cent with relatives, 2 per cent own their 
own trailers and 1 per cent live in 
rented trailers. Forty per cent of all 
in-migrant workers live in Federal 
Housing projects. With 75 per cent of 
all newscomers having signified their 
desire to stay, it is apparent that ex- 
tensive housing facilities will be re 
quired for permanent residence. 


Appliance Saturation 


Numerous studies have been made by 
the various power companies to deter 
mine the present saturation of appli- 
ances, their present state of repair and 
use and what is to be expected in re- 
gard to postwar purchases. 

Saturation figures of special interest 


(Continucd on page 106) 





APPLIANCE SATURATION -SAN DIEGO 


Per Cent Per Cent Per Cent Per Cent 
Appliance Saturation Out of Order Don't Use Out of Service 
Range 1.2 ° 0 0 
Water Heater 0.6 i) i) 1.2 
Refrigerator 78.2 1.2 0. 
Radio 116.0 4.0 0.2 42 
Without Radio 1.3 
Washer 67.0 2.2 0.3 2.5 
lroner 74 5.7 5.7 11.3 
Vecuum Cleaner 75.4 43 0.7 5.0 
Clocks 719.7 3.1 0.6 3.7 
Without Clocks 31.4 
Coffee Makers 31.0 8.2 18.6 26.8 
Grills. . 15.6 4.0 30.7 34.7 
Heaters 28.6 2.5 10.1 12.6 
Heating peds 36.0 5.5 8.9 14.4 
trons. . 102.4 2.6 0.7 3.3 
Without lrons 1.2 
Mixers. 30.2 3.4 7.2 10.6 
Roasters. .. mw 7.6 9.4 17.0 
Sewing Machines 29.2 ° 1.5 1.5 
Shavers. . 19.1 6.2 8.6 14.8 
Toasters... .. 76.8 5.2 5.0 10.2 
Welfie lrons 56.3 2.9 13.8 16.7 
JANUARY, 1945—ELECTRICAL MERCHANDISING 
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BECAUSE Duke Silva, one of the foremost engineers in the radio 


industry today—a man who has contributed largely to the develop- 


ment and improvements of modern radio—heads the Arvin engi- 


neering staff. You'll have radios engineered to the highest stand- 
ards for performance and dependability—attractively priced for the 


average buyer—and that means profit for you—with Arvin. 





ARVIN MEANS RADIO SALES SUCCESS§ 


Others of the Many Reasons Why You'll Profit with Arvin Top Flight Radios 


@ Top Flight TECHNICAL BACKGROUND 
— Because Arvin radio engineers have at 
their command a// the basic technical 
developments of the industry—the rights 
to produce under the most important 
patents—the new electronic advance- 
ments that have come from the com- 
pany’s big production of the finest radios 
for war. Arvin engineering ability and 
mass production assure radios dependable 
in quality—in mass market price brackets. 
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@ Top Flight PERFORMANCE — Because 
Arvin engineering and production facili- 
ties are “geared together” to produce 
top flight performance in radios—from 
four to ten-tube sets—at price-levels in 
line with the widest market opportunity. 
Arvin experience in the production of 
the finest wartime radio equipment is 
reflected in the engineering achievements 
that bring exceptional selectivity, sensi- 
tivity and tone quality to the new Arvins. 


NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 


1945 


@ Top Flight SIMPLIFICATION — Because 
only five basic radio chassis are used for 
twelve floor and table models in the 
Arvin line—three chassis in the line of 
portables—two chassis in rural battery 
sets. This simplification reduces your 
stock and service problems to a new low, 
yet at the same time you have all popular 
models with Arvin—from four to ten- 
tube sets—including radio-phonograph 
combinations with AM and FM. 
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THE TEMP COP employs the famous 


Micro Switch snap-spring principle to give a precise 
thermostatic contactor for automatic control of tem- 
perature and current in electrical apparatus. 


Bi-metal elements provide this response to changes 
in current or temperature, and can be varied to fit 
the needs of a specific application. 


The Temp Cop, is a rugged, dependable unit built 
on a rigid ceramic block. A snap-acting thermo- 
static element is designed to either open or close 
with a temperature rise. Reverse action is automatic 
as the temperature drops. The Temp Cop is available 
in either automatic recycling or for manual reset. 


If you have an application that calls for maintaining 

j temperature, current or both, within certain prede- 
termined limits, you will find the Micro Switch Temp 
Cop useful and reliable. Write Micro Switch today. 
The Temp Cop may be just the answer to your con- 
trol problem. 
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come from the San Diego Gas and 
Electric Company, which recently con- 
ducted a survey of its customers in the 
city of San Diego. It should be noted 
that the figures are not representative 
of the company’s entire territory, since 
both the electric range and water 
heater are far more extensively used 
in the areas outside the city limits. 

The Los Angeles Bureau of Power 
and Light gives as a very conservative 
estimate of future saturation increases 
in that district, a change from 6.1 per 
cent as it now stands for electric 
ranges to 13 per cent saturation of 
ranges by 1955. Water heaters are 
expected to increase from 2.17 per cent 
to 8.4 per cent in the same period. This 
compares with an increase from 1.3 per 
cent to 6.1 per cent in range satura- 
tion in the ten years prior to 1942. 
Water heaters increased from .37 per 
cent to 2.7 per cent from 1932 to 1942. 
The following tabulation indicates the 
annual range and water heater sales 
which will be necessary to reach these 
saturations: 


EXPECTED RANGE SALES-—LOS 
ANGELES AREA 


Estimated Estimated Water 


Year Range Seles Heater Sales 

1945..... 1,535 

1946.... 4,790 2470 
1947.... 7,850 4,840 
1948..... 8,800 4,860 
1949... 9,750 5,470 
1950.. 10,800 6,090 
1951... 11,950 6,800 
1952 12,650 6,950 
1953 12,700 7,000 
1954. 13,500 7450 
1955 14,000 7,950 


Several of the companies have asked 
customers to state postwar purchase 
In addition to the 22 per 
cent of Los Angeles Bureau of Power 
and Light customers who _ indicated 
that they plan to build new homes 
after the war, questions were asked as 
to “first purchase” preferences from a 
restricted list which included kitchen 
laundry equipment, but omitted 
small appliances. The returns so far 
indicate that the order of purchase 
preference is: 1. washer, 2. range, 3. 
refrigerator, 4 (iron not in- 
cluded), 5. water heater, 6. home 
freezer, 7. dishwasher and garbage dis- 
Preference for the electric 
range as against competitive fuels has 
increased considerably over previous 
surveys. 


pre ferences. 


and 


ironer 


poser 
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Of the customers questioned by the 
San Diego Gas & Electric Company, 
64.2 per cent were willing to express a 
definite postwar purchase preference. 
Of these, 53.7 per cent selected some- 
thing in fields other than electric. 
These were divided as follows: New 
home—24.9 per cent remodel present 
home—9 per cent; new car—1313 per 
cent; trip—6.5 per cent. Among elec- 
tric “first” preferences were the fol- 
lowing: Electric kitchen—1.5 per cent; 
refrigerator—20.7 per cent; washer— 
10.9 per cent; ironer—2.1 per cent; 
radio or small appliance—11.1 per 
cent. 

The Bureau of Radio and Electrical 
Appliances of San Diego County re- 
cently made an estimate of the appli- 
ances which may be sold in that area 
during the first full year after manu- 
facture of each appliance listed has 
been resumed. Sales figures for 1940 
and 1941 are from dealer reports. 


Dealers and Utility Merchandising 
Plans 


The proportion of dealers surviving 
varies greatly in different parts of the 
country, but on the whole the figure is 
higher than was expected earlier in the 
war. Of particular interest also is the 
outlook for utility merchandising. Al- 
though in some cases plans for the 
postwar period are tentative, most 
utilities are prepared to state their 
policies in general terms. 


The Pacific Northwest 


Under war conditions the Pacific 
Northwest has greatly increased its 
already high per capita consumption 
of electricity, a fact which is revealed 
in the accompanying table. 

One of the power companies points 
out that a local shortage of fuel during 
the winter of 1944 called for a greater 
use of electric heaters, a factor which 
accounted for much of the increased 
use of electricity per home. There has 
also been a large amount of “doubling 
up”—16 per cent of all homes served 
by the Northwestern Electric Com 
pany, for instance, house more than 
one family—and a freer use of electric- 
ity because of more money to spend: 

In looking forward to prospects after 

(Continued on page 108) 





ESTIMATES PROBABLE APPLIANCE SALES IN 194X-SAN DIEGO COUNTY 





Estimated 
Appliance 1940 Sales 1941 Seles 194x Sales 

Redio 16,600 21,175 30,000 
Retrigerator 10,700 12,000 18,000 
Electric Range 600 725 2,175 
Electric Water Heater 525 560 2,000 
Washing Machines 5,875 6,925 15,000 
Automatic lroners 985 1,195 5,000 
Vacuum Cleaners 3,485 4,600 9,000 
Food Mixers 2,565 3,210 8,000 
Roasters, Cookers 1,125 1,315 4,000 
Coffee Makers 6,725 7,970 15,000 

casters... 7,025 9,225 20,000 
Electric lrons 7,325 7,500 20,000 
Waffle lrons 2,710 3,470 8,000 
Hot Plates . 1,315 1,710 2,500 
Electric Heaters 2,300 2,330 8,000 
Heating Pads 1,935 1,950 4,000 
Sewing Machines 1,710 2,440 5,000 
Electric Clocks 8,350 10,10€ 15,000 
Home and Farm Freezers................. — 3,000 
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Thermador is no war baby, but a pioneer 
manufacturer of electrical appliances, that 
has built a reputation for sound engineer- 
ing, sound manufacturing, and sound mer- 
chandising. Its products are in use from 
coast to coast, from border to border. 
The pre-war line contains many electric ap- 


pliance items that offer exclusive selling 











Thermador’s Famous Heat 
Fan—it heats in Winter — 
cools in Summer. 














features. The postwar line will continue to 
keep “seven leagues ahead” while still ad- 
hering to the sound and the sensible. 
Electrical wholesalers interested in an 
electrical appliance line, based upon a 
quarter of a century of engineering and 
manufacturing experience, will find that 


Thermador offers unusual opportunity. 


Buy More War Bonds 


THERMADOR Electrical Manufacturing Co. 


5119 SOUTH RIVERSIDE DRIVE 
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Think of 


viGardner 
liances 


App 


There is a big, profitable 
market for electrified 
Fly Screens and Traps 


The market for electrified fly 
screens and traps is everywhere 
. 80 big, so obvious, so fast- 
moving, so non-competitive, that 
it offers one of the most profit- 
able, most promising sales fields 
you can think of. 

Gardner screens for doors and 
windows have basic, patented 
advantages. They are readily 
adjustable on all sides, are com- 
pletely safe, are easy to install, 
are cheap to operate, cost little 
initially, and have a long record 
of successful installation behind 
them in every market... resi- 
dential, commercial, indus- 
trial, institutional, 
and agricul- 
tural. 4 — 








and Hardner 


Electric Fence Controllers 


bring more farmers your way 
These popularly priced, absolutely safe 
battery and high line controllers are the 
key to many profitable sales to dairy 
farmers and livestock raisers. You're 
confident when you recommend Gard- 
ner fencers that they will meet all con- 
ditions of service satisfactorily, for this 
safety-approved pioneer line has a long 
record of trouble-free performance in all 
parts of the country. Their many exclu- 
sive advantages make them easy to sell, 
and their competitive price meets the 
approval of value-conscious farmers. 
These best-engineered controllers are 


available now. Write today. 
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Gardner fly traps, too, have 
a great potential. They are 
portable, plug in anywhere, 
are illuminated for night fly- 
ing insects. Plan for your 
share of this profitable fly 
screen and trap business by 
writing today for full informa- 
tion on Gardner 
postwar sales 
opportunities. 





~ GardnerfMtg.Co. 
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the war, the Northwestern Electric Co. 
has made some interesting studies of 
possible future use of electricity per 
home which takes into consideration 
that for a number of years preceding 
the war, 85 per cent of all new resi- 
constructed in the Portland 
area had installed a new or used elec- 
tric range. With all of the new home 
such as home freezers, oil 
burner and circulating air fan motors 
and electric space heaters which will be 
available in the postwar period, it is 
estimated that in each new home with 
a range, the average kw.-hr. consump- 
tion will be at least 3,000 kw.-hr. per 
year and those which have water 
heaters also, the kw.-hr. consumption 
will amount to 7,200 kw.-hr. per year. 
It is expected that in the years 1946 
through 1948 2,700 new customers 
will be added, or in other words, this 
number of new homes will be built. In 
addition it is expected that 5,400 elec- 
tric ranges will be sold during these 
three years to customers not now 
owning ranges, besides 1,805 which 
will replace old ranges. Of the water 
heaters to be sold, 1,300 will be in- 
stalled in new homes, 3,040 in present 
customers’ homes not now operating 
a water heater and 160 will replace old 
equipment. Average kw.-hr. consump- 
tion per domestic consumer is expected 
to have increased in 1945 by 65 kw.-hr. 
to 3,016 kw.-hr. per 


served. 


dences 


devices 


average home 


Population Studies 


Like California, the Pacific North- 
west has shown considerable gain in 
population as a result of the migration 
of workers to war industries. Like 
California, this region expects to keep 
an appreciable proportion of its new- 
Says the Portland General 
Electric Co. of conditions in that 
region: “Last year when, we believe, 
the peak of business in our territory 
was reached, as nearly as we can de- 
termine there had been a population 
increase of nearly 170,000 in the Port- 
land-Vancouver area. It is now be- 
lieved that there has been in the past 
year a population decrease of about 
30,000, leaving approximately 140,000 
more people in Portland and vicinity 
than there were in 1940. . We are 
guessing that Portland will retain 
about 50,000 and the Vancouver area 
approximately 10,000, making the in- 
crease in population for the Portland- 
Vancouver area about 60,000 in the 
postwar period, The future of 
the shipyards . . . and other industries 
making ship and airplane parts is un- 
certain and if we can find employment 
for 50,000-60,000 people we will be 
doing well.” 


coniers., 


Seattie-Spokane Estimates 


Seattle's City Light reports: “At 
present the estimated population of the 
Seattle area is 510,000. It is certain 
that we will retain a large per cent of 
this wartime population regardless of 
the adjustment period.” 

In the area surrounding Spokane, 
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Wash., served by “the Washington 
Water Power Company, the population 
increase has been about 30,000. A re- 
cent survey indicated that 51 per cent 
of these would like to stay following 
the war. The attraction here has been 
the growth of a light metals industry, 
including an aluminum reduction plant, 
a magnesium reduction plant and an 
aluminum rolling mill future operation 
of all of which after the war is of 
course problematical. This region has 
one of the largest per capita buying 
powers of the country, estimated at 
about $2,252 per year. 


Housing Problems 


It is obvious from the above table 
that most areas expect a substantial 
number of war newcomers to remain in 
their respective territories. Permanent 
housing constructed during the war 
period will take care of some, but there 
will be a large number of new resi- 
dences required to meet the accelerated 
growth of this period. 

Studies made by the Washington 
Water Power Company indicate that 
about 7,500 homes will be built in their 
territory in the first five years after 
the war. In the Portland area esti- 
mates have been made by the Portland 
General Electric Company which indi 
cate that from 1,500 to 3,000 homes 
annually will be needed for the first 
five years to accommodate families 
“who will certainly not remain in 
l°.P.H.A. projects if any better accom- 
modations are available.” The North 
western Electric Company believes that 
residential building will not come up to 
normal because of restrictions until 
about 1948, after which it will surpass 
normal. Seattle City Light estimates 
that following the war 10,000 new 
homes will be built in Seattle and 
wired to use electric cooking and elec- 
tric water heating. They also expect 
approximately 7,500 old homes to be 
range and water heater, 
which will help to bring their average 
annual residence consumption of elec- 
tricity to about 4,500 kw.-hr. by 1948. 


wired for 


Pest-War Purchasing Power 


In regard to per capita purchasing 
power in the postwar period, A. C 
MeMicken of the Portland General 
Electric Company says: “We believe 
that a majority of families remaining 
here will have considerable 
and will be in a position to purchase 
There will naturally 
he a percentage of families who are 
stranded here and who will have no 
purchasing power, but we believe that 
Portland’s postwar plans, together 
with State highway construction and 
other plans will provide employme 


savings 


consumer goods. 


at least for a couple of years, which 
should keep things on a fairly even 
keel and keep money in circulation 
We know that the experience of not 
being able to purchase from dealers 
ranges, refrigerators and other ap} 
ances during the past few years and t 
excellent service rendered owners 
such appliances during this period h 
(Continued on paye 112) 
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Very old bean in the Orient, 
and versatile—very . . . edible green 
(Band G vitamins), preserved, dried 
or as meal... fancied in Foochow when 
sprouted and fried . . . potent as stock 
provender—4o%, protein and 20", fat, 
an over-ground oil well! . . . parvenu here 
as plastics and paint source . . . the truly 
remarkable Soybean! . . . Prolific, drought 
and insect resistant, soybeans yield as much 
as 30 bu. per acre @ $2.04 per bu. . . . further 
diversify, add a prize egg to the farm income 
basket... And as might be expected, 94”, of 
the soybeans come out of the SF territory—the 
thirteen Heart States, New York and Pennsylvania 
. where investments in farm land and machinery 

are higher, and diversified crops 

and high yields bring the highest farm incomes 


... give a margin over expense enjoyed by no sizable urban 






bracket... make the SuccessFuL FARMING subscribers the 
best market in the world today for electrical appliances, 
equipment and replacements . . . SF reaches 63°, of farms 
rated at $6,000 or over, spent forty-odd years in service to earn its 
status . . . stands as a major influence in a major part of the 
national market, so important no wide-awake electrical 
manufacturer will neglect it now or in the future... 
Ask for the facts, any office . . . SuccessFuL FARMING, 
Des Moines, New York, Chicago, Atlanta, 


San Francisco, Los Angeles. 
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ONLY KNAPP-MONARCH OFFERS YOU A COMPLETE LINE!.; 
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--+ PROFIT PROVED! BACKED BY 19 YEARS EXPERIENCE! 
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Winkler files are packed 
with testimonials from 
delighted owners .. . all 
available to help Winkler 
distributors sell. 





“...Previous to the 
time we installed this 
stoker, we had a considerable 
amount of lost time due to tempera- 
ture reduction at night. It required several 
hours for us to bring up the heat in the 
morning, so that our press cylinders would 
be sufficiently warmed and the ink in our 
presses would flow satisfactorily. 

“After the Winkler Stoker was installed, 
we were able, without additional labor, to 
maintain proper night temperature, so 
that full production could be resumed upon 
the arrival of our men in the morning. 

“After going through the past season, 
we have found that we are saving 20% 
in fuel as compared to hand firing, be- 
sides the enormous amount of man 
hours saved in our production by having 
this uniform temperature. 

“Due to the satisfaction we received 
from this stoker, we have placed the order 
for a stoker to be installed in our other 
building.”’ 


THE SALE LITHOGRAPH CO. 


If you like to measure profits in dol- 
lars instead of pennies, find out now 
about the Winkler Stoker Franchise. 
This is the “Golden Age” 
merchandising—with every condition 
right for hard-hitting distributors to 
make a clean-up. The benefits of 
stoker firing are today so widely rec- 
ognized that selling opportunities are 
boundless—and the bars are down! 
All you need to tap a golden flow of 
profits is the right stoker, backed by 
a genuinely sales-minded organiza- 
tion. Winkler offers both! 


of stoker 

















































WINKLER STOKERS HAVE THE 
FEATURES WHICH MAKE 
BUYERS OUT OF PROSPECTS 
The Winkler has a fully 
automatic transmission 

endowed with extra power 
The Winkler Econo- 
mizer Burner is noted for refinements 


and longer life. 


of engineering which minimize segrega- 
tion of coal sizes, provide for correct air distribution 
and improve combustion efficiency. The heat content 


of the coal is fully utilized—that'’s why Winklers make 






economy records. 

WINKLER PROVIDES THE SELLING TOOLS 
Supporting the mechanical excellence of Winkler Stokers 
is the thorough training in Winkler selling methods 


which enables you to develop 
your profit opportunities to the 
fullest. The Winkler Franchise 
includes participation in the 
Winkler Two-for-One Adver- 
tising Bonus Plan which gives 
you twice the usual amount of 
personalized local advertising. 

Winkler distributors make 
be- 


cause they are shown how! 


WINKLER 
fully automatic STOKERS 


U. S. MACHINE CORPORATION « LEBANON, INDIANA 


money from the start 
y 
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created a situation which cannot help 
but be reflected in greatly increased 
sales of these preducts when 
are available. While our figures 
are not accurate to the moment, 
know that not than 
probably nearer 60,000 electric ranges 
are now installed on our lines. Half of 
these are over ten years old. 
Prior to 1942, nearly 30 per cent of 
the ranges sold represented replace- 
ments, and in 1941 dealers sold in 
round figures 9,000 ranges to our cus- 
tomers, which would mean that 3,000 
were replacements alone. This figure 
should greatly stepped up in the 
postwar period.” 


dealer 
they 
we 


less 55,000 and 


ranges 


be 


Northwestern Electric 


Says J. C. Plankinton of the North- 
western Electric Co., serving Portland: 
“It is planned to sell 9,500 electric 
ranges and 4,500 water heaters in the 


Report from HAWAII 


HE Hawaiian Electric Co. re 
ports a present total of resi- 
dence customers numbering 45,- 


997. The total of customers of all 
classes amounts to 56,147. During 
1944 the average annual kw.-hr. con- 


sumption per residence customer was 
1,637 kw.-hr., an increase of 70 kw.-hr. 
over the average use in 1943. 


Population Higher 


The population of Hawaii under war 
conditions is considerably higher than 
before the although this increase 
is not all reflected in the rolls of domes- 
tic customers because of the fact that 
many are housed under special condi- 
tions of war workers. It is expected 
that although many of these newcom- 
return to the mainland, the 
trend of population on the whole in 
the postwar period will be upward. 
Kilowatt-hour consumption per do- 
mestic customer is expected to increase 
also by about 10 per cent per year for 
five years after appliances are available 
in quantity. Sales of power to cus- 
tomers affected by war activities have 
greatly increased, but much of this 
should be retained as permanent future 
load. The company expects to lose ap- 
proximately 10 per cent of this load 
after the war. 


war, 


ers will 


Saturation Figures 





At the present time the saturation of 
electric ranges in the territory served 
by the Hawaiian Electric Co. is 21 per 
cent, of electric water heaters 17 per 
cent and of refrigerators, 79 per cent. 
The demand for electric appliances 
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1946, 1947 and 1948, of which 
2,295 electric ranges would be instailed 
in new homes, 5,400 in present con- 
sumers’ homes not now operating a 
range, and 1,805 would replace old 
electric ranges. Of the water heaters 
to be sold, 1,300 would be installed in 
new homes, 3,040 in present consumers’ 
homes not now operating an electric 
water heater and 160 would replace old 
heaters.” 

P. C. Spowart of Seattle City Light 
points out the emphasis which his de- 
partment plans to place upon automati 
tank water heaters. He says: “Of the 
approximate 88,000 residence custom 
ers, we have more than 55,000 using 
electric ranges; more than 20,000 using 
automatic tanks and upwards of 15,000 
using other electric water heaters as 
auxiliary to coils—We will encourage 
the use of the 50-gallon automatic 
electric hot water tank as the minimum 
size to install in the home.” 


years 


ally 

; ; comy 
which has accumulated during the war C 

period is expected to furnish an im- pony 


mediate postwar market for about 5,(00) 
electric ranges, 4,000 water heaters, 
7,500 refrigerators, 7,500 washers 
1,000 ironers, and 7,500 radios. 
total market for electrical appliances 
represented in this stored demand will 
mean about $6,500,000 in sales. 

The company plans to continue its 
program of merchandising appliances 
after the war. Although it plans to 
cooperate with dealers, plans are not 
yet completed for this program. Be- 
fore the war 50 sales and 6 home serv- 
ice employees were used; the staff now 
has dropped to 14 sales and 3 home 
after the war it is expected 
to employ 75 salesmen and 10 home 
service girls. 


The 


service; 








1945 Merchandising Plans Not 


Complete FOC 

, 

fete saan ak ie eakeaeon ae 
advertising fas ) s ona 
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nature. About 20 percent was devoted 
to the care and use of electrical appli 
ances, and 15 per cent each to dealer 
help, war effort and postwar planning. 
Plans for 1945 are not yet complete. 
New appliances and services which will 
receive attention during the postwar 
period in this area include air conili- 
tioning, home freezers, commercial 
cooking and commercial refrigeration 
In promoting adequate wiring af 
the war the company plans to work 
largely through the electrical 
tractors. 

Other plans for postwar promotion 
are not yet complete. 
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o work to) hes! Hi the tremendous difference a Shelvador* makes. They'll want one—they'll want 
al con- to know where she bought hers, That means you. 


RADIOS : RADIO-PHONOGRAPHS : FM : TELEVISION : SHORT WAVE : ELECTRONICS : RADAR : REFRIGERATORS : HOUSEHOLD APPLIANCES : THE CROSLEY CAR : HOME OF WLW, “THE NATION'S STATION” 
ynotion - 
SEE CROSLEY EXHIBIT, JANUARY (4th TO 13th—SPACES 44 TO 48 INCLUSIVE—17th FLOOR, AMERICAN FURNITURE MART. 
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reports to America’s Dealers 



























HE illustrations on this page are a cartoonist’s 

conception of what’s been going on at Florence 
during 1944. But in all seriousness, they help us 
tell why you didn’t get all the Florence Ranges 
and Heaters you hoped for... and also how our 
postwar plans are shaping up. 



























WAR WORK HAD THE RIGHT-OF-WAY 


Dealers everywhere are familiar with the way Florence 
pitched in early on war work. Our Country is still at 
war, so there’s been no let-up in the many things we 
make for the armed forces . . . everything from plane 
parts and fuel tanks to shell cases and burner units. All 
year long this work has been increasing in volume. 





POSTWAR PLANS ARE HUMMING 


The hustle and bustle in our Merchandise Development 
Department is like that everywhere else in Florence 
plants. Here all of the Florence: 72 years of experience, 
all of our technical resources, are being concentrated on 
what is a Florence specialty—the designing and building 
of heating and cooking appliances. How soon you will be 
seeing and selling this finest line in Florence history 
depends on how swiftly Victory comes. 






FLORENCE 
Electric Ranges 
Gas Ranges - Oil Heaters 


FLORENCE STOVE COMPANY... Gen- 
eral Offices and Plant: Gardner. Mass. West- 
ern Offices and Plant: Kankakee. Ill. Sales 
Offices: No. 1 Park Avenue, New York: 
1459 Merchandise Mart, Chicago; 53 Ala- 
bama St., S. W., Atlanta; 301 No. Market 
St., Dallas. 


The Army-Navy 
“E” flies above 
our Kankakee 


excellence in 
war production. 











— 
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» Production Soon! 


CASCO AUTOMATIC ELECTRIC HEATING PADS 








The only pads in the world 















































with all these extra safety features! — 
Peo, 
1 Exclusive NITE-LITE* switch to enable the 
* customer to see the temperature reading in 
the dark without fumbling for table lamps. Cr 
2 Patented 30 POSITIVE HEAT control that As 
et 
enables the temperature to be FIXED at ed 
any one of 30 desired heats. ‘ be 
whic 
a» 3. Genuine WETPROOF models have Castex tea 
TR Om vulcanized covers—laboratory-tested by with 
, yy boiling and baking. Can be used WITH : eri | lor 
. & Sami 
Bw ABSOLUTE SAFETY on wet packs. oes ae : j Flec 
5 2 in tl 
ss €: . CASCta | a 
j A “ 7% fe elect 
“ UTOMATIG ELEC TRI ¢ HEATWG PAD ey 
2 ii oe ect 
; ~ , ing 
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V ice 
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trea 
“ye Gen 
DO NOT WRITE—do not phone—do not wire. We 
expect deliveries to be fanning out before too long ow ® # 
to a heating pad-hungry America. You might let 
your jobber know you'll"be ready when he is—and > < J 
we are—but “leave us moke our pads”... please! Spe 
(Aside to Mr. Jobber: We will notify you when your 
allotments are ready so that you can make your plans. ) Unusual HEATING PADS 4 V 
Spe 
Casco Products Corp., Bridgeport, Conn. ince 
an 
man 
Can 
the 
pan: 
inte: 
a Vi 
the 
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Canadian Manufacturers’ 
Association Formed 


The newly formed Canadian Elec- 
trical Manufacturer’s Association, 
which will act as a central agency for 
the entire electrical industry of Canada, 
with temporary offices at 302 Bay St., 
Toronto, will do in Canada much the 
same work as is done by the National 
Electrical Manufacturers Association 
in the U. S. 

The objects of the association in its 
field are: (1) To increase and improve 
electrical service to the public (2) To 
promote standardization (3) To col- 
lect and disseminate information relat- 
ing to the iridustry and to the public; 
(4) To represent the association and 
to co-operate with legislative commit- 
tees, government departments and 
other bodies ; and (5) To improve pro- 
duction enlarge distribution and in- 
crease efficiency in the use of electrical 
products. 

Roy D. Kerby, formerly executive 
assistant to the president of Research 
Enterprises, Ltd, and before that 
assistant to the president of General 
Motors of Canada is the general 
manager. Other provisional officers 

nclude A. B. Cooper, president, Fer- 
ranti Electric Ltd., president; M. P. 
Murphy, vice president, Amalgamated 
Electric Corp., Ltd., A. S. McCordick, 
vice-president Moloney Electric Co. of 
Canada, Ltd., and J. S. Keenan, man- 
iger of the supply department of Cana- 
dian General Electric Co., Ltd. as vice- 
presidents; L. E. Messinger, president 
of Canadian Line Materials, Ltd., as 
treasurer, and A. R. Harper, Canadian 
General Electric Co , Ltd. as secretary. 


Sperti Enters Canada 


William H Albers, president of 
Sperti, Inc., Cincinnati, announced the 
incorporation in Canada of Sperti of 
Canada, Ltd., with headquarters and 
manufacturing facilities at Toronto, 
Canada. The Canadian subsidiary is 
the first to be established under the ex- 
pansion program for licensing foreign 
interests to manufacture and distribute 
a variety of products patented under 
the Sperti name, 
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Market Development Stressed 


In EEl Committee Reorganization 


G. W. Ousler, Chairman of Commercial Committee 
Announces Important Section Changes 


Extensive reorganization and . ex- 
pansion of the Commercial Committees 
of the Edison Electric Institute, with 
the objective of best meeting present 
and post-war conditions in the sales 
field of the electric industry, are an- 
nounced by George W. Ousler, chair- 
man of the EEI Commercial Division 
General Committee. 


Market Development 


The Committee has been reorganized 
on a market-development basis rather 
than on an appliance-application basis, 
as was the case in the past. The prin- 
cipal advantage of this type of organi- 
zation is that all the activities of a 
particular market are coordinated 
under the direction of one individual 
The Commercial Division General 
Committee is dividend into four major 
sections: residential, commercial, in- 
dustrial, rural. Each of these sections 
will-be directed by a vice-chairman of 
the Commercial Division General 
Committee in charge of that particular 
section. Under each of these sections 
are several committees, each in charge 
of a chairman who reports to the vice 
chairman of the Commercial Division 
in charge of his particular section. 

Three special committees have also 
been set up independent of the fou 
major sections but which cross the in 
terest of all of them. These are the 
Commercial Planning, Basic Sales 
Training and Wiring committees. 

The comprehensive coverage of ap- 
plications in the several classifications 
of service is noted in the list of con 
mittees which follows. In the Resi 
dential Section are the lighting, ele« 
tric kitchen, electric laundry, water 
heating, indoor climate, home service, 
dealer coordination, and sales person- 
nel committees. The Commercial Sec 
tion includes the lighting, commercial 
cooking and baking, market develop- 
ment, motor application, and sales 
personnel committees. The Industrial 
Power Section includes committees on 
industrial lighting, general power and 
heating, competitive service, and sales 
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GEORGE W. OUSLER 


rsonnel The Rural Section also 
has four committees—one each on 
service utilization, 
equipment distribution and sales per 


extension, farm 
sonnel, 
Personnel of Committees 


It is anticipated that the survey, 
analysis of markets and deliberations 
on problems of development of these 
markets will bring to the commercial 
forces of the industry a valuable and 
helpful service. 

The personnel of the Commercial 
Division General Committee is as 


follows: 


Chairman—G. W. Ousler, Duquesne 
Light Co., Pittsburgh, Pa.; P. M. 
Alden, Philadelphia Electric Co., 
Philadelphia, Pa.; F. A. Coffin, Wis- 
consin Electric Power Co., Milwaukee, 
Wis.; C. A. Collier, Georgia Power 
Co., Atlanta, Ga.; A. C. Crandall, In- 
dianapolis Power & Light Co., In- 
dianapolis, Ind.; D. M. DeBard, Stone 
& Webster Service Corp., 90 Broad St., 
New York, N. Y.; F. S. Dewey, The 
Cincinnati Gas & Electric Co., Cin- 
cinnati 1, Ohio; H. E. Dexter, Central 
Hudson Gas & Elec. Corp., Pough- 
keepsie, N. Y.; R. E. Fisher, Pacific 
Gaws & Electric Co., San Francisco, 
Calif,; R. A. Gibson, The Hartford 
Electric Light Co., Hartford, Conn.; 


R. F. Hartenstein, Ohio Edison Co., 
Akron, Ohio; E. L. Kavanaugh, The 
Detroit Edison Co., Detroit, Mich.; 
E. F. Kelly, Central Illinois Public 
Service Co., Springfield, Ill.; C. D 
Lawrence, New England Power Serv- 
ice Co. 441 Stuart St. Boston, 
Mass.; C. H. Leatham, Monongahela 
West Penn Public Service Co., Fair 
mont, W. Va.; A. V. S. Lindsley, 
The Connecticut Light & Power Co., 
Waterbury, Conn.; A. D. McLay, 
The Detroit Edison Co., Detroit, 
Mich.; C. E. Michel, Union Elec- 
tric Co. of Missouri, 315 No. 12th 
Blvd., St. Louis, Mo.; J. E. North, 
The Cleveland Electric Illuminating 
Co., Cleveland, Ohio; W. E. Parrott, 
Ebasco Services Inc., 2 Rector St., 
New York, N. Y.; J. F. Porter, Jr., 
Kansas City Power & Light Co., 
Kansas City, Mo.; P. H. Powers, 
West Penn Power Co., Pittsburgh, 
Pa.; Harry Restofski, West Penn 
Power Co., Pittsburgh, Pa.; M. R. 
Rodger, Middle West Utilities Co., 
Chicago, Ill.; H. N. Sawyer, Ameri- 
can Gas & Electric Service Corp., 
30 Church St., New York, N. \ 

M. E. Skinner, Buffalo Niagara & 
Eastern Power Corp., Buffalo, N. Y.; 
H. P. J. Steinmetz, Public Service 
Electric & Gas Co., Newark, N. J.; 
R. H. Tillman, Consolidated Gas Elec- 
tric Light & Power Co., Baltimore, 
Md.; Edwin Vennard, Middle West 
Service Co., 20 North Wacker Drive, 
Chicago, Ill.; G. E. Whitwell, Phila- 
lelphia Electric Co., Philadelphia, Pa.; 
H. E. Young, Northern States Power 
Co., Minneapolis, Minn. 

The vice-chairmen of the four Sec- 
tions are: Residential, Mr. Restofski; 
Commercial, Mr. Alden; Industrial, 
Mr. Kavanaugh; Rural, Mr. Leatham. 

The Chairmen of the three special 
committees are: Commercial Planning 
Committee, Mr. Skinner; Basic Sales 
Training Committee, Mr. Rodger 
Wiring Committee, Mr. Hartefstein 


Utility Fan Corp. 
Changes Name 


To reflect more accurately the busi 
ness of the company, Utility Fan Corp 
of Los Angeles changed its name 
January 1 to Utility Appliance Corp 
Starting in 1925 as a manufacturer of 
ventilating equipment, the Utility, or- 
ganization now produces and dis} 
tributes a wide range of air cooling, 
air moving, and gas-fired heating ap- 
pliances, according to Maurice Brés- 
low, vice president in charge of salet, 
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LYON 


KITCHEN CABINETS’ 


.¢ MARKET 
FOR TOMORROW F 


Lyon has a sales plan that fits the individual marketing methods 


of any dealer. This plan issures more profits for you in the tre- 
mendous post-war remodeling and new construction markets. 

For 45 years, Lyon has been an acknowledged leader in sheet metal 
fabrication and effective marketing methods. Guided by this 
experience, Lyon now announces a line of sectional Steel Kitchen 
Cabinets combining the following all-important features needed 
to assure for you a generous and profitable share of this enormous 
post-war market 

































1. Generous discount from nationally-advertised list prices. 
2. Beauty and durability an ‘“‘engineered”’ line. 
3. A compact, packaged line, easy to price and sell. 
4. Minimum stock requirements to meet a wide range of 
kitchens and pocket books 
5. Simplicity in layout and construction which assures speed 
and ease of installation 
6. Exclusive improvements which will help sell this line. 
Write today for FREE folder describing Lyon Kitchen Cabinets, show- 
ing how you can establish yourself as a leading source for cabinets 
that make possible the “‘dream kitchens’’ women everywhere demand. 
* Designed Harvev Knuth. one of America’s 
ywremost designers of distinctive Kitchen Cabinets 


LYON METAL PRODUCTS, INCORPORATED, 1221 Madison Avenve, Avrora, Ill. 
Branches and Distributors in All Principal Cities 





















NATION'S SWING TO FM—The nation's swing to FM was pictured by this map at 


General Electric's meeting with New England broadcast station owners, radio dealers, 
department store executives and newspaper publishers recently in Boston. The map 
shows location of 53 FM stations in operation, 362 applications pending with FCC, 
and 186 cities where business men have expressed interest in establishing FM stations. 
Here R. L. Hanks, G. E. sales manager of standard broadcast receivers, explains the 
map to (left) W. H. Kaiser, district manager for the G. E. Supply Corp., Boston; 
and L. G. Moore, Jr., national manager of radio sales for G. E. Supply Corp. 





Developments, Markets Feature 


Big N. Y. Television Conference 


Two-Day Sessions of Television Broadcasters 
Brings Out Many Important Contributions 


Television, now lar b mil the 


rimary experiental stage, is set and 
ready, technically, for the beginning oi 


a regular broadcasting service to the 
public under a rapidly expanding pro 
gram of coverage Television now 


ily awaits the ending of the war, 


followed by governmental authoriza 
tion, to shift into high gear, soon there 
after guaranteeing the home consumer 
far finer reception than the prewat 
brand 


1,000 Delegates Attend 


Nearly 1000 delegates jamming the 
First Annual Conference of the Tele 
vision Broadcasters Association last 
month at the Hotel Commodore, New 
York, enthusiastically applauded this 
general theme which was_ forcibly 
stressed by a majority of the top-rank 


ing executives representing leading 


television organizations, sponsors of 
the conference The attendance far 
surpassed TBA expectations. 

Although talks given during the 


wo-day session explored to some ex 
tent all phases of development in tele 
vision, from its technical aspects to 
program preterences, only two speakers 
discussed post-war set prices and 
merchandising policies in more than 
highly generalized terms. L. A. Weiss 
and Charles Robbins, however, kept 
the dealer in mind when they stepped 
to the microphone, as later reported 
herein. Chronologically, the confer- 
ence order of events proceeded as fol- 


ows: 


Dr. Baker Scores Delay 


Following an address of welcome by 
Dr. Allen B. DuMont. TBA president 
and head of the television laboratories 
i the same name, J. R. Poppele, con- 
ference chairman, introduced Dr. W. 
R. G. Baker, vice-president of General 
Electric Co. Dr. Baker, who also is 
chairman of the Radio Technical Plan- 
ning Board, told the association that 
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the potential effect of television on 


post-war employment is so great that 
production of sets should not be de- 
layed pending levelopment of perfec 
tion in transmission, as urged in some 
a complete integra- 
tion as television,” he said, “cannot 
attain perfection at birth 
that televisior 


quarters. “Suc! 


Admitting 
as it might he re 
sented to the public today is not per 
fect, then we must make certain not! 
ing is done t yrrevent such nerfection 


as may later be made possible by tech- 


nical advances. The engineers of the 
industry agree this condition is ful 
filled 

“The ske T1C8 vho Sa\ tele vision is 
not technically eady ior wides read 
use,” he continued, “would he nearer 


the truth if thev said television is not 


quite ready program-wise.” In _ this 
connection, however Dr Baker 
pointed out as lid other following 


speakers, that present-day broadcast 
ing was “conditioned by the war” and 
the programs should be considered in 
that light. More than 80 applications 
for post-war stations, he reported, now 
are on file with the F.C.C 

E. W. Engstrom, director of re 


search, RCA Laboratories, evaluated 
the present state of television “in cold 
engineering term s as ready for tly 


public,” adding that we may expect 
early post-war production of television 
‘ 


receivers of 1¢ projection type assur 


ing excellent pictures adequately large 
for home us¢ John F. Royal, NBC 
vice-president in charge of television, 
deflated the recent report that the 
French were ready to broadcast a 
1000-line screen, reading a message 
from NBC's Paris representative de- 
claring it will 


ror 


be at least four years, 
probably much longer, before the 
French public will be given high fre- 
quency service. Actually, the dispatch 
revealed, the French are not ready 


to go ahead immediately with 450-line 


transmission, except experimentally. 
(Please turn to following page) 
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Lravel with lravter 





So rich in overtones, so life-like is the advanced 
performance of postwar Trav-Ler Radios that /istening is 
like traveling on a magic carpet to the actual broadcast. 
An entirely new era of radio reception will be ushered 

‘ in by Trav-Ler in both AM and FM radios... along 
with a new era of profitable merchandising based on 
attractive prices, modern design and alert promotion. 
Future-minded dealers and jobbers are invited to write. 


RADIOS RECORD PLAYERS 














TRAV-LER KARENOLA RADIO & TELEVISION CORPORATION, 1028-34 W. Van Buren St., Chicago 7, Ill. 
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EVERY 64 


HEART’S DESIRE 














The STEEL TWIN 366 


Leads the Paragon Twin Lines for 1945 
featuring all-steel undersink cabinets 
and cast iron bowls. 


CHICAGO FURNITURE MART SPACE 1545 
N. Y. FURNITURE EXCHANGE - SPACE 1613 


FAST SELLING 
KITCHEN SINK 
Units 


Send for 1945 Catalogue of the NEW 


aragon 


NONE @BETTER 


TWIN LINES 
Sweet... Wood 








A 
Paragon 
Ca Write. or Wire iv _# Oo S 2 eee 


Paragon Utilities Corp., 50 Van Dam St., Brooklyn 22, N. Y. 
PERMANENT DISPLAYS 


A i 
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Television speakers had a different slant on this 
subject. If the American Telephone 

Conference and Telegraph Co., for instance, 1s 
called upon for a nationwide television 

eum CONTINUED FROM PAGE 118 mms = transmission network. Harold S. Os- 
borne, chief engineer, detailed the sys- 

Public acceptance of television was  ‘t€™S by which this would be accom 
emphasized by Robert L. Gibson, G-E__ lished. Later, in a manuiacturers 


cecutive, who related that although panel meeting, speaking along similai 
there were many prospective set pur- lines, W. 5. Lemmon of International 
chasers in th Schenectady-Albany- Business Machines displaye d a model 


rov , ot oO f 4] shee of an automatic relay booster while 
area, not ne of the severa = 


hundred owners of prewar models there J. E. Keister of G-E outlined a plan for 
ever has sold a receiver The best satellite stations. These are designed 
advertisement for television, he de- bring television programs, the na- 
clared, was the Packard slogan—“Ask t#on’s best, to consumers in cities of as 
the Man Who Owns One.” Asserting little as 10,000 population, Keister said 
that television will offer the public Satellite stations, it was explained, 
more than radio ever did, 7... would be economically operated, would 
not employ costly live studio talent 
but through 16 mm. movie film would 
be able to program local events and 


local advertising to its consumers. 


Hutchinson, production director of 
RKO Television Corp., indicated that 
film will play a big part in broadcast- 
ing, easily competing in quality with 
live talent s o productions ! ; isi 
ve tale tudio productions and fa Robbins Discusses Merchandising 


less expensive 


Taking a sharp rap at some industry Of special interest to dealers and 
spokesmen who forecast widespread distributors was a talk made betore 
distribution of these sets immediately the manufacturers panel meeting by 
after the war, Lewis A. Weiss, exec- Charles Robbins of Emerson Radio 
utive vice-president of Don Lee and Phonograph Corp. Excerpts from 
Broadcasting System, urged a more his talk on “How Get 1 
onservative view of merchandising Into the Home”, follow 
possibilities. “Forget that sales argu- In view of the ever-s bli 
ment that six-out-of every-ten will interest in television, t ould not 
buy a television set. Such surveys are appea a very difficu issiguiment 
ridiculous,” he said, contending further Every newspaper and magazine as 
that “no city of less than 500,000 can carried glowing teatur¢ 
support a television station. Not more deriul development Manutacturers 
than 10 percent of the people are eligi- have told millions of the great televi 
ble for a television receiver.” Con sion wonders to com rt buying 
tinuing, he said: “The manufacture public will have bi 
should not skimp for a mass market. Many different styles of rec 
Indoor plumbing and electric refrig- be available. But let us tot be too 
erators still ar formidable competi over-optimistic about the  land-slide 
tors.” sale of those items. Let us be realisti 

Weiss definitely placed a $350 price “Normally, when John Hancock 
ticket on the post-war receiver and this buys a,car, he does so with the assur 
figure consequently was given a big ance there are good roads \ | 

lay in New York newspapers. It buys a sound receiver, he does so with 
seemed to this observer, however, that the certain knowledge there will be 
the speaker had his tongue in his good programs. We must all realize 
cheek when he handed out this figure however, that the television programs 
He said: “There will be a demand for breaching the gap between wartime 
FM, AM, television and record player and post-war hiatus, have not provided 
in one instrument. This at $350 will sufficiently entertaining or instructive 
truly be a new thing in manufactur- background to insure the sale of 
ing.” thousands of receivers to the general 

As for his contention that no city public at prices which must be charged 
under 500,000 could support a televi- “This is the very crux of th hol 
sion station, however, several other (Please turn to following page) 





ARMY-NAVY “E" TO MAYTAG—Fred Maytag II, president of The Maytag Co. 
happily holds "E" flag after its presentation recently at Newton, lowa, by Col. Nelson 
S. Talbott of the Army Air Force, who told how Maytag and its workers responded ir 
a crisis by taking over a larger production schedule of electric retraction motors fo 
the B-29 Super Fortress, now being used for long distance bombing in the Pacific 
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Floating Brush. 





DEALERS...DISTRIBUTORS... INVESTIGATE 


World’s Finest Vacuum Clean 


FLOATING BRUSH! 


You can demonstrate the McAllister Bag- 
less Vacuum Cleaner against competition 
with perfect confidence! Its powerful SUS- 
TAINED SUPER-VACUUM sucks in all 
deep-down and surface dirt and dust plus 
the lint or hair swept up by the McAllister 





At New Volume-Selling Price Level 


McALLISTER 


BAGLESS VACUUM CLEANER 


ad 
4 








NO BAG TO EMPTY! 


Banishes forever the nuisance of the vacuum cleaner 
bag! All dirt is deposited in the large reservoir, 
detached and emptied with ease and convenience. With 
the unique McAllister system all dirt, even the finest 
dust, is completely removed from the air before it is 





Housewares Sale 


See thi i 
his amazing new vacuum cleaner at 


BOOTH NO. 11 


PALMER HOUSE « CHICAGO 
JANUARY 7-12 





$ Conference 

















A VACUUM CLEANER 
with 
NO COMPETITION 


ther vacuum 
vhs ffer ALL 





There is n 
cleaner that can © 
these features! 











CLEAN DRAPES, BLINDS, 
MOULDINGS, CREVICES 

With the powerful McAllister 
_suction and convenient appli- 
f cators every nook 
and corner of the 

home can be kept 
spotilessly 





FRANKLIN 


Sales Offices: 135 S. LaSalle St., Chicago 3, III. 










discharged. 



















MOPS and WAXES 
BARE FLOORS 


Dust vanishes from 

bore floors— you can 

spray them with no- 
! rub liquid waxes with 
. ||, the McAllister Spray 
Gun. ‘ 
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DUSTS and CLEANS LAMP- 
SHADES, CLOTHES, AUTO- 
MOBILE UPHOLSTERY 
Lampshades, draperies, clothes 
can be kept clean and fresh 
with a McAllister in the home. 


I} fc] 























MOTH PROOFS, HUMIDIFIES, 
PAINTS 


Every bit of fabric in the home 
can be moth proofed with the 
McAllister Spray Gun. It can also 
be used for humidifying and 
spray painting. 

la oe 








The McAllister Vacuum Cleaner not only picks up dry-dirt, dust, lint 
and hair, but WATEK and SUDS as well. Think of this sales feature 
—your customers can wash, rinse and dry rugs or upholstery right 
in the home. 


DRIES HAIR, AIR CONDITIONS 


The continuous flow of warm, 
clean, filtered air makes the 
McAllister a perfect hair dryer 
—clothes, bedding, too, can be 
perfectly aerated without out- 
side airing. 








MCALLISTER 





State 3563 


CORPORATION 


* #aclory: Rockdale, Joliet, Illinois 
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: | problem of how to get television set 
¢ , into the home. If there are enoug 


; 


™ 
as . ’ interesting programs on the air, peop! 
; r’ 7 will want to buy television sets fo 
. their reception. But if there are no 

-* | enough receivers in use to insure a 


adequate audience for advertisers, tl 


\Ve 
yal AFTER THE WAR, \ 
' ARE YOU PLANNING TO meen Sie suaions te be np 


“There will no doubt be a flus 


s FE L L o } L oe U R A 4 ~ « market for television when productior 
G U ot ad A Cc E s | is resumed. No doubt large number 


| will be purchased in anticipation 
RANGES + SPACE HEATERS foo ropa cme: Bats 
buying in concentrated markets 


| something else—and it is to mass buy 

WwW A T & kK | £ A T E a 5 eee ing that we must look for a self-sus 
tained growing television industry 

“Television manufacturers, distrib- 
utors and dealers—with the broad 
casters—have a stake in this set-up 
When it is determined how many tele 6 
vision sets are required in a community 
to complete the audience and broad 
casting cycle, I suggest that they and 
the advertisers get together. on a local 
and national merchandising plan 
Manunfacturers would arrange witl 
their distributors and dealers to place 
the first required numbers of receive: 
in homes on liberal buying terms i 
the shortest time possible. The broad 
caster, assured an adequate audience 
would then invest in good sustaining 
programs pending the sale of broad 
casting time 

“The advertiser, assured an adequate 
audience, would finance the sort of pro 
grams which would serve as efficient 
background for his merchandising 
campaigns 

“Manufacturers will accomplish tl 
greatest good for themselves and for 
the industry by being motivated 





primarily by an enthusiastic determina 
' 


tion to manufacture only high quality 


instruments—rather than fix profit 
margin as the dominating objective 
for the start at least. Not only higl 


1 1 


quality, but practical television—pro 
jection televisior 


“Distributor’s responsibility 
long-range, far-sighted viewpoint, 
willingness at the inception to agree t 


a minimum profit margin to maintai 
| for the benefit of the public the great 


“DL" Float Valves are 
used by exacting est values possible 
manufacturers. Be 
sure they are on the 


products you select 


The Dealer's Part 


“Dealers, on the firing line, should 
g 
make it convenient and easy for people 





to buy, through attractive display and 
to sell. demonstration facilities, through a 
highly trained sales force and above all 
an efficient and highly trained technical $ 
if , P ie = . e force which manufacturers might take 
; you are, it will pay you to look for "DL" Float Valves when you select the lines of oil a hand in training. The dealer should t 
eating equipment to sell. keep himself well informed on_ all! 
| phases of the business and never fail t C 
or yr me eegie: and dealers of oil heaters prefer "DL" Float Valves for their simplicity agen tek scone ene — 
° . ° é | the television receiver itself and the 
° a and ye ease with which they may be cleaned. A clean valve and heater will | exact service to be expected 
render years of satisfactory service, and eliminate many service calls which eat up prof- “Television sets are not over-the s 
. . . kT — 
its. That is _ ven should insist upon "DL" Float Valves. No wrenches or special tools —— og They are more comple: 
are requir is ° . than sound receivers, more expensive 
guire not ing but a screwdriver. and require greater care in handling 
" " . Satisfactory operation in the home wil 
A "DL Float Valve installed on a space heater, furnace, water heater or stove, is also depend entirely on the expertness o . 
a good indication that the whole unit will provide the utmost satisfaction for you and the installation and the time spent it I 
your customers. explaining the principles of operatior 
to the new owner. f 


“To get results requires teamwork 
Only through joint operation will b 


DetRoiT LusRicatoR COMPANY ichary sales, ob atone geap 














General Offices: DETROIT 8, MICHIGAN radia Aig a be 

positio as one ot ne toremost indus 

Division of Amsnican Rapiator & Standard Sanitary corporation tries of the world. I predict it wil 
Conedian Representatives—RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG er ve wee 


ieee ner ctenn: not too far distant future.” 





Important contributions also wet 


DL” Heating and Refrigeration Controls - Engine Safety Controls - Je duri } 1 : Tl 
made during the panel meetings. 


Safety Float Valves and Oil Burner 


Accessories * Radiator Valves and Balancing Fittings * Arco-Detroit Air and Vent Valves * “Detroit” Expansion 














ee : . : 2 question-answer period was preside 
Valves and Refrigeration Accessories * Air Filters * Stationary and Locomotive Lubricators over by Dr. Alfred N Goldsmith F 
| RCA. ~ 


ELEC 
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SPOKANE 
SEATTLE 
® TACOMA 


ee nanaeal 


ABERDEEN e 
PORTLAND 


@ BILLINGS 


© BOISE 
CASPAR @ 








* 
es SALT LAKE CITY DENVER ©@ 


@ RENO 





. 
oe SACRAMENTO 
AN FRANCISCO 





@ PHOENIX 


84 already have been appointed—and by the 
time Uncle Sam gives us the go-ahead to produce 
civilian radios, 91 of the best-known, best-liked 
distributors in the industry will be ready with 
Sonora’s complete Home Entertainment line. 

Known to consumers as a quality-plus product 
since 1914—famed for “Clear As A Bell” tonal 
perfection through all these years—applauded 
for maintaining a dominant national advertising 


~ Sonor 


Near asa Bell 


a" 


| 


Wu 


iii 













aa 
lpi pt) be LL LE 
/ ti Fue. 


I] SONORA RADIO 
DISTRIBUTING 


CENTERS! Ly 


campaign in 11 top magazines throughout the 
War—Sonora today means Home Entertainment 
At Its Best to millions. To you it means prestige 
and profits far above the average. Sonora is the 
line for far-sighted merchants who sense the 
competitive advantages of a complete range of 
nationally-advertised Home Entertainment prod- 
ucts designed, priced and merchandised to please 
every taste, every purse, every type of customer. 


| Home Entertainment At Its Bet = == 


RADIOS + PHONOGRAPHS + RADIO-PHONOGRAPHS + RECORDS - RADIO-PHONO-RECORDERS 
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GETTING CLOSER 
EVERY DAY 


sere eee eee eee ee eee eee ee eee eee eee eee eee eee eee! 


I [ won't be long now! A truly ‘amazing opportunity for stoker 


sales is about to unfold. 


Che SMITHway Stoker has been created by famed A. O. Smith 
research and production engineers — perfected and performance- 
proved in the renowned A. O. Smith laboratories. This, America’s 
Outstanding Stoker, is all set for efficient mass production within 
the big A. O. Smith Corporation plants. 


Born of engineering genius, backed by powerful merchandising- 
advertising support, this stoker offers an unusual opportunity to qual- 
ified dealers throughout the nation, on a basis that assures success. 


Act now! Your territory may still be open. Write, or use coupon 


belowj 


Buy am Extra War Bond This Mouth! 


Milwaukee 1, Wisconsin 


Offices ot: NEW YORK + PITTSBURGH + CHICAGO - TULSA + HOUSTON + DALLAS « LOS ANGELES « SEATTLE 
in Coneda: JOHN INGLIS CO. LIMITED 


“Americas Outstanding Stoker" 
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NEW POSITIONS OF THE MONTH 








Galvin Mfg. Corp. 


Paul \V. Galvin, president of Galvin 
\Mig. Corp., Chicago, makers of Mo- 
le , announces that the board 
directors of the corporation has 
appointed Elmer H. Wavering vice 
president in charge of their new Auto- 
motive Division, and Walter H. Stell- 
ner vice president in charge of their 
Home Products Division. 


WALTER H. STELLNER 


Mr. Galvin states that these divisions 
ave been newly created in accordance 
with Motorola's greatly enlarged pro- 
rram for the manufacture and mer- 
handising of post-war radio and elec- 
tronic equipment for home and auto- 
mobile use. 

Mr. Wavering joined the Moto- 
rola organization as an engineer in 
1930, and pioneered the design and 
engineering development of the first 
commercial car radio receiver during 
that year. Later, Wavering became 
sales manager of the Car Radio Divis- 
ion, which position he relinquished to 
become head of the huge Quartz Crys- 
tal Division, an outgrowth of the war. 

In 1937 Motorola entered the home 
radio field, and at that time Mr. Stell- 
er was appointed advertising manager 
ior. the Home Radio Division. \ 
ear later Stellner was made sales 
manager of this department. In 1942 
he became head of the Washington 
fice of the Galvin Co 


Pincus to Middle Atlantic 


Wm. H. Kelley, general sales man- 
er of Galvin Mfg. Corp., Chicago, 
Motorola car and home 


inounces the appointment ot 


if 


Pincus as district sales 

for the Middle Atlantic 

headquarters at Philadel- 

Pincus was formerly con- 

with the Philco Corp. as their 
field expediter 


Bendix Aviation Corporation 


Truesdell, general sales 


Leonard ( 
lanager in charge of the forthcoming 
ome radio marketing program of the 
Radio division of Bendix Aviation 
Corp. has announced the appointment 
ot Edward R. Hanslip, Jr., as the com- 
pany’s district manager in Kansas 
City. 

Hanslip, formerly southwestern dis- 
trict sales manager for the Strom- 
berg-Carlson Co., will continue to 
make his headquarters in Kansas City. 


JANUARY, 1945—ELECTRICAL MERCHANDISING 


Crosley Corp. 


Appointment of E. C. Brode as man- 
ager of distribution of the manufac- 
turing division of The Crosley Corp. 
was announced today by J. H. Ras- 
mussen, general sales manager of the 
Crosley manufacturing division. 

Mr. Brode has recently been re- 
gional manager for Crosley in the 
north-central part of the country. For 


E. C. BRODE 


vas with the Westing- 
house Electric and Mfg. Co. and was 
merchandise manager for that com- 
pany, in their Central District, before 
joined the Crosley organization. 


18 veat s, he 


Karmen Appointed 


Appointment of L. J. Karmen as 
director of administration, the manu 
facturing division of The Crosley Corp 
has been announced by R. C. Cosgrove, 
vice-president and general manager. 
Before his appointment with Crosley 
he was for three and one half years 
with Booz, Allen & Hamilton, manage- 
ment engineers of Chicago and New 
York. Prior to that he was associated 
with Montgomery Ward and Co. for 


13 years. 
Caribbean Manager 


Looking forward to resumption of 
xport distribution of Crosley radios 
ind major household appliances, th 
ippointment of Antonio Rojas Villalba 
is Caribbean regional manager for the 
export division of The Crosley Corp 
vith headqtarters in Mexico City, wa 
unnounced recently by John W. De 


Lind Tr., director of exports 


Viking Mfg. Corp. 
john R. Mahor y has joined t 


t 
iles organization of Viking Mfs 
Corp. of Dayton, Ohio and will con 
tact the distributors in the eastern 
northeastern area of the country, a¢ 
cording to H. S. Frasher, president o 
Viking. 

Mr. Mahoney most recently 


connected with The “arriet Corp 


Peerless Mfg. Co. 


The Peerless Manufacturing Corpo 
ration has announced the appointment 
of Clarence A. Rundall as manager o 
its’ stoker division, succeeding R. B 
Lyman, who recently resigned becaus« 
of ill health. 
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FOR POSTWAR HEATING 
SILENT SIOUX HAS BIG THINGS 
IN VIEW! 


@ Today, we're busy night and day supplying 
oil burning heating units for vital war purposes. 
But we haven't forgotten that our regular peace- 
time pursuit is designing and manufacturing 
America's finest heating equinment. So keep this 
in mind. For postwar heating, Silent Sioux has 
big things in view . . . with many revolutionary 
improvements in a complete line of up-to-the 
minute space heaters, air conditioning furnaces, 
furnace burners, hot water heaters, etc. Because 
many valuable dealerships will be available, write 
us today. 


Bb SILENT SIOUX OIL BURNER CORP. 
ORANGE CITY, IOWA 
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We are proud to 


cialty Distributers—each a leader in his marketing area— 


who now handle 


Alabama-Florida 
American Sales ¢ 
American Sales (¢ 
Apollo Distribut 


The Artophone Corporation, S¢. Louis, Mo 


Bickford Brothe 
Billings Hardwa 


Buhl Sons Company, Detroit, Michigan 
Cleveland Distributing ¢ ompany, Cleveland, Ohio 


Columbia Whole 
Dulaney Distribs 
Eskew, Smith & 
Federal Distribu 


Federal Distributing Company, Wichita, Kansas 
|. Feldman Company, Providence, Rhode Island 


I t Distributing Company, Salt Lake City, Utah 
Gerlinger Equipment Company, Toledo, Ohio 
Griffith Distributing Company, Cincinnati, Ohio 

( fith Distributing (¢ ompany, Indianapolis, Indiana 
Holcomb Gunn, Inc., Little Rock, Arkansa 
Henzel-Powers, Inc., Albany, New York 

Kentworth Corporation, Lowisrille, Kentucky 

i walter & Gough, Inc., Los Angeles, California 


Major Appliance Company, Omaha, Nebraska 


McClain Distrib 


McDonald Brothers, Memphis, Tennessee 


Morris Distributing Company, Syracuse, New+York 
Morris Distributing Company, Binghamton, Neu York 
Morrow- The s Hardware Company, Amarillo, Texas 


Motor Pow ke 


Mullin Furniture & Appliance, Dodge City, Kansa 

Northeastern Distributors, Inc., Boston, Mass 

Radio City Distributing Company, Dallas Texa 

tadio & Apphance Distributing Company, Denver, Color 

Radio Specialty Compat aukee, Wisconsin 
Specialty | 





Southern Equipr 


lose ph Strauss 


Lhe Switz Con 
Thompson & H 
limes Apphianc 


Wakem & Whipple, Inc., Chica 


W. G. Walz Co 
W. G. Walz Ce 


The Wayne Hardware Company, Fort Wayne, Indias 


}_ A. White Dis 
J. A. Williams ¢ 
Young Brother 
The Yancey Co 
Jos. M. Zamois 


WHEN PEACE 


‘rand GAS RANGES 











present this group of high-powered Spe- 


the distribution of Grand Gas Ranges. 


Distributing Company, Birmingham, A 
ompany, Columbus, Obio 

ompany, Dayton, Ohio 

ing Company, Newark, N. J 





rs Company, Rochester, N. Y 
re Company, Billings, Montana 







salers, Inc., Washington, D. € 

ating Company, Oklahoma City, Oklahoma 
Cannon, Charleston, West Virginia 

ting Company, Kansas City, Missouri 
















uting Company, Charlotte, North Carolina 







juipment Co., St. Paul, Minnesota 












Corporation, New Orleans, La 


hahn ¢ ompany 
vent Company, San Antonio, Lexa 
Inc., Buffalo, New Yort 

pany, Evansiill 
olmes, Ltd 
e Co., Inc 







mpany, E/ 






mpany, Phoenix, Arizona 





tributing Company, Grand Rapids, Michig 





ompany, Pittsburgh, Pennsyltanta 





j 
s, Erie, Pennsyltania 





mpany Inc ttlanta, Georgia 





ki Company, Baltimore, Maryland 


comes, it witt Bt Grand! 





NEW POSITIONS 


OF THE MONTH 








Edison General Electric 
Appliance Co., Inc. 


Gregory L. Rees has been appointed 
range and water heater sales division 
manager, Edison General Electric Ap- 
pliance Co., according to Ward R. 
Schafer, general sales manager. Rees 
has been with the company since 1935 
as development engineer and_ special 





GREGORY L. REES 


sales representative on ranges and 
water heaters. During the war period 
he had charge of the demonstration 
and sale of company developed war de- 
vices. He will be located at the com- 
pany’s Chicago headquarters, 5600 
West Taylor Street. 

In other personnel changes an- 
nounced, H. J. Scaife was named man- 
ager of the Western sales region, 
with headquarters in San Francisco. 
He leaves the post of kitchen sales 
manager, and is succeeded by John 
Fellmann. Floyd Slasor was named 
manager of the refrigeration sales divi- 
sion. Fellmann and Slasor will remain 
at Chicago headquarters. 


General Electric Co. 


The appointment of J. F. McBride 
as sales manager of the range division, 
effective January 1, 1945, was an- 
nounced recently by General Electric. 

McBride has had extensive experi- 
ence in the promotion of the company’s 
electric ranges. He joined the appli- 





J. F. McBRIDE 


ance and merchandise sales promotion 
division at Cleveland in 1937 and, at 
the end of that year, was made adver- 
tising supervisor for the range and 
water heater divisions. In 1939 he was 
in Minneapolis as range and water 


Coroaire Heater Corp. 


Carl F. Breitenbach, has been ap- 
pointed assistant to the general man- 
ager of The Coroaire Heater Corp. 
of that city, according to an announce- 
ment by E. R. Smead, president of the 
corporation. A. W. Conley is general 
manager. 

Before joining Coroaire Heater 





C. F. BREITENBACH 


Corp. Mr. Breitenbach was associated 
with The May Co.. Cleveland. His ex- 
perience includes management of var- 
ious departments such as ranges, elec- 
trical appliances, stoves and_ heaters. 


Westinghouse 


The Westinghouse Electric & Mfg. 
Co. announced recently the re-ap- 
pointment of W. O. Lippman as man- 
ager of the Electric Appliance Div 
Works, East Springfield, Mass., a 
position he relinquished on April, 1943 
to become manager of the Canton, 
Ohio, Ordnance Division. 

Mr. Lippman will retain his Ord- 
nance Division post and will divide his 
time between the two plants. In his 
absence from the Canton plant, J. C. 
Smith, newly appointed manager oi 
manufacturing there, will be respon- 
sible for the operation of the Division. 


The appointment of W. Ross Ar- 
buckle as manager of the Home Build- 
ing Department was announced by T. 





W. ROSS ARBUCKLE 


J. Newcomb, sales manager of the 
Westinghouse Electric Appliance Divi- 
sion, Mansfield, Ohio. He will develop 
a merchandising program on planned 
kitchens and laundries for homes and 
apartments and expand the company’s 








heater representative for the west cen- 
tral district. 


activities on major appliances in the 
apartment and multiple housing field. 


GRAND HOME APPLIANCE COMPANY «© CLEVELAND, OHIO 
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When a customer “'shells out’ hard cash 
for a motor...or an appliance... he 
wants a “sure thing’’. He wants his money’s 
worth. He looks for a name he knows and 
trusts -Westinghouse . . . a name he’s been 
continuously sold and resold on for over 
half a century by the superior perform- 
ance of many millions of appliances with 
Westinghouse motors. 

This Westinghouse motor-acceptance is 
a sure-fire business booster that keeps sales 
coming your way. To “clinch” them use the 
Westinghouse ‘Over-the-Counter’ Motor 
Exchange Service for fractional horsepower 
motors. It makes motor servicing easy and 


profitable ... keeps customers happy. 
jJ-03218 
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ARE You USING THE WESTINGHOUSE 


“OVER-THE-COUNTER” MOTOR EXCHANGE SERVICE? 


@ to keep customers happy 
@ to build good will 


@ to make more profit 


...ask about it today. Bulletin B-3336 tells all. Westinghouse 
Electric & Mfg. Co., P. O. Box 868, Pittsburgh 30, Pennsylvania. 


small motors 











NEW 
POSITIONS 













American Central Mfg. Corp. 


f these clocks soon ' Mrs. Lorine Meounce, formerly in th 


0 public relations department of Con 
° some solidated Aircraft Corp., San Diego 
etting nl has joined the sales department o 
y e American Central Mig. Corp., Con 
nersville, Ind., where she will serve as 
director of the American Kitchen 
Planning Service, it is announced by 


You ma 


C. Fred Hastings, general sales man 


acer. 





\s head of \ an Central’ 
kitchen planning servi she will b 
active im the « mpany’s post-war re 

turn to the manufacture of steel kitche: 
sinks and cabinets, automatic disl 
washers and home freezer units. 


OPA Ceiling Price $4.95 plus tax 


Bendix Home Appliances, Inc. 


Judson S. Sayre, president of Ben 
dix Home Appliances, Inc., announces 
. . . — P > > (Penne vey 2 - 
Electric used to make before the war. leader in the manufacture of electric alarm the appointment of Grace Pennock, na 
tionally known home economist, as di 
rector of practical research for the 


HEY RE THE SAME fine alarm clocks General These advantages make General Electric a 


We're turning them out in limited quanti- clocks. No wonder twice as many people picked 


ties so as not to curtail our war production G-E as any other brand in a recent survey of Bendix Home Laundry _ Institut 
ae oes eae buying intentions! —= Bend, ind. 5 7 
, ‘ Miss Pennock for over eight years 
Your customers will be reading about these It's time to start planning a G-E Clock was household editor of Ladies Home 
clocks in leading magazines featuring G-E “eeuon for your store so you'll be ready for 
advertising. So eet ready to answer their ‘the demand when a full line of General Electric 
questions - Alarm Clocks, Kitchen Clocks, Occasional 
it Clocks, and Strike Clocks . . . ranging from 
. = pre oclf-ctarting feature $2.95 to $450... are back on the market. 
ae ee General Electric Appliance & Merchandise 
© thee Rene fection cond cst Department, Bridgeport, Conn 


¢ the big, convenient sweep-second hand. 





FOR VICTORY * General Electric i- 
working night and day to back the at- 


tack You « in help tow by | iving and 


holding more war bonds than hefore 





GRACE PENNOCK 














PUNE IN The G-F House Party every — sags" een rego ¢ 

fernoo n, Monday through Friday, 1 p. m.. I apa My le Reset cen al sn 

E.W.T., CBS The G-E All-Girl Orches- Everything Electrical for After-Victory Homes the Extension service in Middles 
tra Sunday, 10 p. m., E.W.T.. NBO Mass 

lhe World Toda news, every weekda: She is a membe rt ti Ameri 

15 pam., E.W.T., CBS Home Economic Association and t 

GENERAL ELECTRIC American Agricultural Engineeri 

| Society, and holds the degrees 

Bachelor of Science, Master of S 

— — — fl ence and Bachelor of Arts 
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ill b Y¥ a 
ch ut Yourselt a ice 
itche 
- 
c. and guarantee delivery on your 
Ben fi e * 
ian irst radio requirements 
k, na 
as di : , , , ‘ ‘ 
2 the Your biggest postwar problem is—deliveries. Here is a sales plan 
titute that answers that problem by guaranteeing deliveries. 
—_— An organized sales and distribution plan makes it possible for you 
Hom to depend on your share of the finest radios available immediately 
after civilian set production starts. 

Meck Radios will be sales leaders, year in and year out—from the 
start. You can now reserve a section of my production line and 
stop worrying. 

Ask your Parts Jobber today or write 
JOHN MECK INDUSTRIES, PLYMOUTH, INDIANA 
al 
i S 
ISING 
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Warren Telechron Co. 


Roy W. Johnson, general sales man- 
ager of the Warren Telechron Co., 
Ashland, Mass. has been elected vice 
president and a director of the com- 
pany, it was announced 





ROY W. JOHNSON 





Prior to joining the Warren Tele- 
chron Co., on May 1, 1944, Mr. John- 
son served for a year and a half as 
director of the Facilities Bureau of 
the War Production Board. For a 
number of years he was associated with 


» ' the General Electric Co. and Shick, 
~ yer Inc. in merchandising capacities. 
Ww \ When a dashing young matron of the Mauve Decade raced the 


first electric sewing-machine around a 20-yard skirt, she literally 


astonished the Friday Afternoon Sewing Circle. The ladies were Lear, Inc. 
P . P ° Nate Hast, who has played a large 
even more intrigued to hear that the electric machine upped the niet in the growth of salle 06 boo 
’ ° ° executive since the days of crystal sets, 
foot-treadle’s speed by several hundred stitches per minute. has joined Lear, Incorporated, as mer- 


chandising manager in charge of styl- 
Others were quick to see the advantage of this time-saver, and ing and marketing mationsity the new 
line of Lear home radio sets, it was 
announced recently by William P. 
Lear, president. 





enthusiasm for the new invention soon transformed it from an 
oddity in 1889 to a demand product. Once more an “entering- 


wedge” group had established a market. 


The first step in launching sales of your product is an influential 
first customer. The readers of HOUSE & GARDEN are progres- 
sive leaders whose buying habits guide the buying of a nation. 


They are your “entering-wedge” to a vast waiting market. 





sell America’s entering-wedge market with 


House & Garden ae 


According to WPB figures, 2,300,000 sewing-machines will be 








With headquarters at 230 East Ohio 


bought when factories start rolling out peacetime products. Street, Chicago, Mr. Hast is organiz- 

Right now, your prospective customers are studying brand names ing the Lear sales staff and drawing 
es ; plans for the distribution of Lear’s 

and qualities. Among the first to buy will be those who depend new post-war line. 

on HOUSE & GARDEN for first news of first products.” Formerly metropelitan sales man- 





ager in the New York area for Philco, 
later national sales manager for Emer- 
son, and more recently founder and 
owner of General Television and Radio 
Corp., Mr. Hast has devoted himself 
largely to the distribution of more than 
4,000,000 model planes during the war. BLEY 


4DE NAST PUBLICATIONS INC., 420 LEXINGTON AVENUE, NEW YORK |7 
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You can safely stake your reputation on “Farnsworth has the most dependable record- 





Farnsworth record-changers—today ac- changers.” Prewar experience will make for 
cepted as the standard for the industry. postwar confidence and sales. Further rec- 


Farnsworth has 16 years of pioneering ord-changer improvements will be featured 
experience in designing, and producing fine, in the new Farnsworth line. 
trouble-free, automatic record-changers. It Farnsworth changers are right for the 
has developed many important inventions dealer... simple, long-lasting, trouble-free 
and principles that have simplified operation and time-proven ...do away with frequent 
and improved performance. and costly service. ... When you sell a 
Farnsworth owners and dealers all say, Farnsworth, it stavs sold! 


FARNSWORTH 


Farnsworth Television & Radio Corporation, Fort Wayne 1, Indiana. Farnsworth Radio and Television Transmitters and Receivers; 
Aircraft Radio Equipment; Farnsworth Television Tubes; The Farnsworth Phonograph-Radio; The Capehart; The Capehart-Panamuse- 





io 
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A COMPLETE LINE 
COMMERCIAL AND INDUSTRIAL STOKERS 


ip d b pe hour capacity 


Open hopper unitype, built 
in blower; heavy construc- 
tion for commercial, indus- 


rial plants 





Closed hopper commercial 
and model— 
burning head 


same as on larger stokers. 


industrial 
Power - Flex 
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@ Many distributors and dealers 
will find it not only desirable but 
necessary to handle a stoker line 
in the postwar period, to maintain 
their competitive standing and in- 
crease profits. 


After the 
ness, like the 


war the stoker busi- 
automobile business 
in its early days, will rapidly ex- 
pand. Many manufacturers 
will be attracted by the low satu- 


new 


ration point of the stoker busi- 
ness. 
Wherever possible, the far- 


sighted distributor or dealer will 
want to beat the field, by tie-ing 
in with a manufacturer that al- 
ready has a proved line of stokers 









“Challenger” Bituminous Hopper 
Model illustrated. Also furnished 
in Anthracite model, and Bin-Fed— 
both Anthracite and Bituminous. 


. that has a research laboratory 
to keep mechanical design ahead 
of competition . .. that is steadily 
growing in sales volume... that is 
large enough to provide business 
stability and low manufacturing 
costs ... that has a nationwide 
reputation ... and is aggressive 
enough to have a dealer training 
program and complete sales co- 
operation. 


The experiences of distributors 
and dealers proves that Link-Belt 
has what it takes to insure profits 
in the stoker business. We'll be 
glad to have one of our represent- 
atives show you case histories of 
successful selling, and what we 
have up our sleeve for 1945. 


LINK-BELT COMPANY 


Stoker Division 


2410 West 18th St., 


TLE 


Chicago 8, Illinois 


©}BELT 


AUTOMATIC COAL STOKERS 
\ AY WY) 
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Portable Elevator Mfg. Co. 


The Freez-All Home Freezer Divi 
sion of Portable Elevator Mfg. Co 
Bloomington, Illinois has announced 
the appointment of W. M. Caudell 
Jr. as assistant sales manager. 

He was formerly district representa 
tive and later manager of the Stand 





W. M. CAUDELL, JR. 


the Corbi 
Britain, Connec 


Division of 
New 


ard Products 
Screw Corp., 
ticut 

Mr. Caudell’s duties will include field 
work with distributors now 
franchised to handle “Freez-All” 
freezers 





being 
home 


American Home Magazine 


The American Home magazine a 
nounces the appomtment of Warren ¢ 
\gry as advertising director. Since 
1941, Mr. Agry publisher o 
Good Housekeeping magazine H 
Hearst organization in 1927 
and served first as advertising ma 
ager ot Cosmopoittan 


has been 
ned the 


magazine; th 
manager and advertisi 


vd I] mS 


as business 


manager of Go keeping 


Silex Co. 
A. J. Nordskog, 


the Silex Co. for approximately eig 
years in the Metropolitan New Y: 


who has represent 








A. J. NORDSKOG 


area as commercial -district manage! 
has just been appointed as commer: ia 
sales manager to supervise sales 0! 
institutional equipment on a naticna 
basis. 


ELE 





Divi 
. Co 


punced 
audell 


‘senta 
Stand 


Corbi 


Sonne¢ 


de field 
being 
” hon 


une a 
irren ‘ 
Sin 
isher ¢ 
Kt H 
in 1927 


w Y¥ 





manay e! 
mmer 1a 
sales 0 
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DISING 





You can sign up 


‘Emerson hadio 


customers NOW 





Find out all about the Money-Making- 
P.D.Q. Plan. Ask for Valuable Free Material 


Hundreds of thousands of Americans, anxious to own 
a new Emerson Radio, Phonoradio, Portable or Tele- 
vision Set, have filed P D.Q. certificates with authorized _ business for the future. Mail this coupon today. 


Emerson Radio dealers. 


The PDQ. plan (the Emerson Preference 
Delivery Quota Plan) is a simple, workable pro- 
gram to bring customers in now... for the post- 
war Emerson Radio of their choice. 


Already thousands of alert dealers are capitaliz- 
ing on the effectiveness of the PD.Q. Plan. If 
you are one of the few dealers who have not yet 
received information on this business-building 
program, find out more about it...fill in the 
coupon now and learn how you can clinch cus- 
tomers for post-war delivery of the marvelous 
new Emerson Radios. 


GREAT ENGINEERING IDEAS IN SMALL PACKAGES...COMPACT, EFFICIENT, FINE 
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Do it now! The PDQ. Plan brings you store traffic 
immediately, makes valuable contacts, and assures your 


EMERSON RADIO AND PHONOGRAPH CORP., New York II, N.Y. 





Television 






“Emerson, 


MAIL COUPON, attached to your letterhead, for complete 
details of Emerson Radio’s spectacular PD.Q. Plan. 


Emerson Radio & Phonograph Corporation 
Room 1363—111 Eighth Ave., New York 11, N.Y. 

I want to know all about your PD.Q. Plan for 
retailers. Send me the information — Free — that will 
tell me how to build business. 


Namevof Individual 





Name of Store 





Street 





City. State 





EM4 









The entire Detrola Radio plant is a new idea in radio manufacturing tech- 


nique. All of its departments— administrative, engineering, design, production 

are spacious, orderly and modern . . . and modernly equipped. This not only pro- 
motes employee efficiency, but stimulates workers to conceive ideas for ever- 
greater improvement of both our products and manufacturing methods. Such 
conditions have enabled us to achieve high quality, high volume war production. 
They will likewise enable us to build highest quality radio receivers, automatic 
record changers, record players, radio television receivers and other electronic de- 


vices when our efforts are again happily directed toward those peacetime pursuits. 






+ BERSION OF INTERKUTIONAL DETROLA CORPORATION - BEARD AT CHATFIELD, DETROIT & 
> ¢. RUSSELL FELOMANN dr PRESIDENT 
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NuTone, Inc. 


L. B. Dreifus, assistant vice-presi 
dent of Supplee-Biddle Co., Philadel- 
phia, has joined NuTone, Inc., Cin- 





L. B. DREIFUS 


cinnati, manufacturers of door chimes 
and other signaling devices. He will 
become eastern sales manager, and 
will make his headquarters in New 
York. 

F. B. Marple, has joined the NuTone 
organization as Pacific Coast sales 
manager, in charge of all sales and pro- 
motional operations Mr. Marple’s 
last connection was sales manager oj 





F. B. MARPLE 


the Nicholson organization of Holly 
wood, distributors of General Electri 
and other major appliances. 


General Television and 


Radio Corp. 


Herman R. Rose, president, General 
Television and Radio Corp., Chicago 
announces that John E. Rogers has 
been appointed director of radio sales 

For the past 12 years Mr. Rogers 
was sales manager in the 24 mid 
states territory for Galvin Mfg. Corp 
Chicago. 


Westinghouse Home Economics 


The appointment of Mrs. Elizabet! 
K. Genger to the staff of the Westing 
house Home Economics Institute t 
head research on the laundering 
synthetic fabrics. has been announce: 
by Mrs. Julia Kiene, Institute director 
Miss Genger, former instructor o 
Textiles and Clothing at the universit 
of Maryland, will make her studies a 
the Westinghouse Appliance Divisio 
Laboratories in Mansfield, Ohio. 
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New 


e IT’S SAFER TO ASSUME 


gous stil tude Fo $H0 = 


CERTAINLY there is a tremendous pre-sold, top attention. Youngstown Kitchen Dealers can 


unsaturated market for modern all-steel kitchens. look forward to having the benefit of twelve years’ 


9 = oe 


The pent-up demand we hear so much about may experience in this new business. It will be presented 


even tax our manufacturing capacity for 2 Until the lost shot is fired to them in practical, usable form without 
— buy bonds — give 

while right after the war. blood—salvage fots and =~ tricks or overdone dramatics. 
paper —work for Victory. 
Then do your partto.. . 





Holly But there will be no drifting with the Dealers who want to build a long-pull 


Give a Mana Job 


“buying tide’” down Youngstown Kitchen Kitchen Merchandising Business and who 


OR feel that it is safer to assume they'll still 


have to sell, should look into the Youngs- 


way. 


Clear cut information about simplified Rk : 
Put Dollars to Work 
1icago 


rs ha The FREE American Way 
—_ MULLINS MANUFACTURING CORPORATION 


VOU ¢ 


| mid WARREN, OHIO 


Design Engineering Service - Large Pressed Metal Parts - Porcelain Enameled Products 


enera! 





kitchen planning and selling is receiving town Kitchen Program. 





ste YOUNGSTOWN KITCHENS 
Mullins Manufacturing Corp. 
Dept. EM-145, Warren, Ohio 


izabetl 
esting 
ute t 








ae ° Please send me Youngstown booklet, “Get Acquainted With 

ounce LeM1A. Your Kitchen Business’’. 

irector 

: Name 
fi 9 F . 

ereit by Mullins. 

dies a Street a | 

Jivisic 

9 LP eee eee | State_ | 
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“E” FLAG SAYS TO EVERY 


THIS THREE-STAR ARMY-NAVY 


“YOU’RE ON TOP WITH HORTON” 


a 





.. - because War Production Skills and Processes 


Give New Dependability, Eye Appeal, 


and Salability to Postwar Horton Washers and Ironers 


y= postwar Horton washers 
and ironers will give you com- 
manding competitive leadership 
after the war. Here’s why: Hor- 
ton has always been known for 
quality material and workman- 
ship. Now in producing ordnance 
matériel for the U. S. Govern- 
ment, Horton is not only exceed- 
ing quotas but meeting more ex- 
acting standards of manufacture 
and inspection than ever were de- 
manded in peace-time operation. 
Only about 3°% of American 
industry has ever earned the 
Army-Navy “E” award for speed 
and excellence of production. 
Only a small fraction of 

: these have earned it 
more than once. Hor- 
ton has earned this 
prized award 
four times, to- 
gether 


For further details write 


with a special citation for thor- 
oughness of inspection and accu- 
rate quality control. 

The same resourcefulness, skill 
and methods used by Horton in 
making this record will be em- 
ployed in making postwar Hor- 
ton washers and ironers. 


To dealers, this means home laundry 
equipment so free from mechanical 
liability that service calls will seldom if 
ever be necessary. It means washers 
and ironers of streamline eye-appeal 
so reliable in performance, so easy 
and convenient to operate, that they 
will sell on comparison. The revolu- 
tionary improvements of the new post- 
war Horton washers and ironers, 
backed by the sound and adequate 
advertising and merchandising cam- 
paign planned by Horton, will put 
dealers on top in competitive power. 


G WW. 
Ent 
wir 
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DEALER 





FORT WAYNE, INDIANA 
MAKERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 73 YEARS 
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Norge Division— 
Borg-Warner Corp. 


H. H. Whittingham, formerly vice- 
president in charge of engineering of 
the Norge and Detroit Gear Aircraft 
Parts divisions of the Borg-Warner 
Corp., has been appointed vice-presi- 
dent and manager of the latter unit, 
and Ira H. Reindel, chief engineer for 
Norge, has been promoted to director 
of Norge engineering, it was an- 
nounced by Howard E. Blood, presi- 
dent of the two units. At the same 
time, Mr. Blood disclosed that the 
name of the Detroit Gear Aircraft 
Parts division will be changed to De- 
troit Gear division, effective Jan. 1, 
1945. 


Pizor Appointed 


R. H. Pizor, who has been in the 
sales department of the Norge division 
of Borg-Warner Corp. since 1934, has 
been appointed key sales specialist and 





R. H. PIZOR 


will return to the field immediately, 
having completed two years in an im- 
portant war job in the company’s 
Muskegon, Mich. plant, it was an- 
nounced by M. G. O’Harra, vice-presi- 
dent in charge of sales. 


Farnsworth Television 


and Radio 


FEF. H. McCarthy, sales manager of 
the Farnsworth division of the Farns- 
worth Television and Radio Corp. has 
announced the appointment of J. H. 
Kelly of Atlanta, Georgia, as Farns- 
worth district manager for the south- 
eastern territory. 

For the past ten years, Kelly has 
been associated with the General Elec- 
tric Supply Corp., variously as radio 
and traffic appliance specialist and as 
assistant appliance sales manager for 
the Atlanta district. He had previously 
been associated with the Matthews 
Electrical Supply Co., Birmingham, 
Alabama. 


Frigidaire Division, 
General Motors Corp. 


Harry M. Kelley, manager of ap- 
pliance sales, Frigidaire Division of 
General Motors Corp. has announced 
the appointment of Clarence E. Quig- 
ley to handle special assignments in 
the appliance sales department. 
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a GILBERT WINDOW 
5 VENTILATOR 
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POLAR CUB TABLE FAN 


J = Your Customers 

















oe 
" —m on 
Lag are GILBERT fans! 
ft ; oS Homes that kept a cool head in hot weather were homes 
: / \\ >" that bought long-lasting Polar Cub or Gilbert Fans before the war. 
. \ a We made them in all shapes and sizes—from efficient eight- 


- inchers right up to giant sixteen-inchers—not to mention our 
> SS adjustable window ventilator. Gilbert was a name to conjure and 
cajole with before the war. Gilbert will be back in your life—soon. 


GILBERL ont POLAR CUI tecric ron 


GILBERT 




















GILBERT ADJUSTABLE PEDESTAL FAN 
(also in Polar Cub model) 





REMEMBER. . .for electrical appliances 
A.C. is the CORRENT favorite 





ACGubERT 


will be the POST WAR favorite OT SESS MN ee The A. C. Gilbert Company, New 
Haven, Connecticut, is also famous for “Erector” sets, 
American Flyer trains and other Gilbert educational toys. 
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+ 165 


¥ 


e Think what Zenith’s policy of “Radionics Exclusively” means to 
you! It makes it possible for Zenith to offer you a franchise which 
enables you to feature the /eader in all appliance lines... without 
being tied down to “also ran” appliance leads. 

Is it any wonder, then, that wide-awake appliance and radio 
dealers in ever-increasing numbers are signing up with Zenith 
making plans for the p when they can cash in on the most 
valuable radio franchise in the v orld? 

Right now the greatest advertising campaign in Zenith Radio 
history is Convincing your customers and prospects that Zenith will 
offer them the dest in radio. 


enith’s “Radionics Exclusively” Policy is Appliance 
Dealers’ Guarantee of ‘Freedom of Choice”’ 
























Take the ad reproduced in part above, for example. It will deliver 
28 million messages in 16 national magazines, starting this month. 
Yet it is only one of many Zenith ads in a campaign geared to 
“RADIONICS EXCLUSIVELY”—a theme no other leading radio 


manufacturer can even approach! 


Never before has any Zenith campaign won such enthusiastic 
response from dealers. And why not? Every ad tells America 
exactly what to expect from Zenith. It gives tangible information 
rather than generalities. It tells why Zenith’s concentration on 
Radionic Products exclusively will assure the finest tone and per- 
formance in the coming Zenith line. 

- 


ZENITH RADIO CORPORATION, Chicago 39, Illinois 


Keep Your Lye on 


RADIO FM-TELEVISION - RADAR~ SHORT WAVE- RADIO-PHONOGRAPHS - HEARING AIDS 





4573 
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All Production Now for War or Rehabilitation 


COPYRIGHT 1044, TENITH RADIO CORP 





te  — for the Best in Radio! 


RADIONIC PRODUCTS EXCLUSIVELY— 
WORLD’S LEADING MANUFACTURER 


eonc oistancee RADIO 
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Women are 





your best customers 


Several times 4,000,000 women who read All over America... 
Ladies’ Home Journal do not just live in the customers will COME IN 
United States . . . they live in your town... when the Journal comes out 
call on you for service and electrical needs 

. -. new surveys throughout the country illus- 
trate what it’s like NOW in your community 
nae 


Post-war, store traffic will be of su- 
NEW HAVEN, CONN 


preme unportance to you ... 196 new 
store traffic surveys show what hap- 
pens in stores that now concentrate 
on over-the-counter sales 
population 
160,605. We interviewed 100 customers 


IN A DEPARTMENT STORE IN 
FORT WAYNE, INDIANA 
of Blair & Broderick, Inc., Electrical 
Supply and Repair Service 


45% said they red the JOURNAL 
IN A DRUG STORE IN 
38% said they read the JOURNAL 


SAN FRANCISCO, CALIF 
population 56,000. 
Telephoned 100 women who recently had 


of the shoppers 
Over half sutney eos the 20URNAL 
electrical appliances repaired by Charles 
Finch, Electrical Supplies, talked of 
magazines 


3 out of 4 sia they read the JOURNAL 





MIDDLETOWN, N. Y 
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how to ship it safely 
and at lower cost! 


ELECTRESTEEM Radiator 


Electric Steam Radio Corp., 5736 
Twelfth St., Detroit, Mich. 


Device: Portable steam radiator 

Selling Features: . Requires no extra 
wiring or attachments; internal 
boiler built into unit itself holds 2 
qts water—only requires water level 
check every 200 heating hrs.; made 
of steel, it allows heat to be circu- 





lated faster than iron models; plugs 
into wall outlet, no moving parts; 
baked enamel finish in choice of 

ivory or walnut 

. Price: $32 95 
If you are concerned with any phase Shipments: Hope to be able to make 
° e . | delivery shortly after Jan. Ist. 
> of shipping your product this new 24 page book iccteieat EMiiladtene Scamiies 
has ‘“‘must-read-it” interest! Send for your free copy today! = 
v 


SALES MANAGERS! Interested in keeping customer good 
will at a high level by eliminating troublesome loss and 
shortage claims? Then send for this book! 


DESIGN ENGINEERS! Interested in facts on how the shipping 
container should be designed to the product? Then send for this book! 





SHIPPING MANAGERS! Interested in ways to step-up. 


VACULATOR Filter 
efficiency and cut over-all packing and | 


Hill-Shaw Co., 311 N. Desplaines, Chi- 


shipping costs? Then send for this book! ape 6 © 
| Device New dutch clothless filter for 
PURCHASING AGENTS! Interested in better shipping boxes Be. ae 
and crates at lower cost? Then send for this book! paper, no chains to attach; locks 


tightly in place; made of porcelain 
china and fits most makes of glass 
coffee makers. 





Write Wirebound Box Manufacturers Association, Price: 50c. 
105 South La Salle Street, Chicago 3, Ilinois. a — =" 
Here are a few of the impor- | _ ee 


tant points covered... 


..-how to reduce ...save 50% | Kawneer Store-Front Booklet 

shipping charges 

= Ge ar et os or more time The Kawneer Co., 1751 Front St., 
} 


in assembling Niles, Mich., manufacturers of retail 
that safely elimi- store fronts, which they have entitled 


nates excessive 24 closing! 


, ° 
S tou | “Machines for Selling”, are announc- 
i ” y NROACOUUNG weight! | ing their 1945 line in an attractive 
Lh ~~ | 4 J ++. Save valu- booklet, also entitled “Machines for 





—_———, 
—7— 
= 
had 











| -+- gain greater space in Selling”. The booklet shows some 
| strength, eliminat- typical store fronts planned and de- 
step @ 35 & CRATES ing costlyloss and Your shipping signed by leading architects working 
~/ damage claims! department! | in cooperation with Kawneer store- 

' front experts. 
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q his is the 


advertisements. 


It will appear i 
Post, Collier’s, 


Esquire, Newsw 
Mechan ics, reach ing 





first Of the new 1945 Motorol, 


n The American Weekly, Saturday Ev 
eek, National Ge 


an audience of more 





a full page national 


ening 
ographic, and Popular 


than 40 million readers. 


Fete Sheridan gets as much 


pleasure from her 
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ica’s stars of stage, radio ingest radio SS Ee oboe ds tees & 
“fient r wart brillian pectrares sale pond i rs il have exciting new de- ‘ 
me jOy 1 t, wl % 
and screen enjoy the ho and through it, dio for your 
4 ; 2 are experts Ww . 7 d A-M radio bs 
of Moors ae dt thes = it. velopments in F-M an 
know good performance a Home and Car. —— 
: P i 
On battle fronts throughout Rm: d You have a right to expect im So dade 
one Radio has performe =, rour Post War set as 
re iadon us ““Handie Talkie,” an ong oe ms noes to deliver it soon 
brilliantly. The fame . f Motorola Radio can depen ort Europe! 
-xclusive development o z after Victory in Europe! 
ae is Staeneadons called the “fight- — after 
i- ingineers, 51 
* CHICAGO 
GALVIN MANUFACTURING CORPORATION - i cae 
* 
: DIE TALKIE’ ANOTHER MOTO 
: “HAN 
' 
r | 
n 
FOR HOME & CAR 
+ MILITARY RADIO 
i E RADIO - RADAR - MIL 
RADIO - AUTO RADIO - AUTOMATIC PHONOGRAPHS «+ TELEVISION - F-M POLIC 
F-M & A-M HOME ° 
He will introduce the Post War Motorola He will help educate your Salespeople, . . 
F-M Radios and Automatic Phonograph Rive them facts about the radios they sell. 
Radios by exhibiting the complete line He will reduce the loss of sales which 
in his showrooms, result from poor demonstration. 
He will carr 












¥ a complete stock ‘in all 
Price brackets so you can order and get 
delivery from day to day. He will Carry 
Parts for replacement and Servicing, 


He will help train your Servicemen .,, 
teach them about F-M, 


Television (when 
it is available), and how tO service auto- 
matic Phonographs, 
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He will provide you with sales-stimulat. 
ing ideas and 


advertising Promotions, 
He will strength 


€n your entire radio sales 
department, 


He is your responsible, ready-able-and.- 
willing trouble shooter... a man with 


an Organization you can reach with a 
five-cent telephone call. 
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BEN FRANKLIN walked with kings; and signed the Declaration of Independence 


He crossed wits with the keenest diplomats of Europe; and helped write the 
Bill of Rights. He was one of America’s richest men, but he never lost “the 


common touch.” His “Poor Richard's Almanac” became the common man's 


maxims; the precepts and inspiration that made millions respond and helped 


make America great 


Franklin's 


down-to-earth simplicity, his sincerity and realism, were unknown 
ignored in magazine-America twenty-five years ago. Then, True Story with 
its 


common touch, its stories and articles that put the lives of real people on 


paper in simple, unaffected language made new millions read where none had 


ever read before. At first scobbed at and ridiculed, True Story gained momentum 


om the millions of new readers it understood and helped It accelerated the 


growth of millions more readers for other new magazines. It influenced the 
basic pattern of existing general magazines. It re-directed the thinking of the 
movie, radio, newspapers even of advertising itself. 


There has never been another True Story. Its 25-year leadership has never 


been challenged f ory’s influence in the Wage Earner Market is greater 
) 


today than ever befor or a greater understanding or greater sales 


THE WAGE EARNERS’ FAVORITE 
MAGAIZNE 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE IN PRODUCING THE AMERICA WE WANT. 
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HOW TRUE STORY FOR SEPTEMBER 
FOCUSES THE “COMMON TOUC!!” 
ON VITAL WARTIME PROBLEMS 


. How to make a home in a boom tov 
. How housewives in war work « 
prove geniuses on new methods. 


. How Wage Earners can secure t! 
own postwar jobs. 


. How Capital and Labor can enter i 
new harmony and unity. 


. How to solve problems of child 
of war marriages 
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KEEP BUYING WAR BONDS =o 
KEEP THOSE YOU BUY 
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Only a few top 
territories remain... 
write us today! 


Urgent as this may seem, if you want to cash 

in on the huge post-war potential for 

sewing machines, write us today ! ( nly a few top 
territories remain. Why? A recent survey 

by the WPB Office of Civilian Requirements shows 
that 89.1% of the Nation’s sewing machines 

are now over 5 years old. Yes sir! this means big 
business. And it means that alert 

merchants have been getting lined up to 

cash in. Full details about our 

post-war line, our plans and our policies 

await your inquiry. But act now! 

Free Sewing Machine Co., 


Rockford, Illinois 


MANUFACTURERS OF 


Uree Westinghouse 


NEW peel OME 


AMERICA’S FINEST SEWING MACHINES 
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MODERN SERVICE DEPARTMENT—Buhl Sons Co., Bendix automatic home laundry 


distributors in Detroit, Mich., recently opened this new, up-to-date service department 
equipped with modern testing boards and panels for testing and adjusting parts 
used on refrigerators, washers and other major and traffic appliances; also new 


modern paint spraying equipment. 











NEW BUSINESSES 





MosiLte, ALA.—-A new concern open- 
ing in Mobile is the Ely Radio & Music 
Co., at 453 Dauphin St. A. Richard 
Ely, formerly with Jesse French Piano 
Co., is manager. They are now featur- 
music and radio 
After the war they will handle 
radios, pianos and other musical mer- 


ing records, sheet 


repairs 


cl indise 


HeLtena, Ark.—Cecil Burford has re- 
signed his position as manager of Coca- 
Cola Bottling Co. and will enter busi- 
ness for himself. Mr. Burford plans to 
open a Goodyear tire and auto acces- 
sories and electrical appliance store at 
509 Cherry Street 


Wynne, Ark.—H. E. Ellis has pur 
chased the building at corner of Com- 
mercial Ave., and Wilson St., from the 
Georgia State Savings Association, 
Savannah, Ga., and plans, in association 
with Carl Dail, to open an electrical 
store handling Westinghouse products 
and contracting for wiring, repairs. 
They will also handle appliances. 


Bripcerorr, Conn Louis J Jacobson 
of the Bridgeport Store Fixture Co., 
4-story brick 
building containing 50,000 square feet 
of floor space which will be developed 
by Mr Jacobson, who proposes to add 
domestic refrigerators and _ kitchen 
equipment to his present line. 


recently purchased a 


Brincerort, Conn.—United Refrigera- 
tion Service received certificates of in- 
corporation recently. Principals are 
Frederick P. Freer, 118 Flanders St., 
Stanley Krivicki, 90 Orchard St., John 
M. Gilbert, 1453 Pembroke St., David 
P. Evans, 209 Warren St., and Ludger 
P. Carvalho, 24 Rockwood Ave., An- 


sonia. 


West Hartrorp, Conn.—ABC Elec- 
trical Appliance Co., Inc., 31 Maple- 
wood Ave., West Hartford, was re- 
cently incorporated. 180 shares, com- 
mon have been subscribed by the fol- 
lowing officers of the company: Frank 
Soldate, Jr., president; Frank Soldate, 
vice president, and John W. Scheidel, 
secretary and treasurer of Unionville. 








JANUARY, 





Hartrorp, Conn.—Del's Radio & Ap- 
pliance Co., 297 Albany Ave., were 
recently incorporated by Joseph Della 
Fera, 115 Cottage Grove Rd., Bloom- 
field. 


AUBURNDALE, FLA Auburndale Fur- 
niture and Electric Co., Inc., were 
recently incorporated. 100 shares, $100 


par value. Directors are William E. 


Marks, G. Dewey Sasser, Dora Q. 
Sasser, Betty L. Marks 

JACKSONVILLE, FtLa. — Conditiondaire 
Inc. recently received a charter to 


operate an air conditioning machinery 
business; 25,000 shares, $1 par value; 
directors are V. C. McIlvaine, T. E. 
Satchwell, Eleanor McIlvaine, Flor- 
ence M. Satchwell. 


Miami, Fia.—A charter has just been 
granted to Norge Appliance & Sales 
Co. of Florida Inc., Miami, to operate 
an electrical appliance business; 100 
shares, no par value; directors, M. G. 
O’Hara, John Park, R. P. Terry. 


OcaLta, Fra.—Martin T. Maxwell, 
formerly of Birmingham, Ala., has 
purchased and is now operating the 
Corre Electric Co. store. Mr. Maxwell 
said he will handle a complete line of 
everything electrical and will offer 
repair service on all appliances. In ad- 
dition to Norge refrigerators and Phil- 
co radios, the new company will be 
distributors for Estate ranges, and will 
handle electrical contracting. 


Sanrorp, FLta.—The opening of Frier- 
son’s Electric & Gas Co., an approved 
exclusive Westinghouse dealer, was 
recently announced. Charlie Morrison 
is the manager, and the store is lo- 
cated at 208 Ist St. They plan to 
specialize in electrical appliances when 
available. 


Cricaco, IL 
tion was recently issued to Consoli- 
dated Electric Corp., 33 South Clark 
St., to manufacture and deal in elec- 
trical products. 3,500 shares common 
at $10. Incorporators: H. J. Carson, 
M. C. Banbrick and M. R. Beall. 


Charter of incorpora- 
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Electric range manufacturers wanted to 
reduce your problems to a minimum. 


They wanted to give you a better elec- 
tric unit ... one that would stand use and 
abuse ... one that would provide lasting 
customer satisfaction. 

It was to be a unit that heated quickly 
... transferred heat rapidly ...and yet 
would resist the effects of high tempera- 
tures for years. 






































To meet those requirements, engineers 
and designers developed the Inconel 
Sheathed Heating Unit, now standard 
equipment on most electric ranges. 

The Inconel Unit was tested under 
conditions more severe than it would 
ever encounter in actual service. Asshown 
here, for example, a diver took it into 
deep water. The unit heated as readily 
as in open air, and glowed to cherry red 
when brought back to the surface... as 
good as new. 


In this modern range unit, Inconel 
sheathing withstands high cooking tem- 
peratures... and repeated heating and 
cooling... without warping, scaling or 
cracking. 

Spilled foods and splattered fats do 
not injure Inconel Sheathed Heating 
Units. Cleaning is easy ... and safe, as no 
live parts are exposed. The units are built 
to last for the life of the range, and to heat 
rapidly ... efficiently ... economically... 
during all that time. 



















w of Edison General Electric Company $ 
e 


After Victory, when electric ranges are 
heathed in Inconel 


generally available, remember the sales 
advantages of Inconel Sheathed Heating 
Units. 


Cut-oway Vi ‘ 
Calrod unit s 






THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York 5, N. Y. 















t 


Resistance Wire of 


Protect e Electr al Insulator ; ' ots 
hb . pe ‘Heat Conductor of yo e romium 

S eatbing ir kel-( b | 
of Inconet Magne um Oxide Alloy 
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.-- but they all know a CLOTHES DRIER 


MUST HAVE GOOD INSULATION 



















Among the new products being developed for the long, dependable and trouble-free service it 
Postwar Homes, one of the most interesting is the will render. Being inorganic, Fiberglas is immune 
Clothes Drier (which we can assure you will look to rot and decay. Equally important, it is highly 
nothing like the pl ture above ). moisture resistant—picking up less than 1% by 

Smart looking and compact, the new Clothes weight under extreme humidity conditions—and 
Driers will fit perfectly into the laundry, kitchen or dries out without harm. It won’t corrode—nor is 
utility room. They'll do an excellent job. They'll it corrosive to aluminum or steel in the presence 
save time and effort. And they'll be well-insulated of moisture. Best of all, it won’t settle or disinte- 

so we hear) so that the heat used in drying grate—but “stays put” for life even when sub- 
will be kept inside the cabinet where it belongs. jected to severe vibration. 

Good insulation will pay dividends, not only Yes, Fiberglas will be a swell feature to sell in 
in keeping the heat from getting out into the Clothes Driers, just as it has been — and will 
room, but in making possible lower operating be again— in many other Home Appliances. 
costs, always a big point with homemakers. Owens-Corning Fiberglas Corporation, 1853 

And if this insulation is Fiberglas*—and | Vicholas Bldg., Toledo 1, Ohio. In Canada, 


the odds are that it will be—you can stress \f Fiberglas Canada Ltd., Oshawa, Ontario. 


FIBERGLAS .0""., 


*T.M. Reg. U.S. Pat. Off 

















LoutsviLtr, Ky.—Kentworth Corp. of 
Louisville, capitalized at $1,000 to sell 


electrical appliances and machinery at 


wholesale and retail, was chartered by 
Herbert F. Boehl, Mortimer Viser and 
A. J. Deindoerfer. 


Newton, Mass.—R. U. Lynch, Inc., 


68 Kenilworth St., has received incor- 
poration papers to manufacture, buy, 
sell, etc., household appliances. 


LansinGc, Micu.—William Dearborn 
Appliance Co. of Detroit has been in- 
corporated to engage in buying and 
selling household appliances. 3,000 
non-par shares of stock were issued. 


Petoskey, Micu.—Melvin Knight has 


opened the Enterprise Radio & Service 
Co., at 216 Howard St. He formerly 
spent eight years with the service de- 
partment of another Petoskey firm. He 
operates a one-man shop at present 


with a girl to help with front office 
reception. 


Jortin, Mo. —Electric Appliance & 
Supply Co., 521 Virginia Ave., Joplin, 
Missouri, was recently incorporated to 
manufacture, distribute, lease and sell 
radios and radio equipment; to manu- 
facture, make, distribute, lease and sell 


electrical equipment and electric sup- 


plies and appliances; to trade and bar- 
ter in radios, radio equipment and 
electrical equipment and appliances. 
Authorized stock $50,000 subscribed by 
R. C. Owens, H. H. Landreth, A. E. 
Mardick, and W. D. Mardick, all of 


Joplin. 


Kansas City, Mo.—The first of sev- 
eral branch stores planned by the Jones 
Store in greater Kansas City will be 
opened early in January. They plan to 
spot units in strategic locations in 
Kansas City, Mo., Kansas City, Kan- 
sas, North Kansas City and other 
suburban centers. 
























FIRST HEATER—Shown above is one of 
the first heaters in the U. S. to come off 
the production line since the recent 
WPB authorization. Manufactured by 
Economaster Products Co., Shelbyville, 
Tenn. 
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, ‘Ouija board, ouija board, | 
| which shall I buy?” 










yf 


oe hivahk 3 


Sometimes you get the impression that an undecided lady for herself, no matter how long she looks. 


shopper is going off intoa dreamy seance with the unknown. ; ; es 7 
It’s no accident that this little seal has become so big in 


But notice how quickly she acts—if one product she’s the eyes of your women customers. 


looking at happens to bear the Good Housekeeping 


We have worked long—and at great expense of time, 
Guaranty Seal. 


money, and energy—to give the Good Housekeeping 


Seal its present significance. 
That’s the sort of reassurance she wants! 


That it engenders faith in millions today is due, we feel, 
That's an answer to all sorts of questions she can’t decide to the fact that... 


we give this seal to no one— 
the product that has it, earns it. 







<n or ‘rene Or 
Os % 
< 


4, 
Guaranteed by ~ 
Good Housekeeping 
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Joseph Lister directing use of carbolic acid spray in one of the earliest “antiseptic” surgical operations. Spray 
later was discarded in favor of washing the wound, hands, instruments, etc., with carbolic acid. 


Through READING he found 







“et . ; 


oA 
be Have you read any 
SP of the papers of this 
crazy Frenchman?” 
— The speaker was an 
elderly Scotch chemist. The person ad- 
dressed wasa young Glasgow surgeon, 
Joseph Lister. The year was 1865. 


In those days an operation was a per- 
ilous experience. Forty-five per cent of 
all amputation cases died. This high 
mortality worried Lister, and he had 
long been searching for its cause. 


. and a whole 
new world opened before his eyes. 


Lister read Pasteur .. 


Germs? Ferments? Minute organisms 
everywhere? Perhaps, at last, here was 
the answer! 


He began to experiment. He washed 
wounds, hands and instruments with 
carbolic acid, to kill the germs. Then 
he waited breathlessly to observe the 
results. The dreaded gangrenous infec- 
tion failed to occur! 


Thus, through reading, Lister was 
led to the discovery of “antisepsis,” 
which virtually eliminated the deadly 


threat of infection; not only in surgery 
but in wounds, cuts and abrasions... 
a discovery which has been called by 
Dr. Logan Clendening, “one of the ten 
greatest in the history of the world.” 


7 7 7 


For young Joseph Lister, reading opened 
new vistas...new horizons of the mind. To 
him, as to other world leaders, it brought 
discovery, accomplishment, success. 

For nothing can take the place of read- 
ing. When you read, you set the pace... 
go fast or slow: stop and think... go 
back and read again. In no other way can 
ideas be absorbed so completely and clearly. 

Reading of exciting scope and abun- 
dance is provided by The American Weekly. 


THE 





‘ge the clue that saved MILLIONS 


Reading about science... art... litera- 
ture... history...religion. Reading about 
people ...their hopes, fears, struggles... 
their heartbreaks and laughter . . . their 
disappointments, tragedies, triumphs . . . 
the whole crowded story of the brave and 
foolish and tender things they do. 

These inspiring stories of history in the 
making are brought by The American 
Weekly regularly into more than 7,750,000 
homes from coast to coast. Distributed 
through 20 great Sunday newspapers, it 
exerts a direct and powerful influence upon 
America’s largest single reading group. 

Who can doubt that the manufacturer 
who associates his product with such an 
influence is making use of the greatest 
force in advertising? 


MERICAN 


Greatest 
Circulation 
in the World 
. Nanseuediiineniaiannkaal 


“The Nation’s Reading Habit” 
MAIN OFFICE: 959 EIGHTH AVENUE, New York 19, N. Y. 
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. devicescome thick _ All Lear "time developments — : 
EW ideas eadaow : America’s be mentiorh’ here. Many of them and the 
seg per tooth and _engineering#ngenuity which produced 
pees ein Navy to produce _ them will be ned to peacetime conven- 
nail w 


, ? Mats 
all the modern equipment the armed __iences and pid@l‘ures. 
forces need. 


forces when war came. Then Lear __ sets before. 
explored new fields and produced the 
special Lear midget motors, the Fastop 
Clutch, and Lear Actuators which make 


it possible to move airplanes’ flaps, 


shutters and landing gears accurately by 
electricity, 


So while everythirt keeps going to get 
wartimes over with,@" can afford a look 
ahead to the bright s} 


's in the peace we 
have been fighting for¥ 


RADIO DIVISION, GRANS 


1 APIDS 2, MICHIGAN 
Home Radio Sales: 230 East Cf 


\* St., Chicago 11, IMlinois 








For example, @\‘re will be the new Lear 
ios — Aq \r lt with the 
Among these manufacturers is Lear. The home radios :. mend built with : 
Lear aircraft radio was well known leng _— integrity deman@{\ by aircraft radio. an 
. s f dv. - 
before the war. It was ready for the armed equipped with feMfres unknown in such 
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Draw the edge of a new 50c piece across a porcelain enameled range or refrigerator. No 


matter how hard you bear down, the sharp, milled teeth will not scratch the gleaming finish. 


That is because porcelain enamel is a glass-hard mineral 
substance fused on a special kind of iron at 1550°F. This 
assures long, satisfactory service. 





Porcelain enamel is easy to clean. It rarely needs scrubbing 


or scouring and remains attractive for the life of an appliance. 


Acid-resisting porcelain enamel is not harmed by lemon 
juice or other food acids and its smooth, non-porous surface 
will not absorb cooking odors. 





ge FIGHT 


These practical advantages make porcelain enamel the 
ideal finish for home appliances of the future. Many of 
the finest will be porcelain enamel on Armco Enameling 
[ron—the most widely used metal base for this purpose. 

Manufacturers are planning products with a smart, 
modern, porcelain enamel finish. They know that porce- 
lain enameled products have proved their worth to your 
customers, will be easy to sell, and will bring good profits 
to your business. The American Rolling Mill Company, 
$1 Curtis Street. Middletown, Ohio. 





NATIONALLY ADVERTISED FOR THIRTY-ONE YEARS 
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Kansas City, Mo.—Distributors As- 
sociation Inc., 1701 Bryant Bldg., 1102 
Grand Ave., Kansas City, has bee 
incorporated to buy, purchase, manu 
facture, process, sell, deal in househol 
and farm appliances; 500 shares, $50, 
000 authorized; subscribed by Lee T 
Dewhirst, Wichita; K. M. Snodgrass 
Denver; Dewey Goodman, Gran 
Forks, N. D.; F. A. Ryser, Des 
Moines, lowa, and Charles E. Wilson 
San Antonio, Texas. 


St. Louis, Mo.—Certified, Inc., 5755 
Chippewa Ave. received certificate 
of incorporation recently to conduct a 
general appliance business, to buy 
sell, exchange, install, service and 
maintain all manner of electrical and 
other home and commercial appliances 
$2000. authorized, 100 shares at $20 
each; incorporators: Chas. Neider- 
gerke, Gladys Neidergerke, George L 
Handy and Ruth Handy, all of St 
Louis. 


St. Louis, Mo—Neon & Fluorescent 
Supply Co., 7530 Forest View Drive, 
was recently incorporated for $50,000 
to buy, sell, distribute and otherwise 
deal in equipment used in manufactur- 
ing electrical products including neon 
signs and fluorescent fixtures. Board of 
directors will consist of the following 
shareholders: L. A. Piper, St. Louis; 
J. Ivan Cole, Mt. Vernon, IIl.; and 
F. L. Lee, Belleville, Il. 


Hetena, Mont.—Allen Electric Co., 
23 W. Sixth St., has opened with a 
full line of electrical merchandise in- 
cluding Servel Electrolux refrigera- 
tors. 


Brookiyn, N. Y.—Morgen Appliances 
Inc., was incorporated recently to deal 
in electrical equipment. 150 shares, no 
par value, subscribed by Abraham 
Morgenstern, 401 Broadway, C. Illsle 
Smith, John Hockel, 51 Wyckoff St 
Brooklyn. 


SMITHFIELD, N. C.—Home Sales C 
was incorporated recently to engage in 
a ‘wholesale and retail business of elec- 
trical appliances. Authorized capital 
stock $100,000, subscribed by E. S 
Dameron, Claiborne Young, Willie 
McCray, all of Burlington. 


HamiLton, Onito—Arnold’s_ Appli- 
ance Store, 138 High St., was opened 
recently to retail post-war a complet 
line of G-E home appliances. 


Totepo, O.—Norge Appliance & Sales 
Co., of Ohio, Inc., has been incorpo- 
rated for 100 shares of no par value 
common stock. Shareholders are De- 
troit persons associated with the Norge 
Co. Purpose of the firm is to set up 
organization for post-war manufactt 
ing, servicing and selling Norge co 
mercial and domestic appliances 
Ohio. 


Youncstown, O.—Youngstown Frozen 
Foods and Appliance Co., Youngstown 
O., has been incorporated with 

thorized capital of $25,000, principals 
being Mary R. Faust and L. M. Cailor 
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ELECTRIC STEAM RADIATOR CORP. 
Detroit 8, Michigan 








Electresteem 
Bottle Warmer — 
Vaporizer 
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OKLAHOMA City, OKLA.—Keer’s De 
partment store plans to go into appli 
| ances as soon as merchandise is avail 
] 


FOUR YEARS IN THE MAKING! THE GREATEST DEVELOPMENT IN YEARS! 


able. Large and small appliances wil! 
be featured including a complete line 
of Westinghouse and Philco products 
The department will be under the man- 
agement of Donald E. Peters. 


PortLAnD, Ore.—G. E. Small has 


opened the auto electric and appliance 
retail outlet at 535 East Morrison St 


. P. Kelley, asso- 
ciated with H. A. West Co., appliance 


; | dealers for 12 years, announces that 
: he has established his own store at 
‘ N. E. Sandy Blvd., si sly 


simultaneously 
. with the announcement by Harry A 
l cl hl Fj It : West of his own retirement from busi- 
thiess river ~ z ness. The new business will be known 
QY _ The Modern PRACTICAL Clo Ske cc mers heen 
% SPARKLING CHINA... virtually unbreakable! 
& SIMPLE, EFFICIENT no cloth or paper! Erie, Pa.—John W. Kinem, is opening 
P ee 


his own electrical appliance and service 
' a store at 406 State St. Prior to entering 
* SNAPS IN EASILY... cant fall out! the U. S. Marine Corps two years ago, 
Mr. Kinem was a partner in Kinem & 
Glauser at 11th & French Sts 


Special INTRODUCTORY Erte, Pa—Erie Radio Hospital has 


announced its removal to a new loca- 

tion—1401 State St.—where they are 

BON US OFFER: planning a program of expansion that 
will give Erie and vicinity a skilled 

You get a bonus ef one DUTCH Filter and complete electric repair service on 

— with each !] that you buy. At 40% off radios and major appliances. 

MF ruu.co OR list, you pay $9.90 per case of 3 dozen. 

FULL-COL 


You retail them for $18.00, earning SHENANDOAH, Pa.—A firm headed by 
DISPLAY Edmund A. Reiley has taken ever the 
- a generous... 


store formerly occupied by Wilde's on 

Mander g acutl DISPENSER West Centre St., and will deal in all 
‘aya cortee® 0 i types of electrical appliances. Founded 
y | e in 1928, the Reiley firm comes to 


Shenandoah with a large stock of 
BACKED BY DYNAMIC PROMOTION! 3 


household needs. James F. Martin will 


. ’ serve as store manager 
1, BIG FREE COUNTER DISPLAY-DISPENSER |! + 


NATIONALLY ADVERTISED in 18 major — | Provipence, R. 1L—R. U. Lynch, Inc., 
neriodicals (Life, American Weekly, . has been incorporated to manufacture, 
rae tc.)! | buy, sell household appliances. Au- 
Ladies’ Home Journal, Liberty, etc. ) thorized capital $500 common, $17,500 
| first preferred, $50,000 second pre- 
Free consumer literature! . ferred. Bernard B. Abedon, and Anita 
J. Mollo of Providence and David H 
Greenberg of Newton, Mass., are the 

incorporators. 


puree pete =" 
ihe 
wr _ 





Free window banners! 


NASHVILLE, TENN. — General Appli- 
ances Co., handling a general line of 
appliances including Kelvinator, has 
opened at 300 Church St. R. R 
Townes, the owner, announced that 
they will open a new display room 


at 15 Arcade around the first of Janu- 
ary. 


PYREX ALEXANDRIA, VA.—The Aero Appli- 
ance Co., Inc., of Alexandria, maxi- 
mum capital $25,000, has been char- 
tered to deal in electrical appliances 


WE CAN SUPPLY ALL THE DUTCH FILTERS YOU CAN SELL ee ee ee 


graphic equipment. 
HILLSHAW COMPANY. Executive Offices: 311 North Desplaines Street, Chicago 6, Illinois + Sales offices in principal cities 


RicHMonpD, Va.—Domestic Appliance 
Co., opened recently at 3145 West Cary 
St., and in addition to a complete lin: 
of giftware and housewares, plan t 
repair radios and all other electrica 
appliances in that vicinity. Sam Ise 


| man, Jr., is the proprietor. 
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inded 
to 


The Permanent Dependability of 
AtS1Mac 

... Proved in Tanks, Combat Vehicles, 
Planes and War Ships 

... Proved by years of service in auto- 
motive equipment 

will be needed again when the 

automotive industry turns to 

peacetime production. 


WHERE? 
Headlight Switch Blocks 
Heater Fan Rheostat Bases 


ignitor Cores for 
Gasoline-fired Heaters 


. Generator Cutout Bases 


AMERICAN LAVA CORPORATION 


Relay Blocks 
Circuit-breaker Blocks 


WHY? 

Because ALS1Mac is Master of 
power and heat. Permanently 
strong and rigid. Non-corrodible. 
Uniform—easy to assemble. Eco- 
nomical because of high speed 
production. Formulated to your 
specific requirements. 


Investigate AtS1Mac Steatite 
Ceramic Insulators. Let us show 
you where and why ALtS1Mac 
belongs in your equipment. 


CHATTANOOGA 5, TENNESSEE 














s “ To seu refrigerators, smart adver- 
— tisers know they must cultivate both 
male and female, must sell the husband as well as the 
wife. That’s why Nash-Kelvinator double-exposes 


Kelvinator advertising in The American Magazine, the 





publication that’s edited with dual sex appeal. Thus, 
Kelvinator advertising is exposed to millions of women 


and millions of men who buy The American Magazine 
on the newsstands, subscribe, or beg, borrow, or steal The Happy Medium to 
somebody else’s copy. And, it is these middle millions America’s Middle Millions 


who still make 60 per cent of the nation’s purchases 


after savings and taxes. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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Even when Sessions Self-Starting Electric Clocks 
again are plentiful, they'll still be a precious pos- 
session. Brilliantly styled and craftsman-built of 
the best standard — not substitute — materials, 
they'll attract abundant business for you. 


The complete new Sessions line, from the self- 


“Git up there and put back that Sessions Clock!” 





starting electric alarm clocks to the delightful 
Westminster Chime models, will be launched with 
a sales-powered advertising and merchandising 
campaign — aimed and sustained to make your 
store one of the busiest places in town! The 


Sessions Clock Company, Forestville, Connecticut. 


essions (locks 


"The House of Westminster Chimes” 


—— 
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senting 74 distributors. 





Estate Stove Holds 
First National Convention 


Enthusiasm over the prospects for 
post-war sales of Estate Heatrola cook- 
ing and heating appliances marked the 
first annual convention of The Estate 
Stove Co.’s wholesale distributors held 
recently in Cincinnati. 

David F. Kahn, Estate president, 
expressed the enthusiasm of the man- 
agement for the newly-established com- 
pany policy whereby all sales of Estate 
products will be handled through 
wholesale distributors on an exclu- 
sive territorial basis. 

-, % sernhardt, Estate vice-presi- 
dent in charge of sales, was in charge 
of the meeting and presented the com- 
pany’s new sales policies; C. M. Dunn, 
assistant sales manager, gave a dra 
matic presentation of the features of 
the various Estate products and an 
outline of a new sales training pro 
gram; Walter S. Rowe, merchandis- 
ing manager, reviewed the company’s 
advertising and promotion activities 
and announced an expanded program 
of consumer and trade paper advertis- 


of the highest quality. That is why the name Giedinte 
AMERICAN BEAUTY enjoys the distinction that 


it does today. 


...we have concentrated our efforts on the 
exclusive production of electric heating devices 


Midwest Announces 


When unrestricted production for civilian ; 
Policy Change 


requirements is resumed, AMERICAN BEAUTY 


Midwest Mfg. Co., Galesburg, IIl., 


Fl ~riric P . . : agai ° | manufacturers of household and com- 
ectric Flat Irons will again be made available mercial refrigerator cabinets, an- 
for many of the better stores. conse gd > sal evenly sre > 


pany’s policies for post-war activities, 
according to S. S. Battles, president. 

The “Midwest” line of commercial 

Sap Gecciieneti ie reach-in cabinets, distributed nation- 

ally since 1935 by some 150 distributors 

will be discontinued. Mr. Gattles 

states that the principal reason for go- 

ing out of the commercial cabinet field 

is to enable them to devote more plant 

capacity to their line of household 

e utility and kitchen cabinets which were 

introduced in 194] A greatly ex- 

erTican panded sales organization is being set- 

up for sale of these cabinets through 

furniture and department stores, job- 

bers and a few large chains. They 

will be marketed under the name of 
“Midwest”. 

Negotiations for the sale of produc- 

tion quota, designs, good-will, engi- 


AMERICAN ELECTRICAL HEATER COMPANY 
Detroit. 2.Michigan 
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ESTATE STOVE EXECUTIVE HUDDLE—David F. Kahn, president of The Estate Stove 
Co., discusses post-war possibilities of “all distributor’ sales set-up with Stan C. 
Bernhardt (left), vice-president in charge of sales, during recent distributors conven- 
tion in Cincinnati. The meeting, held for the purpose of acquainting new distributors 
with Estate post-war merchandise and sales plans was attended by 16! persons repre- 
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neering service and tools and dies on 
the “Midwest” commercial line were 
completed recently between Midwest 
and United Refrigerator Mfg. Co., 
Hudson, Wisconsin, according to a 
joint announcement made by the two 
companies. R. S. Wieding, secretary- 
treasurer of United and president of 
United Refrigerator Sales Co. states 
that his company will start production 
as soon as possible on their new line 
of reach-ins. 











CORRECTION—I+ has been called to 
our attention that wrong identifications 
were made on the captions of the above 
two men in our New Positions section of 
the November issue, page !40. The 
names under their photos were reversed. 
Actually, the gentleman on the top is 
L. D. Stull, newly appointed Western Di- 
vision sales manager for Apex Electrical 
Mfg. Co.; and the gentleman on the 
bottom is Julian Warren, manager of ad- 
vertising and. sales promotion of the 
Delco Appliance Division, General Motors 











ELECTRICAL PRODUCTS ADVERTISED 
/- IN WOMAN’S HOME COMPANION Sunbeam Mixmaster 


Universal Appliances 


A. C. Gilbert Appliances Frigidaire Manning Bowman Westinghouse Electric 
‘ Percolator | Home Appliances 
Blackstone Laundry G. E. Home Laundry and Table Broiler 


Easy Spindrier Washer Maytag Washers & Nesco Roasters 


lroners 7 | 
Silex Electric lron 













Products advertised in women’s magazines 
move even faster when you display them. It’s 


such an obvious thing—so easy that you 





might forget it! But it means extra profits. It’s good 
commonsense to tie your displays in with the 
products shown here—by including a copy 


of the Companion or the Companion’s service pages 











to 
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‘ical 
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a WOMAN’S HOME COMPANION 


tors 250 PARK AVENUE, NEW YORK ! 





tra profits” 
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for \94X 


HAT will the electric range 
of 194X be like? Will it feature 
numerous innovations and "gadg- 
ets’? Will it be conservative in 
design? 


In any event, if it is an Electromaster 
product it will be tops for efficiency 
—engineered for maximum econ- 
omy and trouble-free cooking. Like 
Electromaster Model 14-1, illus- 
trated above, it will include such 
conveniences as easy-slide storage 
drawers, extra-deep twin unit oven, 
6-quart Vita-Miser cooker, enclosed 


surface units. 


Though busy in war production, 
Electromaster engineers are care- 
fully planning tomorrow's electric 
cooking equipment. First emphasis 


Another “Electric 
Range for Tomor- 
row,” drawn for 
Electromaster by 
George W. Walker, 
noted industrial 
designer. 





ELECTROMASTER MODEL 14-1 


is on safety, foolproof controls, maximum 
visibility of cooking operations, ease of 
cleaning. Such features as attractive ap- 
pearance, cooking comfort, ease of op- 
eration and maintenance, continue to be 
prominent Electromaster selling points. 
Recent technical dévelopments and new 
materials resulting from wartime re- 
search are helping to make Electromaster 
ranges the finest on the market. 


Dealerships available in certain localities. 





FIRST CLEANER DELIVERED — Walter 
Voight, general manager of United 
Vacuum Cleaner Stores, Inc., Cleveland, 
is shown delivering the first cleaner with- 


| out a priority to be delivered to anyone 


in the U. S. since March, 1943. Mrs. 
W. E. Tober, Lakewood, Ohio, service- 
man's wife was the happy recipient, be 
cause her name has been on the waiting 
list the longest. 





Bendix Aviation 
Replies to Suit 


Ernest R. Breech, president of Ben 
dix Aviation Corp., recently stated 
emphatically that Bendix Home Ap 
pliances, Ine., which has filed suit 
against his company, has only a limited 
right to the use of the name “Bendix” 
in the home appliance field 

He said that since his company and 
its predecessors had used the name 
“Pendix” continuously since 1910 on a 
variety of products oi its manufacture, 
including radio equipment, which now 
numbers 167, he welcomed the oppor 
tunity to obtain in the courts clarifi 
cation of the right to use the Bendix 
name on manufactured products 

“The suit filed against Bendix Avia 
tion by Bendix Home Appliances 
Inc..” he said, “clearly is an out 
growth of efforts first made by our 
company to eliminate confusion in the 
use of the Bendix nam 

“In June 1943, we addressed a letter 
to Bendix Home Appliances, Inc., ob 
jecting to the way the latter was using 
the name Bendix in its advertising as 
being in violation of our company’s 
rights, and as resulting in confusiot 
in the minds of the public as to th 
manufacturer of the washing machin 
made by the home appliance company 
In this letter we stated that appro 
priate legal action would be take: 
unless the improper use of the nam 
Bendix was discontinued. 

“Subsequently, after discussions ha 
failed to reach an agreement, we r¢ 
quested Bendix Home Appliances, Inc 
to accept service for a court action i 
New York State to obtain judicial de 
termination of the matter. Bendi 
Home Appliances, Inc. refused t 
accept service there. As a result 
Bendix Aviation retained counsel 
Ohio where the home appliance con 
pany is qualified to do business, at 
was preparing to file suit in thi 
state,” Breech said 

“Bendix Aviation Corp. is now 
a position to file a counterclaim 
New York State and has instructed it 
counsel, Hughes, Hubbard and Ewin 


to do so, 
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RETAILERS 


and 


YOU ALONE! 


* 
If you can’t get to 
the Exposition.. 





write for details and 
name of distributor 


in your territory 


iD) | ° Home Furnishings and Major Appliance Exhibit, 


Fourth Floor, Palmer House, Chicago, Jan. 7-12 
; SEWING MACHINE CO. 


CLEVELAND 1, OHIO 
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Great, New Radio Show Goes on the 
Air for G-E Dealers January 15th, 
at 4 o'clock, E. W.T. 


— G-E HOUSE PARTY.” General Electric’s 
brand-new radio show, is one of the most 
unusual activities ever undertaken in daytime 
radio programs . . . and one of the strongest pro- 
motions ever put on to build demand and future 
sales for electrical appliances! 

This new show will be on the air over a nation- 
wide CBS network reaching 28 million radio 
homes—not once a week, not three times a week 
—but every weekday from Monday through Friday! 

And it’s no 15 minute “soap opera™ either . . . 
but nearly a full half-hour of big-time “variety” 
entertainment—the kind you'd expect to hear |! 


just once a week in an evening show! 





Art Linkletter, well-known Hollywood actor and 


producer, is the Master of Ceremonies for “The G-E 


House Party.” You'll have to hear him to appreciate 
what a wonderful job he does of weaving the “sell” 


“ee 
- ’ aww 


on onpliances right into the show itself, 
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New! Different! 
Sure-fire for women listeners! 
“The G-E House Party” is unique among radio 
shows today. 
It’s an “audience participation” program. It'll 
: for 


both grownups and youngsters in the studio 


feature quizzes ... games . . . contests . . 
audience . . . 

There'll be helpful service information for 
women listeners . . . answers to women’s domestic 
and homemaking problems . . . demonstrations 
of new appliances, new advances in electrical 
living... - 
® All made into one smooth-running, deligh'- 
fully entertaining program that’s a natural for 


getting women listeners . . . and a natural for 


building business for the complete line of G-& 
Appliances! 
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“The G-E House Party” will be actually ‘staged like this in a studio that holds 500 people. Notice that G-E Appliances are right in the stage 
. rr - er = * 2h) . . . . 
setting. They’re actually demonstrated as part of the “commercials,” which are as lively and entertaining as the rest of the program. 


It’s your show! It sells for you! 
Don’t miss it! 


Take 25 minutes of your time to tune in and 
listen to “The G-E House Party.” 

Find out what a terrific job it does in selling 
the complete electrical appliance idea . . . in 
building desire and preference for all the G-E 
Appliances you sell—from the smallest to the 
largest! 

Ask your family to tune in, too! See if they 
don’t agree that “The G-E House Party” is the 
kind of program they'd like to hear—not just 
once in a while—but every day! General Electric 
Company, Appliance and Merchandise Depart- 


ment, Bridgeport, Conn. 


FOR VICTORY: BUY AND HOLD MORE WAR BONDS! 
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TIME; 






Ey ery weekday, Mon. 


STATIONS: CBS NETWORK 142 


local station.) 


thru Fri., 4 to 41:25 p.m. E.W.T 
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New Years Resolution 


Millions of homemakers have resolved that as 
soon as automatic electric toasters are again avail- 
able, they will buy one. Surveys prove this—every 
one shows toasters on top or very close to it. 

And what particular make of toaster do these 
women say they want? We’ve been asking them— 
toaster, oftener than all 


and it’s the Toastmaster* 


other makes combined. 


Toastmaster is still engaged in war production 
—and will be until it is no longer required by our 
armed forces. Then, when toasters do come roll- 
ing off the lines, we will see that every distributor, 
large and small alike, gets his fair share. 

You too can look forward to receiving your fair 
share, for we are sure that all Toastmaster distrib- 
utors are planning to allocate their purchases 


equitably among their customers. 


TOASTMASTER Aroducha 


*ToastTwasTen™ is the registered trademark of Toastmaster Propucts Division, McGraw Electric Company, 
Elgin, I. Copyright 1945, MeGraw Electric Co 
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PROCTOR TESTS TOMORROW'S TOASTER—Macy's basement shoppers were per- 
mitted to participate in a post-war preview conducted by Proctor Electric Co. recently, 
when full-sized dummy models of prewar and proposed post-war toasters were dis- 
played and identified by letters only, and shoppers were invited to make a selection. 
Of 4 models, one was more popular with more than half the voting consumers—a 
model completely new in appearance and functional design. 





Output Increase Makes Some 
Small Motors Available, Says WPB 


Procedure Necessary to Obtain 
Them Outlined by War Agency 


Despite heavy military demand for 
fractional horsepower motors, some 
increase in output is making it possible 
for manufacturers to ship. several 
thousands each month for the most 
essential farm and civilian replacement 
use, the War Production Board said 
recently. Repair shop owners were 
advised by WPB 


' 1 
suppliers who 


to shop around for 
can fill their orders, and 
to urge suppliers to file an application 
with WPB each month for allocation 
f small motors 

Repairmen needing small motors for 
replacement in_ refrigerators, com- 
mercial washing 
machines, oil burners, coal stockers, 
pumps, etc. should use the AA-3 rating 
assigned to them by Controlled Mate 


rials Plan Regulation 9A in 


retrigeration systems, 


placing 
WPB 


officials said. These suppliers include 


orders with motor suppliers, 
industrial 
electrical whole- 
factory 
branches, and mail order houses. 


washer, refrigeration orf 
machinery jobbers, 


salers, motor dealer agencies, 


Procedure Necessary 


Clarification of procedure to aid both 
repairmen and suppliers in obtaining 
small motor 

1. Suppliers who have fractional 
horsepower motors in stock are re 
quired to fill repair shop orders carry- 
ing AA-3 ratings if the motors are not 
needed to fill higher rated orders. The 
buyer, however, must meet the seller's 
regularly established prices and terms 
of sale 

2. Suppliers are not permitted to de- 
mand an old motor in exchange for a 
new one as part of the purchase price 
on orders with AA-3 ratings. 

3. Motors may be sold only on rated 
orders, except when needed for re- 
placement of disabled motors. In such 
cases, the old motor must be taken in 
exchange, repaired if practicable, and 
re-sold under similar conditions. 

4. Suppliers who are regular sellers 


s follows 
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of fractional horsepower motors should 
file Form WPB-547 each month stat- 
ing one month's requirements, instead 
of at irregular intervals. They will 
thus place themselves in a better posi 
tion to obtain their share of the supply 
available for civilian use, since motors 
are allocated on a month to month 
basis [his is considered the best 
procedure for equitable distribution 
through jobbers and dealers 

5. Small motors are allocated and 
ratings for their purchase are assigned 
only to firms that have regularly car- 
ried such motors in stock 





IRONRITE “E"—Herman A. Sperlich, 
president lronrite lroner Co., Detroit, re- 
ceiving Army-Navy "E" Award Flag from 
Comdr. William Clayton Butler, Jr., of 
the United States Navy. Major Lewis R. 
Williams (middle) U.S. Army Sixth Serv- 
ice Command, made the pin presentation 
to 200 lronrite employees. 
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yours. 


kind of 
a girl!” 





“Time was, Mr. Dealer, when I was a pushover for that line of 
I mean that line of electrical appliances you sell. I just 


couldn't say, “No.”” One look at those sparkling gadgets that 


whirl away a girl's housework worries, and I was a goner. But 


no more 





“If anyone had even hinted before 
the war that this little gal would 
know a welding arc from a cutting 
flame, I’d have prescribed rest, 


country air, and plenty ot sunshine. 





‘“‘And when that man of mine 
comes home to stay, I'll go right 
on putting electricity to work—at 
home. Our new vacuum cleaner 
will offer performance and func- 
tional design (things that were 
only words to me once). 


Now, I want to know what's inside. Here’s why! 





“But here I am. Handling tools like 
a man—electric tools. I've learned 
the difference between doing things 
easily, with electricity, and doing 
them the hard way—by hand. 


“I'll be looking for some answers 
(maybe from you) when we buy 
our new food mixer. I'll want to 
know more than just where to 
push the button. Wonder if you 
know how much I’ve changed?” 


We're sure Hamilton Beach dealers do, Ma'am. Their postwar 


vacuum cleaners and food mixers will invite your most critical 


, ¥ ° , ’ 
inspection. We'll make certain of that. You see, we've learned a 


lot in these war years, too. Meanwhile, staying on our war job 


is the best way we can think of to help get that man you spoke 
about home sooner. Hamilton Beach Company, Division 


of Scovill Manufacturing Co., Racine, Wis. 


HAMILTON 








(NOT ANY MORE) 


HEAD HIGGINS APPLIANCE DIVISION—J. O. Crary, center, head of the new Appli- 
ance Division of Higgins Industries, Inc., New Orleans, La., discusses plans for dis- 
tribution of nationally known products with two other key executives of the division. 
W. H. Bramblett, left, has been named manager of the domestic department, while 
L. V. Busenlener, right, is in charge of the commercial and air conditioning depart- 
ment. All three are former Frigidaire executives who have been with Higgins for 
several years in other administrative capacities. 


Higgins Industries Now 
Appliance Distributors 


Higgins Industries, Inc., builders of 
famous wartime landing craft, have an 
unced the establishment of an Ap 
hance Division for distribution of 
itionally known commercial and do- 
tic products in the New Orleans 
itory. J. O. Crary, is manager of 

the new division 
Headquarters and display rooms for 
the Appliance Division will be at 521 
City Park Ave., New Orleans, in a 
nodern air conditioned building, which 
will be the 
listributor’s center in the South” 


“finest and most modern 


Former Frigidaire Men 


For 15 vears in the anpliance field 
vith Frigidaire Division of Genera! 
Motors and other national corpora 
ns, Mr. Crary was 


salesman 


progressively 
lealer, supervising engineer 
and branch executive For several 
ears prior to joining Higgins Indus 


} 


ies, Inc., he was manager of the com 
mercial and air conditioning depart 
ment in the Frigidaire New Orleans 
Brancl Coming to Higgins as assist 
ant to vice-president and general man- 
ager Andrew J. Higgins, Jr., he was 
subsequently appointed administrative 
manager of the company 

Manager of the domestic depart- 
ment will be W. H. Bramblett, who has 
served Frigidaire in various executive 
capacities from 1926 until 1942 in 
\tlanta, Dallas, Dayton and New Or- 
leans Bramblett’s experience  in- 
ludes being regional accountant in the 
Dallas regional office and office man- 
ager and comptroller of the New Or- 
leans branch, and appliance sales 
manager in charge of Louisiana and 
Mississippi territory. 

Higgins will distribute Motorola 
radios, Blackstone home laundry equip- 
ment, Eureka vacuum cleaners and 
home cleaners, garbage disposer units, 
cordless electric irons, Electromaster 
lectric ranges and water heaters, small 
electrical appliances, gas ranges and 
water heaters, and also the latest de- 
sign of kitchen cabinets. 

L. V. Busenlener, former Frigidaire 
eales engineer and more recently head 
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of the commercial and air conditioning 
lepartment of Higgins Industries, Inc., 
will be manager of the commercial and 
air conditioning department of the new 
Appliance Division. 

This complete line of commercial 
appliances will include Carrier room 
coolers and air conditioning equipment, 
a full line of heating equipment which 
will include central heating systems. 
unit heaters, floor furnaces both gas 
and oil fired, Carrier home and farm 
freezers, commercial refrigeration 
units, including display cases, reach-in 
refrigerators, beverage coolers, milk 
coolers and water coolers, ventilation 
equipment of all types for industrial 
and home application, attic and wall 
insulation for homes and industrial 
plants In addition complete locker 
storage systems will be offered 


Big Plant Ready for 
Stewart-Warner Radio 


Within 60 days after present gov 
ernment restrictions are lifted. Stew 
irt-Warner Corp. will be producing 
and shipping civilian radios from what 
is now reputedly the largest privately 
owned shell fuze plant in the United 
States, Frank A. Hiter, senior vice- 
president of the corporation told Stew- 
art-Warner post-war radio distribu- 
tors and dealers recently. 

The building which will be used to 
;roduce radio sets, originally a refrig- 
erator assembly plant, was converted 
to fuze production almost a year before 
Pearl Harbor. 

The plant, which will be devoted ex- 
clusively to the production of Stewart- 
Warner radios, is a single story struc- 
ture occupying 183,000 square feet. Re- 
converted, it will contain three pow- 
cred conveyor lines, each 270 feet long, 
for the assembly of the different mod- 
dels that will comprise the first Stew- 
art-Warner post-war radio line. In ad- 
dition, several “short lines” will be op- 
erated for the production of export and 
private brand radios. 

“At peak production on a one-shift 
basis, we will be turning out 3,500 sets 
daily, or more than one million Stew- 
irt-\WWarner radios a year,” Hiter said. 
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ARE YOU 
READY FOR 
TELEVISION? 





DuMont Leadership 
Assures 
Finest Quality 


Television-Radio Receivers 


DuMont pioneering devel- 
oped the DuMont Cathode-ray 
Tube, the heart of a television 
set. . . gave television its first really 


clear pictures and made commercial 
television possible. 


DuMOoNnr advertised the first 
television sets placed on the 











The time is here for radio distributors and 
dealers to look squarely at tomorrow's new 
industry of Television! 

9 Television stations are on the air today. 
Another 4 stations stand ready for service. 86 
construction applications are on file with the 
| Federal Communications Commission. This 
| programming service, development work 
: and blueprinting...adds up to full-scale Tele- 
, vision in 38 major population centers of the 
| country .. . 12 to 18 months after V-E Day! 
: Surveys of public interest unanimously 
| rate “the wedding of sight to sound broad- 
casting’ as tops among looked-for postwar 
developments. Recent consumer research in- 
dicates that 6 out of 10 suburbanites are pros- 
pects right now for a television set. 
| DuMont Television-Radio Receivers will 
| be on the market approximately six months 
after materials are released from war duty. 






market in the United States . . . 
on April 30, 1939. 






DuMONnr national advertising 
today is pre-selling your tele- 
vision customers of tomorrow. 


ea designed and built 





three of the nation’s nine tele- 
vision stations on the air today 
.... more than any other firm. 


DuMONT's pioneer station, 

WABD, New York, has pro- 

vided “‘live talent’’ television 
programs steadily since 1940 — 
speeding nation-wide expansion of 
this great new art by demonstrating 
its low-cost operation and tremend- 
ous entertainment potentialities. 


New DuMont Television- 
Radio Receivers—enhanced by 
innumerable wartime refine- 
ments—will be ready within six 


months after materials are released 
from war duty. 


Technically-trained men are 
keenly aware of DUMONT 
leadership in precision elec- 


tronics and television. Follow their 
lead: Watch DuMont for the finest 
sight-and-sound reception quality! 












) Television is ready... 
are You? 







Copyright 1944, Allen B. DuMont Laboratories, inc. 


’ . 
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ALLEN B. DUMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVE., PASSAIC, N. J. 
TELEVISION STUDIOS AND STATION WABD, 515 MADISON AVENUE, NEW YORK 22. NEW YORK 
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Our plant facilities have been largely de- 


voted to making war goods, but we are now pre- 


pared to swing back into peacetime production 


among women @ 
_@ Full 20-ine 
free to handl 


arings © Chrom 


_ MODERN: 


IRONER 


de the Armstrong 


. ma 
s which have =— dealers 


nd a money-™ma 
h roll @ Easy elb 
e \aundry 


ow control, 


e Thermo- 
with 


Underwriters Laborator 


of Armstrong Products. 


Just as soon as regulations and conditions 
permit, we will follow a fair quota system to take 


care of all your orders as promptly as possible. 


ARMSTRONG PRODUCTS CORP. 


DEPT. EM, HUNTINGTON, W. VIRGINIA 
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NEW SPEED-QUEEN DISTRIBUTOR—President R. F. Meggee signs franchise appoint- 
ing Harper-Meggee Inc., Seattle, as Speed-Queen washer and ironer distributors for 
the Pacific Northwest. P. J. Daniels, general sales manager for Barlow & Seelig is 


witnessing the signature. 





DISTRIBUTORS APPOINTED 





Appliance Mfg. Co. 


The Appliance Manufacturing Co 
of Alliance, Ohio, announce the ap- 
pointment of four additional distribu- 
tors for Duchess washing machines. 
They are: 


Rapid Sales Co., 
Albany, N. Y. 

Electric Wholesale Mart, 
Los Angeles, Calif. 

555, Incorporated, 
Little Rock, Ark. 


Modern Appliance & Supply Co., 
New Orleans, La. 


Barlow & Seelig Mfg. Co. 


Six distributors to handle the post- 
war distribution of Speed-Queen pro- 
lucts in the eastern division has been 
announced by P. J. Daniels, general 
sales manager. These new Speed 
(Jueen distributors are: 


Beaucaire, Inc., 114 Monroe Ave., Roch- 
ester 7, N. Y. 

D. & H. Distributing Co., 202 S. Pulaski 
St., Baltimore, Md. 

Raymond Rosen & Co., 32nd & Walnut 
Sts., Philadelphia, Pa. 

Stern-Kay Distributing Co., 808 Penn 
Ave., Pittsburgh 22, Pa. 

Cornell-Priddy, Inc., 425 E. Campbell 
Ave., Roanoke, Va. 

United Distributors Inc., 2015 W. Vir- 
ginia Ave., N.E., Washington, 2, D. C. 

Harper-Meggee, Inc., 960 Republican 
St., Seattle, Wash. 9 


Electric Household Utilities Corp. 


Electric Household Utilities Corp., 
Chicago, Ill. announces the appoint- 
ment of the following company to act 
as Thor distributor in 47 South Dakota 
counties, 10 Minnesota counties and 3 
counties in Iowa: 


Power City Radio Co., South Dakota 


Emerson Radio & 
Phonograph Corp. 


Appointment of the jfollowing dis- 
tributors has just been announced by 
Charles Robbins, vice-president in 
charge of sales for Emerson Radio & 
Phonograph Corp., New York City: 
Sunset Electric Co., Spokane, Wash. 
Capitol Distributing Co., Providence, R. |. 
Hughes-Peters, Inc., Columbus, O. 

W. G. Walz Co., El Paso, Texas 


Farnsworth Television & 
Radio Corp. 


E. H. McCarthy, manager of Farns- 
worth Sales Division, announces the 
appointment of a distributor of Farns- 
worth phonograph-radios and radio 
receivers for the southwestern Texas 
area, as follows: 


Crouch Appliance Co., El Paso, Texas 


Galvin Mfg. Corp. 


Galvin Mfg. Corp., manufacturers 
of Motorola radios, announce the ap- 
pointment of the following distributors, 
according to William H. Kelley, gen- 
eral sales manager: 


Wm. Mee Company, inc., Oklahoma 


City, Okla. 
C & H Supply Co., Seattle, Wash. 
Post & Lester Co., Hartford, Conn. 
Mueller & Selby, Omaha, Nebraska 


General Electric Co. 


According to an announcement by 
C. A. Brewer, secretary of G-E’s dis- 
tribution committee, the following dis- 
tributor has been appointed to serve 
the Hartford area: 


Orkil, Inc., Hartford, Conn. 


A. J. Lindemann & Hoverson Co. 


A. J. Lindemann & Hoverson Co., 
Milwaukee, Wis., manufacturers of 
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Any dealer who has 
the inside story on 
Evanair has a right 
to be as happy as a 
lark. He’s sure of 
big things in home 
heating equipment when two such outstand- 
ing organizations as Westinghouse Electric 
Supply Company and Evans get together to 
sell America on Evanair. 


Talk to your Wesco representative at the 
earliest opportunity. You'll be amazed at the 
new beauty, new features, new sales oppor- 
tunities in Evanair. There’s nothing like it on 
the market—or in the making. You will realize 
there’s real capital in Evans wartime achieve- 


Manufacturers of Home 


Aava-Air 


Space Heater 


ee, ee Ge = 


ments in heating equipment for tanks, trucks, 
ambulances and soldiers’ huts. You will learn 
of features, developed from those achieve- 
ments, which revolutionize space heater effi- 
ciency and assure complete customer satisfac- 
tion. All—in addition to the famous time- 


EVANAIR DIVISION 


EVANS PRODUCTS 
COMPANY 


DETROIT 27, MICHIGAN 
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Floor Furnace 
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Space Heater 


HEATERS 


tested, fan-forced, circulating, floor-level heat 
originated by Evans. 


Get in on the ground floor now. We're all set 
to go the moment government restrictions are 
lifted. You'll be vitally interested also in the 
broad advertising and merchandising program 
planned for Evanair . . . the unusual profit 
opportunities that await you. 

Ask the nearest Wesco distributor if the 
Evanair franchise is still available in your 
city—or write Evans today. Also ask us for the 
handy Heat Loss Indicator which makes it 
easy for you to figure the proper size heater 
for each customer’s needs. It’s copyrighted— 
and FREE! Write to Evans Products Company, 
15310 Fullerton Avenue, Detroit 27, Michigan. 


Heating Equipment 
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... that’s why it’s running today 





















For years an identifying mark of a good tool or appliane e, 
Belden electrical cords and plugs are an accepted token that 
the manufacturer was careful in the selection of the parts 


for his equipment Belden cords have promised freedom 





from Corditis, and in this present emergency have proved 
their value on a host of electrical tools and appliances 
that are still giving good service. 

After the war, customers will again look for nationally 
advertised Belden cords and plugs as a guide in pur- 
chasing electrical equipment. Take advantage of the plus 
value of Belden products when designing your postwar 


produ ts: specify Belden Corditis-free cords. 


BELDEN MANUFAC 
Loo34 W 


TURING COMPANY 


Van Buren Street. Chicago 44. Illinois 
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BUTLER BROTHERS VISIT GIBSON—One of the first stops made by Butler Brothers, 
whose chain of stores cover the Middle West, was at Gibson Refrigerator Co., when 





Butler Brothers decided to set up a postwar wholesale program in the major appliance 
line. Shown, somewhere in Greenville, Mich., are Charles Gunther, Butler Brothers: 
F. E. Bassler, Gibson; L. W. Hamper, general manager, Gibson. 





DISTRIBUTORS APPOINTED 





king and heating appli- 
ances, announces the appointment ol 
the following distributors 


lomestic cur 


Wahn Distributors, Div. of the George 
H. Wahn Co., Boston, Mass. 


C. D. Franke Company, Inc., Charleston, 
S. C. 


Legum Distributing Co., Baltimore, Md. 


Sentinel Radio Corp. 


Sentinel Radio Corp., Evanston, 
Illinois, announces the following dis 
tributors, appointed by Sanford Sam- 
uel, eastern territorial 
for Sentinel: 

J. R. Hunt & Co., Baltimore, Maryland 
Excelsior Radio Co., Harrisburg, Pa. 
Elliott-Lewis Electric Co. Philadel- 
phia, Pa. 
Springfield Radio Co., Springfield, Mass. 
George Gerber Co., Providence, R. |. 
Joseph Mandell & Co., Inc., Boston, Mass. 
New York, 


sales manager 


Inc., 


Sanford Electronics Corp., 
New York 


Richmond Hardware Co., Richmond, Va. 


Capital Light & Supply Co., Inc., Hart- 
ford, Conn. 


The C. S. Mersick & Co., New Haven, 
Conn. 


Hatry & Young, New Haven, Conn. 


Grand Light & Supply Co., New Haven, 
Conn. 


Stromberg-Carlson Co. 


Clifford J. Hunt, sales manager of 
adio division of Stromberg-Carl- 
Co., Rochester, N. Y. radio and 


communications 
turers, 
tributor 


equipment manutac- 


announced the following dis 


appointments 


Chapman & Wilhelm Co., Charlotte, 


N. C, 


General Hotel Supply Co., San Antonio. 
Texas 


Stewart-Warner Corp. 


Appointment of the following dis 
tributors was announced by Floyd 
Masters, manager of the Stewart- 
Warner radio division: 

State Distributing Co., Milwaukee, Wis. 
Edward F. Hale Co., San Francisco, Calif. 
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Waters Conley Co. 


Waters Conley Co., Rochester, Min- 
nesota, manufacturers of Phowola’ra- 
dios recently added the following six 
listributors 
Philco Distributors, Inc., Detroit Division, 

Detroit, Mich. 

Philco Distributors, Inc., Toledo, O. 
Strong, Carlisle & Hammond Co., Cleve- 

land, O. 

Bennett Radio Co., Inc., Columbus, O. 

Electric Appliance Distributors of Ken- 
tucky, Inc., Louisville, Ky. 

Rodefeld Co., Indianapolis, Ind. 


Westinghouse Electric & Mfg. Co. 


T. J. Newcomb, manager of 
Westinghouse Electric Appliance Divi- 
sion, announces the appointment of 
a new distributor for the full line o 
Westinghouse electric appliances 


Thomas, Field & Co., Charleston, W. Va. 


sales 


Warwick Mfg. Corp. 


Reau Kemp, general sales manager 
oi the Warwick Mfg. Corp., 
Ill, announces the appointment of the 
Clarion radio distribu- 


Chicago, 


following new 

ones 

Rowles Sales Co., San Antonio, Texas 

Jefferson Distributing Co., Beaumont and 
Houston, Texas 

Lone Star Wholesalers, Dallas, Texas 

Monroe Automobile & Supply Co., Mon- 
roe and New Orleans, Louisiana 

Arthur Fulmer, Memphis, Tenn., and in- 
dianapolis, Ind. 

S. & M. Tire & Auto Supply Co., Minne- 
apolis, Minn., and Fargo, N. Dakota 

Boren Bicycle Co., Little Rock, Ark. 

Robert F. Clark Co., Denver, Colo. 

Askins-Paterson Distributing Go., Phoenix 
Ariz. 


Mullins Mfg. Corp. 


Chas. A. Morrow, vice president ir 
charge of sales, Mullins Mfg. Corp.. 
Warren, O., announces the appoint- 
ment of the following distributor for 
Youngstown Kitchens: 


Weiss & Besserman, 10! Park Ave., New 
York City 
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Millions saw War meet Recluse 


rappist monks are forbidden to read newspapers, listen 

to radios, or converse with each other except through 
sign language, so word of World War II came as a surprise 
to them. Special permission was granted this lay brother 
to talk it over with Pvt. Paul Gabriel, of Bridgeport, 
Conn., at their meeting place in Belgium. 

Because this picture appeared in LIFE, millions of 
civilians and GI's all over the country saw it. 


What does LIFE’s large national readership mean to you 
as a local merchant of electrical goods? Here’s what 
another electrical dealer, W. C. Chester, 207 S. Wash- 
ington St., Tiffin, Ohio, says about LIFE: ‘‘Among my 
customers and friends, at least 60% read LIFE. I would 
hate to miss a single copy.’’ 
Most likely, you'll find that what Mr. Chester says of his 
customers and friends is also true of your customers and 
friends. For, week after week, LIFE holds the attention, 
stimulates the thinking, and increases the knowledge of 
more people than any other magazine in America. 


More readers every week than 
any other magazine in America 
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Specify Air Express 


Millions of dollars are lost annually by the 
ordinary slow-downs of business and industry 
due to the constantly recurring need for tools 
and materials and waiting for delivery! 

AIR EXPRESS can close many of those gaps 
hetween planning and performance, save many 
of those dollars! 

As you put new production plans into opera- 
tion, you will find AiR EXPRESS at your service 






with expanded facilities for helping you cut 
the high cost of idle machines, idle labor, 
idle goods, 


A Money-Saving, 
High-Speed Tool 
for Every Business 


With additional planes now available for all important 
types of traffic, 3-mile-a-minute Air Express directly serves 
hundreds of U.S. cities and scores of foreign countries. 
Thousands of shippers are saving substantial sums through 
Air Express, employing its economy and efficiency in an 
ever-increasing number of ways. 

WRITE TODAY for “Quizzical Quiz’ — a booklet packed 
with facts that will help you solve many a shipping problem. 
Dept. PR-13, Railway Express Agency, 230 Park Avenue, 
New York 17, N. Y., or ask for it at any local office. 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 










10,000TH UNIVERSAL GUNMOUNT—An historic moment in the production of 
war equipment was reached recently at Landers, Frary & Clark when the 10,000th 





gun mount came off the assembly line. Executives and foremen gather to mark the 
occasion. Left to right: R. L. White, president, A. E. Allen, chairman of the board: 
L. A. Brown, vice president in charge of manufacturing; Frank Miller, foreman; 
Harry Carlson, foreman and Charles Paetsch, superintendent. 
















































T. K. Quinn Elected President; 
New Distributor-Members 


At a meeting of the Board of Di 
rectors of the new Monitor Equipment 
Corp. held in New York recently, a na- 
tional policy of selling its complete line 
of twenty to thirty Monitor mechanical 
and metal appliances, including refrig- 
erators, ranges, washers, television 
sets, radios, cleaners, freezers, coolers, 
irons, heaters, exclusively to inde- 
pendent dealers was adopted. 

Among the distributor-director pre- 
sent were L. H. Bennett, San Fran- 


‘ cisco; R. L. Hughes, president, James 


& Company, St. Louis; H. G. Bogart, 
Toledo, Ohio; Col. W. S. Westover, 
New York; Oliver Wolf, New York; 
George Patterson, St. Petersburg, 
Florida; W. J. Heggie, president, S. S. 
Fretz Co., Philadelphia; G. C. Wasson, 
president, Beckett Electric Co., Dallas, 
Texas; Phil H. Harrison, Newark; 
Rex Cole, New York; B. F. Keith, 
Oklahoma. 

The product proposals of forty-two 
manufacturers were considered by the 
directors. 

T. K. Quinn announced his resigna- 
tion as director-general of the War 
Production Drive-WPB, Washington 
and was elected president of Monitor. 
Mr. Quinn is a former vice-president 
of General Electric and head of his 
own company of merchandising and 
advertising counselors. 


Distributor Members 


The directors approved the selection 
as first choice new distributor-members 
of Hamlin & Mason, Inc., Buffalo, N. 
Y.; Associated Wholesale Electric Co., 
Los Angeles, Calif.; B. W. Kirby, 
Sales and Service Co., Columbia, So. 
Carolina; Birch and Vogel, Inc., 
Ashland, Ky.; Dauphin Electric Sup- 
plies Co., Harrisburg, Pa.; The Kors- 
meyer Co. Lincoln, Nebraska; 
Sterling Products Co., Minneapolis, 
Minn.; Eoff Electric Co., Portland, 
Oregon; Robson Electric Co., Sioux 
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_ Monitor to Sell Independent 
Retailers On Exclusive Basis 


Falls, So. Dakota; J. A. Walsh Inc., 
Houston, Texas; Southern [Equipment 
Co., San Antonio, Texas; Bauma: 
Electric Co., El Paso, Texas; Electro 
pliance Distributors Inc., Milwauke« 
Wis. When contracts are officially 
signed these distributors automatically 
become joint, member owners an 
directors of the trade-name Monitor 
the organization, purchasing power 
advertising, service, etc. 

Distributor members secure thei: 
exclusive territories in perpetuity 
contracts can only be cancelled fo 
cause by majority vote of all distribu 
tor-directors. 

While many territory applications 
are on hand no decision was reachex 
for Boston, Mass.; Cincinnati, Ohio 
Indianapolis, Ind.; Kansas City, Mo 
Rochester, N. Y.; Salt Lake City 
Utah; Butte, Montana and three o 
four other open territories. 

A national advertising campaig 
covering the full line of Monitor hom 
appliance and equipment was projected 
beginning late this spring or summe 
depending upon war developments 


General Electric To Buy 
Ken-Rad Tube Branches 


Negotiations are in progress b 
tween the General Electric Co. ani 
the Ken-Rad Corp. which may develop 
in G. E.’s purchase of the latter’s rad 
tube branches in Owensboro, Ke 
tucky, and four other places. The 
announcement was made recently | 
Roy Burlow, president of Ken-Rad a1! 
Dr. W. R. G. Baker, vice president 
charge of General Electric’s Electro 
ics Dept. The prospective sale docs 
not include the electric lamp man 
facturing business of Ken-Rad. 

It was emphasized by both spok 
men that negotiations have not 
been consumated, although they 
progressing satisfactorily. 
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Olympic 


RADIO & TELEVISION 





DIVISION OF 


ELECTRICAL MERCHANDISING 





Take a peek at post-war radio! «+ +n “tru-base”, Olympic reveals one exciting 


example of inspired engineering, unfettered by pre-war commitments. *«* Even a small 
modestly priced Olympic (with “tru-base”) gives forth the full richness of the whole tonal 
scale, including all the deep, resonant bass notes. The 
tronically...the acoustic loss of “bass harmonics”, 
consoles. Only Olympic has “tru 


“tru- base” system replaces . . . elec- 


heretofore heard only in large, costly 
-base”. For advance details, write: 


Olympic Radio & Television, 510 Sixth Avenue, New York 11, N. Y. 


HAMILTON RADIO CORPORATION 
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20 YEARS OF SERVICE 


This photo shows one of the first Clark 
heaters, stillin daily use in the home of 
1.1. Pitehett, Janesy ille. Wis... who saves: 


“The Clark Electric Water Heater in 
my home has given satisfactory service 
over a period of twenty years.” 


TIME AND TOUGH WATER CONDITIONS 
PROVE CLARK'S RUGGED DEPENDABILITY 


Years of faithful service, often in water 
conditions so tough as to cause ordinary 
water heaters to quickly lime up and 
burn out. offers convincing proof of the 
rugged efficiency of the exclusive Clark 
heating principle. Today's Clark heater 
is better looking than the original models, 
but the method of heat transfer is iden- 
tical. offering full assurance of the same 


time-tested dependability. 


McGRAW ELECTRIC COMPANY 


CLARK WATER HEATER DIVISION 
5201 West 65th Street, Chicago 38, 


WATER HEATERS 
PRODUCT 


Illinois 


CLAR 


A TOASTMASTER 








WAVES WELCOME WASHERS—A thousand Waves and not a single washer was 
the sad situation at the Navy Barracks for Waves in Cleveland until Apex Electrical 
Mfg. Co. sent a rescue ship loaded with "Speedliner washers. Now there is an 
edded crispness and sparkle to Waves’ uniforms as well as sunny dispositions. 











Hotpoint Holds “Key Account’ 
Distributor Sessions Nationally 


Climaxing three years of market re- 
search aimed at determining the in 
fluence of large stores on appliance 
retailing, Edison General Electric Ap 
pliance Co. conducted “key account” 
presentations in distributors’ meetings 
during December in 14 cities accord 
ing to Ward R. Schafer. general sales 

anz Asserting that techniques 


vandising have changed in th 


manager 


var vears and that these changes must 
be recognized in shaping sal ] 

said that “Hotpoint will urge di- 
ibutors to amplify their service t 
ealers, placing grea I 


luct service, use-value sales trai 


and appliances financing.” Schafe 
sail that while studies ulicated t 
e largest volume of sales in speci 
markets went to the manufacturers 


repre sented DV kev retailers, that doc 
not mean that | 
1 


anilian lea! 1d } ‘ 1 
appliance deaicrs would have a smalle 


place in his company’s merchandising 


Complete Kitchen Displays 


‘Smaller dealers, whether specialty 
ypliance stores or other types doing 
the lesser volume, gain the benefits of 
metropolitan newspaper advertising 
and other pre-selling often carried on 
by utilities and large stores. We aim 
to have our line represented by this 
type of “key account” in all of the 
major markets. Hotpoint’s post war 
merchandising plan will be spearheaded 
by complete kitchen displays in the 
form of operating kitchens in the 
dealers’ stores 

\ssistance in training large store 
ersonnel using methods developed by 
the Army during the war will be made 

Visual sales aids will be 
adapted to dramatizing “Your Next 
Kitchen.” and home economists will 
offer the most effective ways of show 


available 


ng women the use-value and beauty 
all-electric kitchens \s 
Hotpoint’s Product 
Service Department may be had for 


ivailable in 
sistance trom 
training the store’s service personnel 
Sales promotional aids, national and 
cooperative advertising, and kitchen 
be offered \ 


’ ony 
emodeling service wil 
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WARD R. SCHAFER 


Hotpoint General Sales 
Manager 


lepartment manager information bu- 
reau will be a clearing house for good 
merchandising ideas and cooperation 
vill be arranged with builders through 
h people vho visit 


model homes will be invited to the 


a plan by whi 


“key account” stores for special demon- 
strations 


‘Your Next Kitchen” 


Mr. Schafer said that 600,000 copies 
of a kitchen planning guide, “Your 
Next Kitchen,” had been distributed 
\pproximately one-half of those send 
ing for the booklet return the post card 
offering free floor plan blueprints 
makes personalized 
where the standard 
plans are not suitable. Approximately 
1,000 have written for these, he said. 

The home study course, “Planned 
Electrical Merchandising,” will be 
continued in postwar, amplifying an 
pointing to specific merchandising 
problems. Specific appliance display 
and selling situations growing out 0 
complete kitchen merchandising will be 
discussed in this course. The value a 
that time will be principally to Hot 


The company 
plans for a_ fee 


point dealers, and the present enroll 
ment of 16,000 will be reduced t 
hose who sell Hotpoint appliance 


Mer. Schafer said 
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vehicles . . . Delco Radio products are carrying out vital assignmentliiie the fighting : 
forces. They represent the application of radio and electronic science to voried Wiquive- Te i = 
ments of communication, detection and protection. They represent, too, the effec. 
tive combination of engineering vision and manufacturing precision that safeguards 
the performance of all Delco Radio equipment, wherever it serves and whatever 


its purpose. Delco Radio Division, General Motors Corporation, Kokomo, Indiana. 
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Make Your Dollars Fight 
BUY MORE WAR BONDS 





DIVISION OF 


GENERAL MOTORS 
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QUICK POSTWAR 
PROFITS... 
STEADY REPEATS 




















































Set up a Regina electric floor polisher ren- 
tal service postwar. Our plan for big extra 
income has already found wide and enthu- 
siastic acceptance throughout the trade. 
Small investment, low cost maintenance 
and repair, high profit return—day after 
day! Regina polishers are built to stand up 
under constant service. Easy to handle, 
light weight, efficient. Get going on this 
postwar store traffic profit-builder now. 
Send in for your free copy of our plan— 
plus a preferred reservation blank for 
Regina polishers (subject to your later 
confirmation). Just clip the coupon. 


(Under certain circumstances we can deliver the 
Regina Electric Floor Polisher now. 
Refer to WPB order 1222 for purchase requirements.) 


See our exhibit at the 1945 
Housewares Show, Room 782, 
Palmer House, Chicago, 
January 7—12 


N. J. 
ay >» 
3INA CORPORATION; Rahw a 
eit i of the Regin® 
without obligatio®, a nt as npn oe 
— — oo lisher Rental — ao a ct 00 - 
uw +: for preferred postwar oe 
i blan 
yt confirmation )- 
Company 
Street Number aa 


City —— 


REGIN 


REGINA CAN OPENER SMOOTHCUT MODEL 
REGINA VACUUM CLEANER - REGINA ELECTRIC FLOOR POLISHER 


THE ELECTRIC FLOOR 
POLISHER FOR HOMES 
OFFICES + STORES 
SMALL PLANTS 





@ THE REGINA corPoRATION - RAHWAY, N. J. 
Fine Products for the Home Since 1892. 





Join This Clean-up 





WESTINGHOUSE RADIO DISTRIBUTOR COMMITTEE—Special distributors’ Radio 
Planning Committee which will assist in shaping merchandising policies of the newly 
created Radio Receiver Divison of Westinghouse. Seated, left to right, are distributor 
members: John T. Urban, general appliance manager, Westinghouse Supply; Corwin 
Savage, radio manager, Westinghouse Supply, Boston; Oscar Rae, vice president, 


Times Appliance Co., Inc., 


New York City; Frank E. Fowler, president, Southern 


Furniture Sales Co., Knoxville, Tenn.; and John C. Cox, Jr., midwest district appliance 
manager, Westinghouse Supply, St. Louis. Standing, left, Paul H. Eckstein, assistant 
sales manager, Receiver Division, and Harold B. Donley, manager of the Division. 


Distributors Help Map 
Westinghouse Radio Policies 


Organization of a special distribu- 
tors’ Radio Planning Committee to as- 
sist in shaping merchandising policies 
of the Radio Receiver Division of 
Westinghouse, was announced recently 
by Harold B. Donley, manager of the 
Division. 

Included on the Committee are rep- 
resentatives of approximately 100 dis- 
tributors throughout the United States, 
\laska and Hawaii. Mr. Donley is 
chairman of the new group, and Paul 
H. Eckstein, assistant sales manager 
of the Division, is secretary. 

Walter Evans, vice-president of the 
Westinghouse Electric & Mfg. Co. 
in charge of all radio activities, wel- 
comed committee members to the or- 
ganization meeting and gave a brief 
resume of long-term plans for the new 
Division. 

Highlights of the meeting was a de- 
tailed merchandising 
“pluses” which will be built into the 


discussion of 





r 






EUREKA STARTS PRODUCTION—New- 
est of the group of post-war household 
appliances to be produced by Eureka 
Vacuum Cleaner Co., Detroit, WPB has 
authorized production of a total of 
451,000 of these cordless irons: 1000 
units to be made in the last quarter of 
1944; 100,000 in the first quarter of 1945; 
150,000 in the second quarter; and 
200,000 in the third quarter. 
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new line. Chairman Donley pointed out 
that these sales advantages will result 
from proper application of Westing- 
house engineering “know how” 
mulated in nearly a quarter of a cen- 
tury in the radio. business; and from a 
careful choice of cabinets covering a 
full range—from basic conservative 
models to those incorporating the last 
word in advanced styling. 

Announcement of new features, he 
pointed out, must await formal presen- 
tation of the line after easement of 
WPB restrictions. However, plans are 
ready for a one million dollar recon- 
version program at the Sunbury ( Pa.) 
plant, where post-war receivers will be 
built, he said, and production will be 
under way in from two to four months 
after a go ahead is given. 

Other matters before the commit- 
tee included: retailers’ franchise terms ; 
local and national advertising pro- 
grams, deliveries, financing and other 
sales strategies. 


accu- 


Brown Predicts Big 
Post-war Demand 


In an address entitled “Post-war 
Production and Consumption” before 
a meeting of women leaders sponsored 
by the National Association of Manu- 
facturers in Philadelphia recently, 
Harry Boyd Brown, national mer- 
chandise manager for Philco Corp., 
predicted that the post-war demand for 
goods in the first two years after vic- 
tory will exceed the production capac- 
ity of the United States. 

“According to estimates by the 
Philco Corp.,” he said” the pent-up 
demand for radios at the end of 1944 
will be between 20 and 25 million units 
as compared with the all-time record 
production of 13,000,000 units in 1941 
Demand for refrigerators will exceed 
6,000,000 units against production of 
3,700,000 in 1941. The scarcity of’ 
every type of merchandise containing 
metal is so great that when production 
is resumed, it will probably take sev- 
eral months to stock distributors and 
dealers, to say nothing of meeting con- 
sumer demand.” 
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“MAKE IT A STRO 
That’s the story th 
post-war radio prosp 
magazines. 

This is far more than 
sales policy for you and 
home should be as good a ra 
musical instrument—and, si 
Carlson, it stands to reason t 
slated to fill that spot marked ‘ 


ARLSON FOR THE MAIN RADIO IN YOUR HOME.” So plan your merchandising about this theme, and remember that 
romberg-Carlson is currently telling to your Stromberg-Carlson is: 


hrough 475,000,000 impressions in leading —the important radio unit 


5 te ’ —the radio unit carrying real profit-opportunity 
a ‘sales story.’ It’s a basis for a very sound 


, alike. For, since the main radio in any 
s the purchaser can buy —a true quality Organize your post-war sales around this potent Stromberg-Carlson 
bere’s nothing finer than a Stromberg- sales theme. You'll find the Stromberg-Carlson “main radio” a profit 
ousands of Stromberg-Carlsons are maker—whether in an outstanding table model, console, or radio- 
thousands of homes of every type. phonograph combination. 


—the radio unit with easy-selling public acceptance 





fs <_ se. & . 








be 
be 
ths 


nit- 


ns 


"X” MARKS THE SPOT 


it-up 













1944 
units s 
— make it a 
“| , ' 
x for the main radio 
os 
; and . 
ips ROCHESTER 3, NEW YORK in your home! 
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The aggressive post-war program 




























































of this 74-year-old company promises 
increased volume and profits to dealers who 
fly the Round Oak flag. Open territories 


are already being closed. Correspondence 


with leading dealers is invited. Write 


in confidence, on your letterhead, to 


Petard DY get 


Richard D. Nugent, President 


ROUND OAK COMPANY « DOWAGIAC, MICHIGAN 


Gas Ranges 
Electric Ranges 


Gas Combination Ranges 
Electric Combination Ranges 
Kuchen Heater Gas Ranges 
Coal and Wood Ranges 


New Kitchen Heaters 





? 


“TOMORROW'S HOME WILL BE A BETTER HOME 


ROUND OAK’S POST-WAR LINE WILL INCLUDE 
*% KITCHEN APPLIANCES 


*% HEATING EQUIPMENT 


Steel Furnaces 
Cast Iron Furnaces 
Gas, Oil, or Coal 
Air Conditioning Systems 
Space Heaters 
Electric Water Heaters 
Gas Wacer Heaters 
Oil Water Heaters 
Stokers 
Blower-Filcer Unus 








IF EQUIPPED WITH ROUND OAK PRODUCTS” 











Westinghouse Electric & Mfg. Co. 


by Westinghouse 
following subjects: Industrial Plants; 
Commercial Buildings; Factory Yard 


\ booklet entitled “Hints on Lighting 
Maintenance” has just been published 
which covers the 


\reas 
Owens-Corning Fiberglas Corp. 


Electrical Insulation 
Material” is the title of a new booklet 


“liberglas 


recently issued by Owens-Corning 
Fiberglas Corp., Toledo, O., which 
outlines why Fiberglas is more effec- 


tive, more efficient electrical insula 
tion material, the advantages of Fiber- 
glas insulated wire, tapes, mica com- 
binations, laminates and _ saturated 


sleeving and varnished tubings. 


U. S. Dept. of Agriculture 


“Cooking Dehydrated Vegetables” is 
the title of the latest bulletin issued 
hy the Bureau of Human Nutrition and 
Home Economics, Agricultural Re- 
search Administration, U. S. Dept of 
\griculture, Washington, D. C. How 
to preserve the food value and flavor 
and rules for cooking and serving 
lehyrated sweet potatoes, 
carrots and other green vegetables are 
given, as well as some 


potatoes, 


recipes. 


Raytheon Mfg. Co. 


\ new booklet entitled “A Raytheon 
Radio Tube Data and Substitution 
Chart” has just been released by Ray- 
theon Mfg. Co., Chapel St., Newton, 
Mass. It*contains not only information 
on electrical characteristics with out- 
line drawings and diagrams of all radio 
receiving tube types, but also complete 
technical information on hearing aid 
tubes—special purpose tubes—and radio 
panel lamps. The booklet contains a 
chart of simplified interchange in- 
formation, including over 1600 sub- 
stitutions. 


Warren Telechron Co. 


Telechron recently issued a booklet 
describing their synchronous motors. 
instrument movements, gear trains 
(speed changers) and industrial clock 
equipment. 


Ilg 


A coloriul, 8-page brochure just off 
the press features the recently com- 
pleted Ilg Electric Ventilating Co., 
research laboratory in Chicago. This 
new booklet is almost entirely pictorial 
and contains “workshop” scenes which 
show the many testing and research 
processes continually taking place in 
the building. Devoted to scientific study 
of air, this new Ilg research laboratory 
makes available to engineers, scientists 
and laboratory technicians the very 
latest instruments for measuring air. 
electricity, sound, light and vibration, 
including stroboscopic equipment. Un- 
der the direction of Frank P. Bleier, 
research director, the laboratory staff 
is now engaged with research on war 
work and new products for post-war. 


Motorola Radio 


“When Motorola Radio Comes 
Home from War,” is the title of the 
new 24-page, 4-color book just issued 
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NORGE PANEL PACKAGE — Cast 
plaster replicas of Norge appliances and 
miniatures of floor and window displays 
which Norge salesmen will use to demon- 
strate new background panels to dealers. 
Shown here is an island group of mina- 
tures showing a refrigerator, washer and 
gas range. 


by Galvin Mfg. Corp., Chicago. The 
bulletin tells the story of Motorola 
radio’s participation in war effort, its 
role as a radio manufacturer before 
the war, and view of the research, 
production and engineering depart- 
ments. Action photos of the Handie 
Talkie are included as well as views of 
the Walkie Talkie, Guidon set and 
other Motorola radio war equipment. 
The role Motorola distributors will 
play in post-war radio market is dis- 
cussed, and the varied types of helpful 
services he will offer his dealers. 


Westinghouse Revises 
Handbook for Teachers 


A revised edition of “A Reference 
Handbook on Electric Home Appli- 
ances,” just released by the Home 
Economics Institute of the Westing- 
house Electric and Mfg. Co. includes 
a page on electricity in the home, tell- 
ing briefly how it is generated and 
measured, a page on home electric 
circuits and their protection and an- 
other on adequate wiring 

Two pages of the revised manual, 
for use as an aid to teachers of home 
economics and home management, are 
devoted to automatic washing ma- 
chines, and one each to home freezers 
and electric clothes dryers 

Teaching outlines for each of the 
seven sections of the manual in courses 
on equipment, food preparations, home- 
making, laundry and clothing are for 
classroom use. They cover: Section 1, 
Electricity. in the Home; Section 2, 
The Modern Kitchen—kitchen plan- 
ning, the electric refrigerator, home 
freezer, dishwasher, range and roaster ; 
Section 3, The Electric Water Heater ; 
Section 4, The Laundry—the automatic 
electric washer, manual electric 
washer, the electric iron, the electric 
ironer; Section 5. The Electric Vac- 
uum Cleaner: Section 6, The Electric 
Fan: and Section 7. Small Appliances. 

\ foreword by Mrs. Julia Kiene, di- 
rector of the Westinghouse Home 
Economics Institute. is entitled “Alad- 
din Lived Much Too Soon!” 

A direct mailing of the book will be 
made to 7,000 teachers in high schools 
and colleges, extension specialists in 
héme management and nutrition, state 
home demonstration leaders and state 
supervisors of home economics educa- 
tion. A desk copy of the manual is 
available free of charge, additional 
copies at five cents each from West- 
inghouse Home Economics Institute 
Mansfield, Ohio. 


the 
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For EIGHT CONSECU- 
TIVE YEARS, Sunroc has been the sole contractor for 
all types and sizes of Electric Water Coolers bought 
from the General Schedule of Supplies by the United 
States Government. Since Pearl Harbor, nearly all 
Sunroc’s capacity, output has gone to the United 
States Army, Navy, and Maritime Commission. 

Before the War, Sunroc Water Coolers sold in vol- 
ume to many of America’s leading industrial enter- 
prises. Sunroc is now geared for production that will 
enable the company to undertake the national distri- 
bution of Sunroc Water Coolers. 


Believing that ““There’s nothing like a good drink of 
water,” Sunroc specializes in just one product 

WATER COOLERS—and its record is unequaled in its 
held. Its sales and distribution policies will be of the 


same high calibre as its product. 


A 


tag” ve 
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“TH RINK OF WATEp.. 
ib ERE'S NOTHING LIKE A GOOD © ER 





WATER COOLERS 


GO NATIONAL! 


Sunroc offers distributors a full line of top-quality 
Water Coolers which are backed by the prestige of 
vears of service to the United States Government. 
Its product will carry a fair, ample, and assured proht 

. including profit-protection on national accounts; 
the support of full-scale national advertising, including 
full factory cooperation and direct-mail promotion. 

Sunroc wants alert, aggressive representation in 
vour community. In a tremendous market that re- 
mains undeveloped, the Sunroc franchise offers you a 
great opportunity for future prohts. Your reply on the 
convenient coupon below will bring you promptly 
complete information about Sunroc Water Coolers. 
Sunroc Refrigeration Company, Glen Riddle, Pa. 
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Evaporative Air Cooler Standard Blowers 
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Propeller Fans Heavy-Duty Blowers 



































Effective January Ist, 1945 
Our new name will be 


UTILITY APPLIANCE CORP. 


As the Company through the past twenty years has out- 
grown its former plants and equipment, so have our 
activities and products outgrown our name. The name 
Utility Fan Corporation was adopted when our principal 


activity was the manufacture of Fans and Blowers. 


UTILITY APPLIANCE CORP. will more fully describe the 


Company's present and post war manufacturing and 
sales activities. 


Additional new appliances are being considered for 
manufacture after Victory. These additional items will 
better round out the Company's line of products and 
will assure capacity production for our expanded facili- 
ties and enable us to do our part in providing more jobs 


for more people. 


UTILiTyY 


APPLIANCE 


Alameda 


CORP. 


4851 South Los Angeles 11. California 





Formerly Utility Fan Corporation 

















Peace-time meonufacturers of the Famous Utility Alr Keolers, 
Blowers, Fans, Floor Furnaces, Circulating Heater, Unit Heoters, 
Ferced Air Furnaces. 
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The Post-War Market for Lighting 
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The ultimate in simplicity, this new sunlamp can be screwed 
into any convenient lamp socket. The sunlamp is independent 
of auxiliary ballast. The lamp consists of a double bulb, the 
inner one containing mercury vapor and provided with two 
operating and one starting electrode. 


more prominent part, will require an 
expenditure for lighting equipment 
considerably higher than it has been 
in the past. The scope of fluorescent 
lighting in the home will be greatly 
enlarged through the post-war avail- 
ability of long thin lamps and circular 
lamps. Architects, decorators, design- 
ers and home lighting specialists al- 
ready are thinking in terms of these 
new light sources so it now is up to the 
dealer to familiarize himself with these 
new lighting tools. 

Circular fluorescent is no blue-sky 
dream of the distant future; it is only 
months away. These tubes 
are just what the portable lamp indus- 
try has been waiting for. Then, too, 
they guarantee shadowless lighting 
for the bathroom mirror. Decorative 
effects are almost limitless. 

The new slender fluorescents will be 
42 and 64 inches long, having a di- 
ameter of only } of an inch, presenting 
thin ribbons of soft, cool light which 
will be very effective in places where 
decorative yet highly efficient lighting 
is required. Later, when manufactur- 
ing conditions permit, lamps 72 and 
96 inches long will be made available. 

For general store lighting, straight 
fluorescent lamps can be set in archi- 
tectural patterns, supplemented by in- 
candescent “down lights”. Show cases 
should be twice as bright as the general 
illumination. A marked trend in 
modern store design is for inside store 
lighting to replace show windows. 
lhe whole street floor becomes the 
show window. In modern offices, built- 
in fixtures are receiving the call. 


several 
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A portable fluorescent utility light 
will be a boon to the housewife. This 
type of unit will be hung on the wall 
and adjusted to distribute the light 
over the ironing board, the wash tubs 
and other poorly lighted work areas 
In the modern kitchen of tomorrow 
the light source may be either in- 
candescent or fluorescent but it is be- 
lieved the trend definitely will be 
towards 100 percent fluorescent. Just 
as in refrigerators, kitchen cabinet 
are due for automatic lighting in the 
not too distant future. 

What features does the dealer want 
in the peacetime line of fixtures? He 
wants to serve a customer without g: 
ing through 150 items. He wants to 
get out of the parts business. In fluor 
escent, for instance, he wants a pacl 
aged fixture, complete with switcl 
starter, ballast and bulbs, ready for 
use. He wants simplicity plus flexibi 
ity so that the adjustment of a hanger 
length, for example, will be the onl 
possible requirement. The simplicit 
and flexibility of the fixture itself mu 
in turn, generate like simplicity a1 
flexibility of handling of the 
operation. 

Obviously, still thinking in terms 
fluorescent for those surging comme 
cial and residential markets, perfor: 
ance standards must be establishe'| 
They soon will be ready. While tle 
manufacturers will have some artist 
leeway, the product will be efficient a: 
foolproof. These standards will mean 


sales 


better design and will eliminate tlie 
offshoot of some draftsman’s whim. 
(Continued on page 180) 











it has been said that to get peace, the people of the 
world will have to wage peace as earnestly as they have 
waged war. 

Lasting peace will certainly not safely ride the wings 
of a dove or any other hopeful symbol. Peace is a job 
for the truth—and you. Peace is directly tied to the hard- 
headed reality of mankind’s better knowledge of man’s 
world. 

Men who understand each other do not fight and kill 
each other. 


IT’S TOO BIG A JOB FOR A DOVE... 


country’s magnificent working press is one of the na- 
tion’s—and one of your own—mightiest assets in the 
world community of man. 

Tireless and fearless in pursuit of the news, your 
daily press gives you a running view of world events as 
fast, almost, as they take place. 

No ordinary citizen on this earth has so good a chance 
to know his world as you in America have. 

Newsweek, for its part, can help you get the meaning 
of your news more fully and more usefully. Newsweek 















































This is why accurate delivery of the news through the sums up your news for quick review—interprets it for 
world is one of the greatest of all day-by-day powers deep significance— forecasts it with startling accuracy. 
for peace in the world. Newsweek can help you know your world—and so help 

It is also why, more truly today than ever before, this you make it and keep it more nearly what you want it. 










— 
The first step toward Peace 
is—Victory. Your next step 
toward Victory is—the 6th 
War Loan Drive. Back it 
to the limit ... now. 
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= Gentbi affairs for America’s Significant People* 

a hange" *In designating the readers of NEWSWEEK as Signifi- 
_ the on cant People, we merely compress into two words their 
simplicit all-around “far-above-averageness”— both mental and 
self mu material. The intrinsic character of NEWSWEEK attracts 
7 such people naturally. Their unusual “mental acquisitive- 
licity al ness,” and their eager interest in the new, are qualities that 
the sales make them especially receptive to your advertising. Quali- 


ties which have led them to NEWSWEEK in such numbers that ’ 

its circulation has risen 78% in six years, while its advertis- A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
ing revenue (among all general magazines) has advanced from 

twenty-second to fifth place. 
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DISING 


GET IN ON 
LEAN-EASY 
PROFITS! 


Nationally advertised in many of 
America’s leading farm papers, 
Milkers 
known — and a favorite of dairy 
Take 


advantage of Clean - Easy’s pre- 


Clean- Easy are well 


farmers from coast fo coast. 


selling, pre-merchandising. There 
are quick profits ahead for all 
Clean-Easy Milker dealers. Write 
Ben H. Mfg. Co., 


Anderson 


Madison 3, Wis., Dept. 339, 
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The Post-War Market for Lighting 
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for many other post-war heat sources. The heat is generated 
by an infrared lamp similar to those used in industry to speed 


Man-made radiant heat will be widely used for hair-drying and | 


paint-drying jobs. In post-war homes they will also be used to 
provide supplementary comfort heating. 


And how does the dealer fit into this 
It is his duty to discuss with 
the user the adequacy of his wiring 


| and lighting facilities before he closes 


He also should have some 
constructive regarding general 
appearance, neatness, fitness and paint- 
ing. He should see that the customer 
gets a good looking job. That is 
merely sound business procedure. 
Tomorrow, the dealer’s lighting 
operation can be vastly broader. But 
tomorrow, exactly as yesterday, light- 
sold—sold to a shrewd 


the sale. 
ideas 


| buyer who has become acutely light- 


conscious. 





Beside this big stake in post-war 
lighting, the dealer also has a chance 
to grow with the promotion of lamps 
designed for purposes other than light- 
ing. To derive the maximums on these 
vast potentials, the dealer also now is | 
due for some post-graduate study. 

He should know the full inside story | 
on the heat lamp. Provision may be | 
made for it in a permanent location 
in the bathroom. A portable unit can 
be used in a number of ways. Besides 
giving welcome warmth in chilly bath- | 
rooms, it also is excellent for quickly | 
drying the hair, or for drying nail 

(Continued on page 182) 











Invisible bullets of light, sprayed by the Sterilamp ultraviolet tube, kill air-borne 
bacteria in this living room. The wall fixture containing the electronic tube is 
suspended by picture hooks and is connected to a regular lighting circuit. 








PICTURE 
of a 
BEST-SELLER 


EFORE the war, this Manning- 
Bowman Smokeless Table 
Broiler was a “best-seller” on 
many a dealer’s shelf. The reason 
is simple: its quality earned it 
first choice with housewives the 


country over. 


And that’s a point worth re- 
membering when you can again 
stock the M-B line (the time is 
coming soon, we hope). For, to 
thousands of post-war prospects, 
Manning-Bowman means best. 
It’s going to carry a lot of mean- 
ing for you, too—More Business! 


Every home in America will bea 
potential customer for Manning- 
3owman appliances. You can bet 
that, after these war years of 
“patching up” and “making do,” 
when the time comes for these 
people to buy again they're going 
to buy the best! 


We only wish we could supply 
you now. But frankly, we're up fo 
our ears in war work. All we say 
now is—there are profitable days 
ahead for you...days that will re 
ward you for waiting because th 
best is worth waiting for and.. 


Mlanning 
Bowman 


Mlea Ns Bes l 


MERIDEN, CONNECTICUT 


BUY MORE BONDS—AND MOR!!! 
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\. Tremendous 


=, New Market 


Over a Million Farms in the north 


Central States are now served by highline electricity. That 
is more than twice the number of farms served in any other 
section of the United States. 
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One-half of these million farms have become connected 
since 1938. The greatest number added during that period 
in any other section is 290 thousand. 
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h re. The North Central States have almost one-half of all 
again : 
me is farm income. 
or, to 
pec ts, 
: best. e f 
mean- 
nee Eight of these twelve north central 
iI bea States are served by Midwest 
nea Farm Papers with 1,161,336 sub- 
ars of scribers. 
ig do,” 
» these ... All data on farm elec- 
, going trification of importance to These five local farm papers 
Sues GRE Shvertnng eme- have been active champions of aa 
utives is contained in this ; 
supply new folder Electrified greater farm electrification for 
‘e up to 
we sa PONINN « e more than twenty years. 
fi ls will be sent gladly. 
will re . 
escca Write for your copy of 
and. Electrified Farms...U.S.A. 
Lan 
S Nebraska Farmer © Wallaces’ Farmer & Iowa Homestead ¢ The Farmer 
re: 
Wisconsin Agriculturist © Farmer ¢ Prairie Farmer 
uT 
> MOR!! NEW YORK 17 CHICAGO 2 DETROIT 2 SAN FRANCISCO 4 LOS ANGELES 14 
250 Park Ave. 6 N. Michigan Ave. 542 New Center Bldg. Russ Bldg. 523 W. 6th St. 
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Amana’s experience in LOW TEM- 
PERATURE FOOD FREEZING dates 
back many years. As leading build- 
ers of frozen food Locker Plants, 
Amana was early selected by the 
Armed Services to design low tem- 
perature Portable Freezers to provide 
frozen foods to our fighting men. 
With this background, plus modern 
designing and large manufacturing 
you 
dependable source for your Home 


facilities will find Amana a 


Freezer needs 





efficient refrigeration 
no sharp corners... 


waste 


space 






9 cu, ft. size 


IMPORTANT! 


HOME FREEZER UNITS TO MEET ALL NEEDS 


The two Amana Home Freezers shown here have features that provide convenience with 
Top openings give easy access to frozen foods. Beauty of design 
easy to keep looking like new. Extra large storage capacity. No 


No inaccessible areas 


AMANA 
5 CUBIC FOOT 
LOW PRICED 
QUALITY 
HOME FREEZER 


GET INFORMATION NOW 


By phone, mail and letter, we are getting a flood of in- 
quiries on Amana Home Freezers. Distributors are being 
selected for key territories. A rare opportunity is open for 
you with this line. 


AMANA SOCIETY, AMANA, IOWA 





> > tf 


Amana Home Freezers are designed and built by low temperature refrigeration specialists which 
is best assurance of complete owner satisfaction. THIS, plus a sound merchandising program for 
distributors and dealers places Amana in the front ranks of the post-war Home Freezer industry. 
There are still a FEW desirable territories open. Contact Refrigeration Division, Amana Society, 


Amana, Iowa. 





Refrigeration Division AMANA SOCIETY, Amana, lowa 
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polish, or drying fruits. Then aga 
the young lady of the house may 
in a hurry to dry a pair of gloves, or 
a handkerchief, making it serve as a 
miniature part-time clothes drye:! 
The housewife, of course, will find it 
handy around the kitchen sink. Two 
or three heat lamps in an open firepla 

will do a surprising job. Drying lamy 

too, are bound to go places in post-wa 

In the same way, the dealer should 
know the full story of tomorrow’s sun- 
tan lamp which requires neither r 
lector nor transformer. Then 
sterilamps, silvered bowl lamps, phot: 
flash and photoflood lamps for photos 
raphy which undoubtedly will 
than double their pre-war market in 
peace time. The replacements on pr 
jection lamps also currently is high. 
for Christmas tree bulbs, the pent-uy 
demand for these has been estimate 
at 100,000,000 or more. 

Add to the list for the dealer’s criti- 
cal study the mercury lamps and the 
new black light. As as trans 
formers again can be made, black light 
produced by special fluorescent or high 
intensity mercury lamps, should g 
far. 


cone 


mor 


4 


soon 


The Dealer Goes to School 


All these mean a broader operatior 
for the dealer. Meanwhile he is not 
losing sight of the fact that total sales 
of large incandescent lamps climbe 
to more than 700,000,000 in 1942 and 
that little change is expected in this 
annual volume. Nor is he unmindful 
of the safety rule for the farm famil 
—Light The Way Ahead of You— 
which will sell weatherproof projector 
lamps for the yards, lights for safety 
in farm buildings, and in the home. |: 
post-war he knows the promotion 
this safety rule also will increase his 
sales of flashlights and replacement 
bulbs. 

Years ago, the dealer went to kin 
dergarten for a foundation in hous 
wiring, Later, grammar school gave 
him a course in the incandescent lamp 
More recently, in high 
learned the application of the new 
fluorescent lamp. Now comes a r 
fresher course covering the later cd 
velopments in fluorescent. Along wit! 
this he studies for a college AB degree 
in those important lamps designed for 
a host of purposes other than lighting 
Should he want still more educatiot 
the Master’s will be in ele 
tronics—because lighting and electror 


schoc il, 


aegree 


together ve 
closely in the years to come. 


ics going to tie 


are 


Manufacturers Will Help 


The dealer can depend upon t 


manutacturers to make suitable cour 


available to them. Some manufactt 


ers already have made their pl ns 
along these lines, even now are tra 


ing instructors for the task ahead. 1 
utilities, obviously, can be expected t 
back this to the limit. Othe: 
branches of the industry likewise \ 


move 


cooperate. 
Lighting is one of the quickest 
most responsive businesses likely t 
revive and respond to the peacet 
dreams and wants of all 
customers. Now 
dealer to lay his plans for the post 


classes 


is the time for 
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IS THE TIME TO SELECT YOUR 
BEST POSTWAR PROFIT OPPORTUNITY 


Look beyond the early postwar years when you select your new washing machine line. 


Look ahead to normal times when quality, service and price become sales factors again. 
That’s when performance of the equipment you sell in the big early postwar market will 
either bring you good will and resulting new customers OR give your service depart- 
ment headaches while your sales department starves. 


The line you start with now you will want to push later. You're starting from scratch. 
Right now, is the time to select a line and a company that's going places in the washer industry. 


That's why Duchess Washers merit top. priority on your list of business engagements at 
the January Major Appliance Show. Mass production, in the modern Duchess factory 
which was designed and equipped so/e/y for volume washer manufacture, produces high 
quality products at exceptionally low manufacturing costs. Every two minutes — day and 
night — a crated Duchess Washer can be delivered from this high-efficiency plant. 


The new Duchess line is completely redesigned and distinctively styled by one of 
America’s ace designers — ready to go when conditions permit. It’s a b/g postwar profit 
package for you. Make the Duchess your No. 1 date at the show! 





WASHERS 


We pledge that Duchess Washers will 
maintain high quality standards at 
competitive, and profitable prices. 





ASK ANY DUCHESS 
DEALER ABOUT 
DUCHESS WASHERS 


Duchess Washers are precision 
built of quality materials — engi- 
neered to require a minimum of 
service attention. 


Recently we asked a number of 
Duchess dealers and distributors 
to tell us their experience with 
Duchess Washers. Every reply 
was complimentary—the follow- 
ing are typical: 


“Of the thousands of washing 
machines we have sold in the 
past ten years, yours has given us 
less trouble than any other make.” 
a 

“As you know, in the year pre- 
ceding the war, we sold several 
Kundred of your machines, and 
we believe the service record they 
have established is just short of 
phenomenal.” 


“We are dealers for most of the 
standard make washers on the 
market, but can truthfully say that 
no other brand even approaches 
the trouble-free performance of 
the Duchess.” 


“But in the case of Duchess—and 
we have had the line long enough 
to compare with the others as to 
volume, service, etc.,—we find 
that parts carried on hand for 
Duchess services will amount to 
less than two dollars. This, we 
feel, speaks volumes for Duchess 
Washers.” 

7 
“We have enjoyed our Duchess 
franchise, and whenever a retailer 
can make that statement, you can 
be sure it is only because the 
product has served his customers 
well.” 

» 
“It gives us a great deal of 
pleasure to tell you that we have 
never received more prompt, 
courteous and efficient service in 
the replacement of the few parts 
that have been necessary to ser- 
vice your washers.” 


These letters, along with many 
others like them, are available 
for your inspection. They are the 
strongest argument we know for 
you to Make A Date With The 
Duchess. 


OHIO 
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EVERY PART 
IS MADE 
BY RHEEM 


Eve part that goes into a Rheem 
Automatic Water Heater is designed 
and built by Rheem... tanks, burners, 
controls—they’re a// made by Rheem. 
Rheem plants serve all markets 
are Strate rically located from Coast 
to Coast. and from the Great Lakes 
to the G 


= j > ‘, si 
are made for a/i types of fuel—gas, 


Rheem Automatic Water Heaters 





bottled gas, electricity, oil and coa 


I are moderate-priced and 





RHEEM 


MANUFACTURING COMPANY 


Executive and General Sales Offices 
New York . San Francisco - Los Angeles - Washington, D.C. 





Portland, Ore. 

Salt Lake City, Utah 

Chicago, II] New Orleans, La. Sparrows Point, Md. 
Maywood, Richmond, South Gate and Stockton, Calif. 


\ Bayonne, N.J Danville, Pa 

PLANTS | Birmincham A 
LOCATED 

AT j 


es ™ 
riouston ex 




















: 
RCA'S 25TH ANNIVERSARY—High tribute to radio's wartime achievements was 
voiced by speakers at the 25th anniversary dinner of Radio Corp. of America held 
recently in New York. Above, left to right, are the “Three Musketeers of RCA:" 
Col. Sarnoff, president of RCA; Edward J. Nally, first president of RCA; and Owen 
D. Young, founder and first chairman of the board of RCA. 
. . . \ ¢ + ‘ shar f } 
New Advanced Frigidaire i" Spout was in charge of the 
rae ee meetings and was assisted by 
Training Course Out E. E. Landis, assistant service man- 
ager, who discussed the selling of 
Paul V. Sprout, service manager of winter service; R. K. Eley, super 
the Frigidaire Diy General M isor of the technical division, who dis- 
tors Corp. Dayton, Ohio, has an- § cyssed ty uining; C. P. Ogden, super- 
inced complete plans for a new visor of service parts, Sales and Field 
gidaire advanced training cours Contact Divisior ho outlined plans 
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of the f rmer 
er n e Electric ¢ 
| dd. The first four days ind ext 
ted to instructions in servicing ; ; eral Elec 
geration equipment, with the fiftl Hi ined the company’s lamp depart 
bein evoted to the servicing of nt Cleveland in 1921 as sal 
electric ranges or to any other special engineer. His later positions with t 
subject t str selects. It i company and its subsidiaries, includi: 
announced at the regional meetings General Electric Supply Corp., ca 
tt ll be a newly develop ied him through sales and sales pr 
cil guide available motion t Ss appointment as dist 
t t € Frigid nan i pl ances 1 1937 
| in Boo cove Ss |x t ¢ is esponsible 
t s ce progran t i ’ distribution of a 
t s hoo! r ( 1 area covering Ohio, K 
ote the courses on i ! | cky and one-third of Indiana 
explain the new Frigidaire plan for 1938 the Detroit district including 
woviding winter “Preventive Service” entire state of Michigan was pl 
luring the off peak months under his supervision 
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DISIMGHELECTRICA 


oP Map 


IN RECOGNITION OF DISTRIBUTOR LEADERSHIP 


Barth-Feinberg announce their appointment as exclusive distributors of Sonora Radios, Phono- 
graph Records, Phonographs and Combinations . . . for greater New York and Westchester 
County. The significant award for this strategic territory reflects Barth-Feinberg’s ability to 
keep pace with modern trends in merchandising and in co-ordinating the most effective channels 


for distribution. The new Sonora line embraces Radio. FM and Television. 





onora | 


Clear asaBell 7 


RAPRIGsS -e« PHONOGRAPH RECORDS 


rHORN@G@ECRAP HS -« COMBINATIONS 


Other important franchises in electrical appliances 
Pe will receive 
/ — 


2 Sag 


> careful consideration. 


— 


BARTH-FEINBERG, INC. 
Wholesale Distributors 


17-19 UNION SQUARE WEST, NEW YORK 3, N. Y. 


si ; 
; - —— 
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Profits for You! 


More Warmth and Fuel Economy 
for Your Space Heater Customers 


A-P Thermostatic Temperature Controls are De- 
signed for ALL Oil-Burning Space Heaters Using 
A-P Model 240-DR or UR Manual Controls .. . 


Oil-burning space heater users need your guidance to get 
more heat and comfort from their fuel oil allotment—avoid fuel 
waste and overheating, prevent cold homes in the early spring. 


Contact all your space heater customers — win their 
- . 

continued patronage and friendship by suggesting an A-P Thermostatic 

Control Set for their present heater to conserve fuel oil 


SELL THIS COMPLETE SALES PACKAGE — EASILY INSTALLED 
The A-P Thermostatic Temperature Control Set is a complete sales 


package—including an Elec- — 
tric Conversion Top, accurate Fuel Guing 
wall thermostat, transformer, Starts With 

CONTROL 


wiring, staples and full in- 
structions. Returns more than 
its cost in fuel savings and 
positive comfort — easy to 
install 

NOW is the time to get behind 
this vital and profitable sales 
promotion. Ask for bulletin and 
prices on A-P Thermostatic Heat 
Regulator Set No. 240-ED 


AUTOMATIC PRODUCTS CO. 
2400 North Thirty-Second Street 
Milwaukee 10, Wisconsin 


ip} DEPENDABLE oi contTro.is 














































f 






G-E TUBE CHECKER auicx, 


easy, accurate tube checking which saves you time 















and trouble and keeps your customers happy— 
that’s the job the TC-3P is built to do. Line 
Voltage and tube quality, or shorts, may all be 
checked on one selector switch. Individually oper- 
ated switches permit placing the proper voltage on 
the proper pin of the tube. The G-E Tube Checker 
is available in either the Portable (TC-3P) or 
Counter Model (TC-3). Write today, Electronics 
Dept., General Electric, Schenectady, N. Y. 


Electroric Measuring Instruments 


GENERAL @ ELECTRIC 




























YOUNGSTOWN DISTRIBUTOR CONFERENCE—A special sales refresher course 
was held recently at Warren, Ohio, in preparation for training thousands of retail 
dealers to sell steel kitchens. Youngstown has simplified kitchen merchandising so 
that any dealer will be able to conduct a successful kitchen merchandising operation 
without entangling himself with architectural theories. 





HAVE YOU HEARD... 








lO HELP PREPARE MARKET for post-wal 
products and to strengthen position of 
its retailers, Nash-Kelvinator Corp 
will make an expansion of its advertis 


Your KELVINATOR Dese 


KELVINATOR RADIO SHOW—C. T. 
Lawson, vice president in charge of Kel- 
(right), and Charles J. 
Coward, director of advertising and sales 
promotion of the Kelvinator division, look 


vinator sales 


The show 
will be aired every Sunday afternoon at 
4:30 P.M. over the entire Blue network. 


over a new window poster. 


ing activities and enter the major 
show field according to C. J. 
Coward, director of advertising and 
sales promotion. Plans for a half-hour 
show late Sunday afternoon over the 
full Blue Network have been com- 
pleted. The radio show will have a 
“ranch-house” flavor theoretically em- 


radio 


anating from the Andrew Sisters 
“Eight-to-the-Bar” Ranch in San 
Fernando Valley. Cast will include 


George “Gabby” Hayes. 


15,000 HIGH SCHOOL STUDENTS compete 
for science scholarships in Westing 
house Electric & Mig. Co.’s 4th na- 
tion-wide Science Talent Search, now 
under way. Forty seniors will be 
selected. Awards comprise two 4-year 
Westinghouse Science Grand Scholar- 
ships of $2,400, one for a girl and the 
other for a boy; eight 4-year scholar- 
ships of $400 each, and up to $3,000 
in additional scholarships. 


JANUARY, 





W. Paut Jones, vice-president, charge 
of Refrigerator Division, Philco Corp. 
has been elected chairman of the OPA 
domestic mechanical refrigerator in- 
lustry advisory 


committee 


Bert H. Apsportt has been appointed 
manager of the electric service and re- 
pair department of Kent-Roach Lt. in 
Victoria, B.C. The department is being 


enlarged and will handle all types of 
electrical service and repair work. 
Tue Sirex Co, Hartford, Conn., was 


awarded a blue ribbon for their Bret 
ton Coffee Maker Package by the 
unanimous decision of the judges of the 
8th annual Spice Mill Food Packaging 
Show. Chief feature of the package 
which prompted the judges’ decision 
was the potentialities for an effective 
display thru use of a single color. 


W HILI 


indoor 


THERE IS NO BAN against 
Christmas lighting on the 
Pacific Coast this year, outdoor decor- 
ative lighting been prohibited in 
at least part of the territory by the 
Office of War Utilities as a fuel-con- 
servation measure. 


has 


\ NEW TRADE NAME has been added to 
the operation of the Wilcox-Gay Corp. 
“Recordiopoint” will be used for a com- 
pletely new line of cutting styli and 
playback needles to be merchandised by 
their Recording Disc Division 


CoIN-OPERATED \WVASHING MACHINES 
sold in Virginia are subject to Vir- 
ginia’s tax on slot machines, according 
to a recent ruling by the attorney- 
general of the State of Virginia. 


TABLE APPLIANCES produced by Merit- 
Made Products will be distributed ex- 
clusively by distributors chosen on a 
selective basis for non-competitive na- 
tion-wide coverage, according to Max 
S. Altman, president of the firm. 


STEWART-WARNER’S sales, advertising 
and service department offices are again 
located at the main plant, 1826 Diver 
sey Parkway, it was announced re 
cently. The Alemite, instrument and 
radio departments were included in the 
move. 


WeEsTERN ELectric Co. plans to manu 
facture television transmitting equi] 
ment in the post-war period, accord 
ing to an announcement made recent! 
by F. R. Lack, vice president in charg 
of the company’s radio division. 
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N.. it’s not something done with mirrors. on their hit parade. To get this show they pay 25¢ 
Neither is it one of those post-war miracles made admission; they turn to each issue many times — 
out of soybeans. give it three and a quarter hours a month. 
Here is a national show for your product for Just think how your product can dominate this 

$37,200 a year, complete. We'll repeat that for audience with a full page in every issue — 12 full 
you: $37,200. Not $370,000 or $670,000. pages a year. That’s what you get for $37,200. 


The audience? 1,500,000 families, minimum — Should you neglect such an opportunity? Espe- 
that’s better than a 5.0 rating. And mind you, these cially when you stop to think that it is advertising 


are not miscellaneous families, but a distinctive, like this that built most great advertisers of today! 


intelligent audience — the audience of people who 


7 7 7 
enjoy reading. ’ ; baci 
While Redbook is now over-sold, we'd like to 
True, they listen to radio, and they look through send you “The Rating You Can Expect in Redbook.” 
other magazines. But because good reading is their Write Redbook, 230 Park Avenue, New York 17, 


great pleasure Redbook magazine is Number One New York. 


A 20.0 Rating, Coast-to-Coast. 
Six million families — 1 out of every 5 — read Redbook, Cos- 

* mopolitan and American, THE MONTHLY GROUP — with less * 
than 15%, duplication. A national rating of 20 points! In all 
advertising there is no national opportunity equal to it — 
at anything like the price of $160,000 for 12 full pages. 
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R yyousTey 


FREEZ-ALL has beauty—eye appeal—sales appeal beyond 
all expectations, but more than that, a long list of special 
features of design and construction that will give you 
important selling advantages. High in importance are 
1) Drawer type construction for far greater convenience 
2) Emergency hold-cold solution that will protect foods 
for days if the power fails. Let us send you full details 
about the market for home freezers and the complete list 
of FREEZ-ALL features. Write today. FREEZ-ALL dealers 
are now being franchized all over America. 


FREEZ-ALL DIVISION 
Portable Elevator Mfg. Co. 
Dept. 1722 Bloomington, Illinois 
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vhite star to its “E” flag received just 
tised $5,000 prize slogan ae ae 

JoHN R. KALsBerc has been appointed 

contest. acting promotion manager of the West- 

\ ern Merchandising Mart, San Fran- 

cisco, according to a recent announce 

GET ON BAN D WAGO N - NOW ment by Frank K. Runyan, Mart 

president 
Ask for “VS. 39 - Deal \ THe Warren TELEcHRON Co., Ash 





Always a “natural” for electri- 
cal store merchandising, de- 
mand forthis producthasbeen 
accelerated by tremendous in- 
terest in the nationally adver- 













FIRST 1.C.1. CHAPTER GETS CHARTER 
—Paul B. Zimmerman, president, Indoor 
Climate Institute, presents Walter E. 
Voisinet, president of the Western New 
York Chapter, |. C. |., with the No. | 
Charter granted to a local chapter. In- 
duction took place at a dinner meeting 
in Buffalo, N. Y. recently. 





HAVE YOU HEARD 


Weappete Tacors. president of Belden 





Mig. Co., Chicago, celebrated his 30tl 

anniversary with the organization re 

cently Mr Ja bs joined Belden as a 

cost 1914, ] rite hi 

A ( 

RAILLEY Corp., CLEVELAN QO. was 
ce V esented the Army 

Navy duction a i I cellence 
war producti 

THe Outrtet Company of Providence. 

R. I., operators of Station WJAR, 


applied recently to the Federal Com 
munications Commission for a com 
mercial television station Mortime: 
I Burbank, president of the Outlet, 


said that the new television station will 
be located on top of the Industrial 
I t Bldg 


S. W. Farser, Inc., Brooklyn, N. Y.., 
manufacturers of Farberware broilers 
and coffee makers, recently received 
their third Army-Navy “E” award for 
continuous excellence in war produc- 


Two NEw stars have been added to 
the Army-Navy “E” flag hanging on 
the walls of Ben-Hur Mfg. Co., Mil- 


waukee, Wis. The company in post- 


var will produce a new farm and home | 


Sotar Merc. Corp.’s Number 2 Plant in | 


West New York, N. J. has received 
its 4th Army-Navy “E” award. 


Bartow & Serrttc Mrc. Co., Ripon, 
Wis. received the Army-Navy produc- 


tion award “E” for the third time. This | 
award entitles them to add a second | 


land, Mass., peacetime manufacturers 
of electric clocks and synchronous mo- 
tors, has leased factory assembly space 
in Lowell, Mass., according to I. W 


Kokins, president. Manufacturing op- | 
erations at Lowell commenced early in | 


December under the direction of R. B 


Hally, operations manager 
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Positively 











Model 100 Model 122 


A ¢ fy, 
4656 West Huron Street, Chicago 44, Ill. 
Manufacturers of the famous Gifs Flashlights, 


Knives, Savings Banks, Games, Protect-o-shields, 
efc. 
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Modern 





GITS 


PLASTIC 
FLASHLIGHTS 


Batteries and working parts are clearly 
visible through the transparent, unbreak- 
able body of Gits Plastic Flashlights. 
Battery corrosion, that has destroyed mil- 
lions of flashlights yearly, is detected 
immediately. Here is the really modern 
flashlight with longer life, new utility, eye 
appeal and pleasing warmth of touch. 
Three-way signalling and positive switch 
always works! Two cell, pre-focused with 
brilliant reflector 

Available in two styles, illustrated. 
Transparent, also in colors, red, black, 
khaki, blue or ivory Straight 2-cell 
“Plastic Eye'’ Model, Stock No. 100 retails 
at $1.00. Super Right angle 2-cell Model, 
Stock No. 1!22 retails at $1.75 (with 2 
bulbs). Order from your jobber 

Subject to Limitation Order L-7!. Orders 
accepted for post-war deliveries 





Canadian Distributor: 
Kohn, Bald & Laddon, Ltd., 69 York S#., 
Toronto 


... And I'm going to 
handle the postwar 


GAROD! 





A proposal to turn any woman's head. He’s intelli- 
gent (he knows a good thing when he sees it). He's 
a good business man (he'll have protected profits 
the GAROD way). He's sensitive to people’s de 
mands (he knows that better-type customers prefer 
GAROD). And he has good taste (needs no ex 
planation). Maybe he won't win the woman of his 
dreams, but he certainly will win sales after the war 


Place your order now with 
your nearest GAROD distributor. 


caron Cy Ravio 
Casy® 


70 WASHINGTON STREET BROOKLYN 1, N.Y 
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nor Since the first call for arms for America, industry’s top 
management has stood, day and night, on the battle 

St., line of production. The advertising manager, for the 

— time being, was not concerned with immediate markets. 

>) “But,” he reasoned, “all wars end. War industries must 

r reconvert to peacetime products—and compete for 

’ markets. Where will they be found ?” 


So, the advertising manager has been doing wartime 
) reconnaissance on his own. And he has come up with 


7 some significant discoveries. For example, he has 
7 
é: 





mapped out a market—neglected by many manufac- 
turers—which will be more than ever profitable in the 
postwar period. 





3 MILLION 
FARM FOLKS FORM A 
MAJOR MARKET 






This is America’s huge farm market. The advertising 
manager has traced its growing importance in the past 
few years—as farm income rose to new highs—as farm 
mortgages dropped to new lows—as farm savings in- 
creased as never before. The result is a market ready 
to buy ... waiting for the day when the goods it wants 
will once more be offered. 





As a testing ground for sales strategy in this market, 
— no better section could be chosen than We Golden 









wing Crescent. .. composed of the states of Ohio, Michigan OHIO FARMER e 

and Pennsylvania. The 1944 cash income in this area Cleveland. Ohio - 
$ intelli: was a billion and a half dollars. : é 
fame The key to this Golden Crescent is a group of three farm MICHIGAN FARMER oe 
sealed magazines—Pennsylvania Farmer, Ohio Farmer and Detroit, Mich. bg 
$ no ex- Michigan Farmer—the best-read and most trusted ~ 
ue of his publications in this lucrative market. PENNS YL VANIA FARMER ie 
wees Harrisburg, Pa. 4 


Member: Agricultural Publishers’ Association 
Audit Bureau of Circulation 


Dg ee RTA SE EES Nae REE ERE ET, es RO 
Be ee a, SE ae 
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From the Beginning 
* 
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Has Maintained a Strict 
Distribution Policy 


In the future, as in the past, you can 
count on: 


eThe SAME Company Policy 
e The SAME Top Quality 
e The SAME Distribution Channels 



































Jce-O- Mat 


? 
Easily crushes 
cubes or lumps 
, 
fine 


or coarse, 








Juice-O-M 





The juicet cman 
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rind-oil, f IP 7 





































NS cans of 
» and 


Cay ing 


Napes 


oth bey- 








MANUFACTURING COMPANY 
KANSAS CITY MISSOURI 


Miginalulis 
FIRST with an All-Enclosed Electric Juicer 
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The Farm 


Freezer Business 





CONTINUED FROM PAGE 29 








| 

| aging on the market, some of which 
are very satisfactory. Moisture-vapor- 

| proof material must be used, otherwise 

| the products will dry out, become ran- 

| cid, take on foreign flavors, and are 
tough when cooked. Cellophane is 


widely used, however it requires some | 


protection, 
carton or stockinette to protect the 
outer surface. Cellophane becomes 
brittle when subjected to low tempera- 
tures. Heavily paraffined containers 
without liners, with slip-in or slip-over 
tops, seem to be the most satisfactory 
for fruits and vegetables, and have the 


such as a lightly waxed | 


| additional advantage of a sturdiness | 


which would allow them to be used sev- 
eral times, thus cutting down on the 
At the present time, these con- 


tainers are available only in a cylindri- 
1 


cost 


cal shape and require more storage 
space in the locker. Cartons with 
moisture-vapor-proof liners, which 


must be heat-sealed, are available and 
have proved to be very satisfactory. 


Container Sizes 
The 
termine 
chosen 


size of the family should de- 

the size of the container 
to store the food. Leftovers 
should be avoided. Most containers 
now available are in sizes of approxi- 
mately one pint and one quart. Another 
reason that the smaller size should be 


The food should be frozen as quickly 
as possible and food in large containers 
naturally will take longer to treeze 

Each container must be labeled with 
the name of the contents and the date 
it is placed in the freezer. The pro- 
ducts should be taken out of storage in 
the order of—oldest first. It would 
} 
tents of the home freezer, so that at all 
times it would be known just how much 
food is on hand. This record could be 
kept in very simple form and as food is 
| taken out, this could be indicated in 
the record. 





Care on Overloading 


should be taken not to over- 
load the freezing unit. In other words, 
too much warm food placed in the 
freezing compartment at one time will 
take longer to freeze and “quick freez- 


Care 


ing” is one of the requisites of good 
results. Whenever possible, place each 


container next to the walls or bottom 
| of the freezing unit, and allow plenty 
around each container not 
igainst the walls for free circulation 


oI space 


of air 
It is well to mention here that in 
planning to freeze products, include 


nly those foods that are enjoyed by 


the family and apportion the amount 
of space in the freezer according to 
the degree of preference. Experience 
of home freezer owners has already 
provn that they did not select a freezer 
large enough to store all the produce 
they would like to have. Numerous 
owners have already indicated that 


| they intend to purchase an additional 
f as production is re- 


Treezer as soon 


be well to keep a record of the con- | 


Shing 


used is in the freezing process itself. | 









Throughout the war, advertising in 
national magazines has been telling 
the housewife of JUICE KING su- 
periority. JUICE KING is the home 
juicer she will know and want after 
Victory. Plan now on merchandising 
this finest of home juicers. 

Watch for JUICE KING adver- 
tising in: Ladies’ Home Journal... 
Good Housekeeping... Better Homes 
& Gardens. 


NATIONAL DIE CASTINC COMPANY 


LINCOLNWOOD 45, ILLINOIS 


Juice 








No money down—special 


It's YOUR future — Make the most of it! 





Start now to earn 
the bigger pay in 
electrical repair 


Was there ever such an oppor- 
tunity to get started in electrical 
maintenance and repair—and at 
top-notch wages? Are you ready — 


with experience and ability —to cash in on it? Others are getting just the sort of 
background needed —quick! practical! —to handle the great variety of electrical 
maintenance and repair work TODAY —from this well-known electrical library 
You can too! 


THE LIBRARY OF ELECTRICAL 
MAINTENANCE AND REPAIR 


5 vols., 1826 pages, 1724 illustrations 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you 
HOW —to install all types of motor and generator units—to inspect and repair 
motor starters and generators —to diagnose motor and generator troubles — to figure 
new 
test induction motors, etc., etc. 
quickly symptoms, causes, specific remedies, etc. 


windings for old cores, DC and AC windings—to test armature windings 
One book is full of trouble-shooting charts that show 


Take the first step toward improving YOUR future 
Mail this coupon TODAY 


price—easy payments—FREE trial 





















McGRAW-HILL EXAMINATION COUPON — 
McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. 

Send 1 for ten days’ free examination the Electrical Maintenance and Repair 
Library If satisfactory I will send you $1.00 in 10 days and $2.00 monthly until the 
price of $1 0 is paid. I t wanted I will return books postpaid. (To insure prompt 
shit nt air and r 1 lines.) 
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(Advertisement) 


SYLVANIA NEWS 


Published in the Interests of Better Sight and Sound 1945 





Sylvania Launches Nationwide Poll 
On Postwar Lighting Preferences 


Interviews, Questionnaire Ads Will 
Study Wants of Illumination Users 


Survey Advertising | 
“Doubles in Brass” 
To Stimulate Sales 


To learn what users want in lighting is the 
primary purpose of Sylvania’s big 19145 
advertising campaign in top consumer and 
business publications. But there’s another 
vitally important aspect to this campaign. 
Every advertisement in the series will 
stimulate new interest, making users more 
conscious of the advantages of the lighting 
they will s00n be able to get, compared 
with what they have now. 











Just look at*that pile of magazines! 
Every one of them will carry the neu 
Sylvania questionnaire campaign. 


Every ad, too, will build still broader 
acceptance for Sylvania products—still 
greater prestige and profit opportunities 
for wholesalers who carry the Sylvanialine. 


Taking a major step in its comprehensive program to make postwar Sylvania 


Li: hting easier and more profitable to sell, Sylvania Electric Products Inc. has 


launched a nationwide survey to determine the lighting needs and prefer- 


ences of industry, commerce, and the general public. Thousands of inter- 


WHOLESALERS ACCLAIM 
MAINTENANCE PLAN 


Wholesalers are reac ting enthusiastically 


to the business-building potentialities of 


the Sylvania-sponsored plan for a com- 
plete fluorescent maintenance service to 
be offered by electrical contractors. 
Wholesalers foresee an immediate in- 
crease in lamp sales, as a result of the 
prompt replacement of old lamps under 
this maintenance plan. In addition, whole- 
salers regard the plan as a powerful new 


selling aid in promoting fluorescent. 


SYLVESTER SURVEY 





“Pardon me, but do you plan to use 
fluorescent lighting in your business 
after the war?” 








~ - 


Shy, : 
{Ny $ 
Wiz 


Here’s Betty Light proudly displaying 
the first consumer questionnaire ads, 
views will be conducted with the execu- 
tives of manufacturing plants and com- 
mercial establishments, as well as with 

Ps domestic consumers, to form 
brs one of the two main phases 
JZ, .= of this intensive program. 

a The second phase of the 
survey presents a still broader picture. It 
consists of a series of questionnaire-type 
advertisements that will reach millions of 
readers, not only among home- 


owners, but among the man- A 
agement groups in bus- . 
iness and industry. é 


This survey will help guide Sylvania 
in planning a postwar lighting line with an 
assured market—a fast-moving, profit- 
building line for wholesalers. Watch for 
reports of the survey in Sytvania News. 


SYLVANIA ¥ ELECTRIC 


SYLVANIA ELECTRIC 


PRODUCTS INC., Salem, Massachusetts 


MAKERS OF FLUORESCENT LAMPS, FIXTURES, ACCESSORIES; INCANDESCENT LAMPS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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ELECTRICITY 


For Any Job—Anywhere 


Reliable, economical electric service is 
yours anywhere, anytime with an Onan 
Electric Generating Plant. From the 65 basic 
models, the right plant for any job or appli- 
cation, large or small, can be selected. 


Driven by Onan built, 4-cycle gasoline 
engines, these power plants are of single- 
unit, compact design and sturdy construc- 
tion. Suitable for all mobile, stationary or 
emergency service. 

Model shown is from W2C 
eries 2 and 3-KW 60-cycle 


175 volt powered by wofer 
oled 2 cylinder Onan built 











8225 ROVALSTON 


MINNEAPOLIS 5. 


AVENUE, 
MINNESOTA 





D. 
and SONS 


ELECTRIC 


POWER AND LIGHT FOR EVERY NEED 





Model range from 350 to 
35,000 watts. A.C. types 
from 115 to 660 volts; 50 
60, 180 cycles, single or 
three-phase; 400, 500, and 
800 cycles, single phase; 
also special frequencies. 


D.C. types range from 6 
to 4000 volts. Dual volt- 
age types available. 


Write 


for engineering 
assistance or 
detailed literature. 


W. ONAN 


Florence Stove Gets 
New Southern Factory 


Another step in the Florence 


stove 


Co.’s extensive plans for post-war ex- 


pansion in the cooking and heating 


fields was disclosed recently when 
President R. L. Fowler announced 
that arrangements have been com- 


pleted for Florence to acquire the 

Marshall Stove Co. of 
Lewisburg, Tennessee. No new financ- 
ing is contemplated 


property 





R. L. FOWLER 


“We intend,” said Mr. | 


revamp 


wwier, “to 
completely and to expand the 

Marshall factory. Plans are 
already under way for additional build- 
ings. The entire plant will be newly 
equipped with the most modern ma- 
chinery for the manufacture of stoves 
and heaters. As conversion makes it 
possible, we expect to produce in this 


new plant Florence gas ranges, LP- 


present 


gas ranges, oil ranges, and oil-burning 
heaters. 

Mr. Fowler also announced that 
xeorge B. Colburn, superintendent of 
the Florence factory at Gardner, Mass. 
for the past sixteen years, has been 
elected a vice-president of the com- 
pany and is going to Lewisburg to as- 
sume full charge of the new southern 
factory. William E. Burns, assistant 
superintendent, succeeds Mr. Colburn 
as superintendent of the Gardner fac- 
tory. 

Mr. Lewis Moore, Jr. will continue 
as president of Marshall Stove Co., 
whose entire production facilities are 
engaged in war work. 


( 


Willard Hall Dies 


William Willard Hall, vice-president 
of Times Appliance Co., Inc., died 
recently at his home in Hastings-on- 
Hudson, New York. A native of 
Huntsville, Missouri, and a graduate 

St. Louis University, Mr. Hall 
started his career with Westinghouse 
Electric M fg. Co ‘ Mass 
\fter several years with Westinghouse 
he joined Western Electric Co.; later 
became commercial appliance manager 
for Brooklyn Edison Co., where he 
directed many appliance sales cam- 
paigns with outside selling crews. In 
1928 he joined Times Appliance Co., 
Westinghouse distributors in New 
York area, and was elected vice-presi- 
dent and director in 1935, in charge of 
one of the important departments of 
the company. 

He presented a study entitled “Po- 
tential Appliance Markets in 1946” at 
the NEWA convention in 

ist spring 


3oston, 


Chicago 





Now available! Get 








PORCELAIN INSIDE 





Rogers REACH INS 


your order in today! 











Model Illustrated—30 Cubic Feet 


Equipped with '/3 H.P. Universal Compressor 
Other Models 17 to 72 cubic feet 


Send for Folder No. 3 
MODERN APPLIANCE CO. 


1355 Market St., San Francisco 3, California 


Those attending Market Week (S.F.) Feb. 5th to 10th 
See our display at the Merchandise Mart 


AND OUT 








falo 











Casy . _. 


sell 
install 
service 


To 
to 


Dealers—RIGHT NOW is the time to get lined 
up for post-war sale of Buffalo Fans! Your cus- 
tomers know that “Buffalo” fans have an es- 
tablished reputation for high quality. They also 
know that “Buffalo” ratings are certified. That 
makes Buffalo Fans easy to sell. 


The heavy-duty, industrial-type construction of 
Buffalo fans with flanged edge, square panel 
construction make installation easy. 


Buffalo wheels have heavy-gauge, die-stamped 
blades, heavy-duty hub: and each wheel is 
carefully balanced before assembly. 


Only first grade motors are supplied with Buf- 
fans—so 
nothing. 


service costs are practically 


If you want to sell Buffalo Fans. write today 
for data Bulletin 3222 and prices. 


BUFFALO FORGE COMPANY 
205 Mortimer Street, Buffalo, N. Y. 
Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 
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"ELECTRICAL LIVING IN 194X'"—A wiring display carrying the Westinghouse's 
story on electrical living in 194x was placed on exhibition by Nebraska Power Co., 
Omaha, recently to emphasize need of adequately planned wiring in post-war homes. 
Three front and two end panels, with a well-lighted scale model 5-room house atop 


center section calls attention to the display. 


194x electrical home. 


Below, on center panel, is a blowup of 


A wiring diagram for the whole house and explanation why 


certain circuits, outlets and switches are used in each room complete the display. 





Coleman Plans Post-War 
Production Increase 


A step-up of 120 percent i capacity 
post-war pt luction ver the re 

ar appliance roduction of The Cole 
man Lamp and Stove Co. at Wichita, 
Kansas, is announced by Mr. Sheldon 

leman, executive vice president and 
general manager 

In the Sst-wal eriod the Coleman 

ypliances will fall into two important 

iin lines: The home heating equip 
ment line—heating appliances designed 


the mass market of homes costing 


s than $7,500. This line will consist 

central heat plants, space heaters 

floor furnaces and oil heaters. There 

will be models to use gas, oil, and bu- 
tane i 

Che ind inded gasoline 

hiane msisting of lantern 

S ortal ve ind the 

il ( l i Military oO 

Po t and b ers 


Marshall Field's Joins A.M.C. 


Although brand appliances will con- 
tinue to be a big part of its program, 
Marshall Field & Co., of Chicago, an- 
nounces it joining the Associated 

rchandising Corp., major appliance 

1] \.M.C.). The Frederick Nel- 
Co. of Seattle, a totally owned 
subsidiary Marshall Field’s, has 
lso become a member, according to 
William Street, general manager of 
Chicago department store 

The A.M.C. consists of a group of 
epartment stores which have been as 

ciated for 25 years or so for the 
ooling of buying power. Generally 


\.M.C brands of ay 


ed to meet p1 


ypliances have been 


ice competition. 


The major appliance committee of 
M.C. consists t James Ogden, 
L. Hudson Co., Detroit; Philip 
DuBooff, Bloomingdale’s, New York; 
Glen Farrell Joseph Horne Co., 
Pittsburgh; M. K. Thompson, The 
H ] } 


\\ nite Lo B STO! und B B. 
Zients, A.M.( I 





ROUND TABLE CHAIRMAN—Frances 
Loweree, Graybar Electric Co., succeeds 
Mary Riedel of Proctor Electric as chair- 
man of the Electrical Women's Round 
Table of New York for the 1944-45 sea- 
son. Miss Loweree's committee will con- 
sist of Eulalie N. Scott, Staten Island 
Edison Co., and Elizabeth 
Beveridge, Home Companion, 
second executive member. 


secretary; 
Woman's 





American Furniture 
New York, that Wil 
liam J. Abrash, who has been Chief oi 
the Hardware and Houseware Unit, 
Consumers Division, O.P.A., 
has joined the American Furniture As- 
sociates, Inc., as the housewares, china 
and glass, toys, lamps and small elec- 
tric appliance buyer. 

Mr. Abrash has been with the O.P.A. 
since May 1943 and prior to that with 
Kann’s Department Washing- 
ton, D. C. 


the 
Associates, Inc., 


manage! ol 


Goods 


store, 


Globe-American Moves 


Sales Office to Chicago 


The general sales office of the Globe 
American Corp. is being mov “hi 
cago, according to an ann 
Alden P. Chester, president of the 
company. The new office 
the supervision of D. ( 
vice-president in charge of merchan- 
lising, and B. B. Turner, g 
manager, Kokomo Division, and wil 
be located at 800 Field Bldg., 


LaSalle Street, Chicago 3, Illinois. 
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ESTATE POSTWAR PROFIT QUIZ: 


ow tmany sales i” This 
fuetare tor you 7 


WE WANT AN 
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WE WANT A 
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They can pick 


/ pluck the sale 
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OEALER 














the fuel as long as 


Don't lose sales because of fuelish arguments 
LINE UP WITH THE ‘“‘FUEL-PROOF’’ LINE* 


ESTATE 
PVEaACOCA 


RANGES & HEATERS 


RANGES & WATER HEATERS FOR CITY GAS, LP-GAS, ELECTRICITY 
SPACE HEATERS FOR COAL, WOOD, OIL 











*Estate is the ONE line of cooking and heating appliances for 
ALL fuels ...all sold under one famous, nationally advertised 


trade name. (Want the name of your Estate distributor? Write us.) 











HERE’S YOUR 
FUTURE’S MOST PROFITABLE 


Sales Leader 


THE NEW BEN-HUR FARM AND HOME FREEZER 


500,000 Home Freezer units a year that’s the future market open 
to you with the BEN-HUR Farm and Home Freezer. Laboratory 
a product of foremost refrigeration engineers and industrial 
designers — there will be a complete line of BEN-HUR Farm & Home 
Freezers to fit every need, Check the waiting market for home freezing 
and frozen storage in your community. Then write for facts regarding 
) a BEN-HUR distributorship. 


BEN-HUR MANUFACTURING CO. 
534 EAST KEEFE AVENUE © MILWAUKEE 12, WIS. 


e a 
That personal tovch captured by RECORD/O 
is recorded asa lifelike picture in sound, delighting 
the hearts of listeners in thousands of American 
homes. Wilcox-Gay engineers are now processing 
sensational new recording vnits that are capable 


of truly reproducing the most delicate 
sound vibrations. 
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WiiCOx GAY CORPORATION 


WILCOX-GAY CORP. 


“UU y CHARLOTTE, MICHIGAN 


a of the Recordio; Famous Home Recording — Radio — 
Phonograph Combination 
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In 1878, the year before George B. Selden ap- 
plied for the first patent on a gasoline ad tens yom 
carriage, Voss washers were introduced to 
America’s housewives. As revolutionary as the 
automobile was to become, it scarcely excels the 
labor-saving, time-saving economy of Voss 
Washers. As modern and streamlined as a post- 
war car, new Voss Washers will inccrporate 
the time-tested exclusive features of Electro-Safe 
(‘The World’s Safest’) Wringer and Voss 
Double-Acting Suds Washing. The Voss quiet, 
efficient, trouble-free, auto-type transmission will 
mean more sales at better net profits for Voss 
dealers. 














VOSS BROS. MFG. CO. 


DAVENPORT 1OWA 












































FLASH!!! ALL USERS 
OF DEEP FREEZE UNITS 


ARE POTENTIAL PAKSURE CUSTOMERS 


With the increased use of deep freeze units there will be a grow- 
ing demand for frigid food packagings. In fact the right packag- 
ing will have a distinct bearing on the success or failure of the 
deep freeze business. 


The “Paksure” line of packaging materials for frozen food meets 
every specification of wide awake dealers who are looking for 
a line which will fill all the requirements of their deep freeze 
unit customers. The “Paksure” line is correct and complete and 
provides safe and convenient wrapping or packaging for meats, 
fruits, vegetables, fish and poultry to be stored in frozen food 
locker plants or home freezer units. 


A convenient assortment for home use is the “Paksure” frigid food packaging 
kit consisting of cellophane-lined bags and cartons of assorted sizes. The items 
in this assortment and the entire ‘Paksure” line are fully described in our new 
16 page catalog which we will gladly send you on request. 


DEALERS are invited to investigate 
1] this free offer: In order to help you 
sell the “Paksure” line a handy 
display rack has been designed 
for displaying the line for ready ex- 
amination. Write today ... and 
find out how you can secure one of 
these racks absolutely without 
charge. 


IMPORTANT: There is some good 
territory still available for up-and- 
coming dealers looking for a live 
line of merchandise. Interested 
parties are invited to investigate. 


777 Public Ledger Bidg. 
Philadelphia 6, Pa. 


“Everything For Frozen 
Food Packaging." 


— 


PAKSURE FROZEN FOOD PACKAGING 
' ieee 








Packaging Division 
€. w. TWITCHELL inc. 
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DISPLAYED RATE: 





WHERE TO BUY 


UNDISPLAYED RATE: 


$12.50 per inch per in $1.00 per line or fraction 
sertion. Contract rates oa r a 

$4.00. irst line sma 
on request. (An adver m . black face type. Dis- 
tising inch is 79" on one count 10% full payment 
coiuma—<« cotumss— PAEES, SEFVICE Ge ACCESSOFIES —&stvance for Peonsee 
48 inches to a page.) , utive insertions. 












































WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


Aerobell —Boss—Gainaday—Laundry Queen 
Suanysuds—Woodrow and Thirty Other Makes 
WRINGER ROLLS—LUBRICANTS—BELTS 
We have a PARTS JOBBER sneer you 
Address on request 


The FRANTZ MANUFACTI 


Uane (% CANTON 6, OHIO 


Walter A. Frantz 





ION 


1251 DUEBER AVE. $.W 





SINGLE CONDUCTOR No. 18 APPROVED 


ALL-PURPOSE CORD $1 6.50 


White or Black—Synthetic Covered _ 


16 strands of No. 30 Tinned Wire. Heat, Light and Sun Resisting. 
QUANTITY OF 5000 FEET........ 2... cc eeneee 
Rolls of 1000 Feet—Shipping Wght. |2 Lbs. 
1000 feet $26.40. 


per 1000 $14.50 
Wholesale Ceiling Price per 


= 
pe vers 


i y 





FREE! Illustrated Parts Catalog—Write Dept. M. 


VACUUM CLEANER SUPPLY CO. 
BUCKEYE 


p————= CENTER POST WRENCH 


! With this tool, you can remove and install center posts 


BUCKEY 





an 


! ( of all 1 f washers. Hailed by service men 
on ae as the greatest time-saving tool ever developed. 
y) Adjustable to all sizes and styles of 
i post : PRICE $1500 
COMPLETE — 
post for removing or 
PEARSOL APPLIANCE CORP. 


2122 EUCLID AVENUE + CLEVELAND 15, OHIO 
* Washing Machine and Vacuum Cleaner Parts * 


INGER ROLL 
ATF 

Good YEAR 

WHITE SOFT CUSHION 

ALL SIZES FOR IMMEDIATE DELIVERY 
COMPLETE LINE OF WASHER PARTS 


AMERICAN ELECTRIC WASHER CO. 
1766 E. 55th STREET CLEVELAND, OHIO | 


CHROMALOX UNITS 


SWITCHES AND PARTS 
FOR 
Standard and all makes of Electric Ranges 


F. N. CUTHBERT CO., Distributors 
Toledo 2, Ohic 


nakes 


imply adjusting two large 
and holds th 


1e 
assembling. 




















































Our 132-page FREE 
Catalog of 
Washing Machine & Vacuum Cleaner Parts 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 


Now.... 


GENUINE PARTS 


WASHERS and CLEANERS 
FROM ONE SOURCE 
Write for latest list which 
makes handled and discounts 
published list prices. 
BROCKWELL ELECTRIC CO. 
Genuine Parts Exclusively 6 ’ 
106 E. 9th St. Chester, Pa. 








ONE SOURCE OF SUPPLY 
913 Washington Ave., Houston 10, Tex 
410 Marquette, Minneapolis |, Minn 
Goodrich White Wringer Rolls all make 


WASHER & CLEANER PARTS 


shows 
from 




















immediate Delivery! 
Goodyear Wringer Rolls 


They're Soft! White! Trouble Free! 
LOOK AT OUR LOW PRICES 
Blank End Rolls 


No. Size 1-11 12-35 36-over 
Ass't. Ass't. Ass't. 
175 1%" 1.29 1.18 97 
187 1%” 1.37 1.25 1.05 
200 a 1.48 1.36 1.15 
212 240" 1.67 1.55 1.30 
225 2%" 1.67 1.55 1.30 
250 242" 2.07 1.95 1.63 
275 2%" 2.54 2.39 2.02 
TERMS: 


1% cash discount allowed if remittance 
is sent with order, otherwise all orders 
shipped net C.O.D. 


— Also 
COMPLETE LINE OF WASHER PARTS 
ADEQUATE STOCK! PROMPT SERVICE 


VESCO PRODUCTS CO. 


KITTANNING, PA. 











Repair Your Own Electric Appliances! 


Trademark Reg. and Pats. Pend. CHANITI 
Self-Welding ELECTRICAL HEATING 
ELEMENT FLUX. Generous amount, in- 
structions enclosed. $1.00 postpaid. Used 
by the U. S. Govt 


CHANITE SALES COMPANY 





914 South Main Fort Worth 4, Texas 








SPECIALTIES 





Vacuum Cleaner Bags, 
and covers, washing and ironer covers, 
Textile Specialty Co., W. 


Ironing Board Pads 
Ohi 
54th, Cleveland, O 











NEW ADVERTISEMENTS 


T 
a 





This Where to Buy Sec- 


tion supplements other 
advertising in this issue 
with these additional an- 
nouncements of products 
and services essential to ef- 
ficient and economical op- 
eration, maintenance and 
service. Make a habit of 
checking this page, each 
issue. Departmental Staff, 


Electrical Merchandising. 
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San Diego Bureau 
Looks Ahead 


The twelfth annual conference of the 
San Diego Bureau of Radio and Elec 
trical Appliances, held recently, was 
devoted to a discussion of current 
problems, with predictions and plans 
for the coming year. Advertising for 
1944 and plans for the coming year as 
presented by O. G. Thompson, indi 
cate that Adequate Wiring is to re- 
ceive special emphasis in coming 
months 

Secretary-manager J. Clark Cham- 
berlain covered the subject of the re- 
sumption of appliance manufacture 
under WPB regulations, which was 
followed by informal reports from the 
many manufacturers representatives 
and distributors present, who indicated 
what their companies are likely to do 
in this territory. ’ 

The Postwar Planning Committee 
whose comprehensive report on appli- 
ance merchandising from the dealers’ 
angle has received wide publicity, re- 
ported through its chairman F. J 
Guasti, on its continuing watchfulness 
emphasizing the “trade diversion evil” 
which would arise if legitimate manu 
facturers continue to encourage con- 
sumer cooperatives, or industrial 
concerns are allowed to sell wholesale 
to their emplovees for their individual 


use 

Tames Carothers of the National 
Sales Association. now guiding the 
sales policies of Hage’s Ltd in San 
Diego, pointed out the need for reform 
ing sales practices of firms which have 
slinned into slovenly wa luring the 

Sellers’ Market” of the war period. 
Activiti t home lanners’ 
stitutes ere ented by E. W 
Meise. a number of which are planned 
far the Gan Thi toveis os omiauee 
s. A picture of San Diego after 
ir and the post-war progran 
‘ te the Chamber of Commerc 


esented conclusion by Hanes 

r , Chan ber of Com 

click satis ol tk 

Pacific Coast Electric Association and 

head of the San Diego Gas and FElec- 
Cc 


Kelvinator Announces 
Freezer Price Policy 


Price of the ‘ it 

( Kel inat ter t irk 
prod tio hy! } 

ething less tl of the at 
eo rd ‘ it Cc} al T 
Lawson, vice 1 dent of Na Ke 
itor Corp. in charge of Kel it 

, uid recentl 

in Cees Eneeased ta te nitions’? 
cor i will be powered by t) 


Polarsphere sealed units used in Kel 


inator refrigerators, ice cream cal 
ets and other 
the company, 


refrigeration products 


Lawson said. The 


reezers will be completely Kelvinator- 


built, he added 


Bendix Enlists Radio 
Listeners Design Ideas 


Radio listeners will hel; 
the new 
by 


home radios to be produ 
Bendix Radio at Baltimore. as s 
as the military situatior 
Leonard C 

manager of the home radio div 
Bendix Aviation Corp., announ 
recently 


Nation-wide surveys 


Truesdell, general sal 





consur 
references in reception quality, ca 
net design and for other features, s1 
as tuning controls, are now underw 


Truesdell revealed. 
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UNDISPLAYED RATE 
Undisplayed Style: Not available for equipment 
advertising. 

10 cents a Word, Minimum Charge $2.00. 
POSITIONS WANTED (full or part time sal- 
aried employment only) ‘2 the above rates pay- 
able * advance. 

BOX NUMBERS—Count as 10 words. 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 


* SEARCHLIGHT SECTION 


(Classified Advertising) 


SELLING : 
EMPLOYMENT : 


"OPPORTUNITIES" 


: MERCHANDISE 
: BUSINESS rane 


DISPLAYED RATE 
INDIVIDUAL SPACES with border rules for 
prominent display of advertisements 
The advertising rate is $8.00 per inch for all ad- 
vertising appearing on other than a contract basis. 
Contract rates quoted on request. 

AN ADVERTISING INCH is measured 7%"’ ver- 
tically on a column—4 columns—48 inches to a 

















Prominent 


details. 


330 West 42nd St., 


RA-718, Electrical Merchandising 
New York 18, N. 


Philadelphia Wholesaler 


With large warehouses, over 500 square feet, and a 90 man sales trade, 
organization, we are interested in exclusive distributorship of radio, 
appliances, etc. National or spot coverage. Well financed, and with 
a large dealer following. Please name us your proposition and all 


REPRESENTATIVES AVAILABLE 
WELL ESTABLISHED wholesale Plumt ns 
and Heating Supply Co. in “San D ego, Calif. 
is interested in handling home appliances on 

















a distributorship asis. San Diego Pipe & 
Supply Co. Box 325 28D, San Diego 5 Calif, 
M ANUFA( *TURERS ATTENTION Drop 

shipment jobber well rated, lo« ated mid- 


west with live national sales organization de- 
sires items to sell furniture, hardware, toy, 


juvenile furniture and department store 
Correspondence invited. RA-724, Elec- 
trical Merchandising, 520 N. Michigan.Ave., 


Chicago 11, Il 


MANU FAC TU! RERS REPRESENTATIVE — 
An organization covering the Pacific North- 
west desires add tional lines appliances or 
equipment. RA-725, Electrical Merc handis- 
ing, 68 Post Street, San Francisco 4, Cal. 
APPLIANCES AND supplies of all kinds 
wanted by established wholesale firm for 
distribution, now and a. in Rocky 
Mountain and Texas areas. Established many 
years, wide following among drug, variety, 
and department stores. Own best display 
building and warehouse in wholesale section 
of Denver. Write full particulars—United 
Distributing Co., 1847 Lawrence, Denver, 
Colorado. SEES SEM 
MANUFACTURERS REPRESENTATIVES, 
16 years experience promotional sales, want 
commission proposition, west coast territory, 
electrical equipment and appliances. Produc- 
ers located Atlantic Seaboard preferred Write 
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Lloyd-Crawford Company, South Hill 
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WANTED 
SALES EXECUTIVE 


@ Manufacturer of large house- 
hold appliances in small mid- 
western city, seeks a capable sales 
manager. The man _ considered 
must have an impressive record 
of accomplishment in organizing 
and directing a factory sales or- 
ganization in the household ap 
pliance field. He is probably not 
seeking a new connection, but 
would be interested in associat- 


in highly 


g himself with an old, 
reputed concern with well defined 
postwar plans, providing a good 
basic salary and the opportunity 
to participate in the profits he 


helps create. 


Write in confidence, giving age, 
experience and reasons for believ- 
ing that you are competent. to 
fill this position. All correspond- 


ence will be held in strict con- 


fidence. 











DISING 





What is 
Your Problem 


Do you need competent men for your 
staff? Men to fill executive, sales or 
technical positions? 

Or are you one of the readers of ELEC- 
TRICAL MERCHANDISING seeking em- 
ployment in any of these capacities? 

Or are you looking for—or offering—a 
business opportunity of special interest to 
men in the industry served by this pub- 

cation? 

The solution of any of these problems 
an logically be found first among other 
eaders of ELECTRICAL MERCHANDIS- 
NG. You can get their attention—at 
mall cost—through an advertisement in 
the Searchlight Section. 





Street, Los Angeles 14. 





PURCHASING 
AGENT 


@ Unusual opportunity 
for unusual man 


The man we're looking for has a 
thorough knowledge of radio parts 
He knows all the 
good sources of supply. He is 


and equipment. 


familiar with priorities, allocations, 
all government procedures. This 
man knows how to ‘get the goods” 
to the production line quickly and 
on time. For the present, he will 
work with our purchasing agent... 
shortly thereafter, he will take over 
the entire job himself. We are a 
well known manufacturer of radio 
and electronic equipment. The job 
we have open offers an unusual 
postwar opportunity, and to the 
right man we are prepared to make 
an extremely interesting proposi- 
tion. Please provide full particu- 
lars in first letter. 


P-719, Electr il Merchandising 
W. 42nd St., New York 18, N. ¥ 





tributor set 


ARE YOU REPRESENTED 

, IN MICHIGAN? 

iftee ars contracting f ture 
m years com ~y tat ~ aaa ae excellent references desires to enter factory sales 

up thoroly. Familiar with all phases of 

etail and wholesale operation. Have broad busine 

background and can finance myself up to $15000.() 

Can furnis h unlimited Al 
non-c¢ mpe ting lines 

concern. Com 


Know Detroit 


ferences Want agen 
irect > 


sion basis only. Write to 
B0- 720 Electrical Mer har id sing 
520 North Michigan cr 





Successful retail business and sales manager with 


field. 
Twelve profitable years of merchandising appliances, 
pianos, furniture & musical inst. Extensive back- 
ground in training sales organizations, sales plan- 
ning, promotions, advertising, credits and collec- 
tions. What have you to offer? 
SA-723, Electrical Mercha sing 
20 North Michigan Ave if 11, Ill. 


with g 1 





ago ll, I 











: FOR SALE 
One slightly used model 101K31 


Hot Point Deep Fat Fryer 


somewhat shop worn—$80.00 
Clark & Humphrey—Bradford, Pa. 





PRODUCTS 


WANTED 
In Building and Construction Field 





Well-known manufacturer of war materials 





EXECUTING 
FOR POST WAR MANUFACTURING 
540 N. Michigan Ave. 


Arthur Swanson and Associates interested in securing 


the building field for post-war manufac 
| N D U S T R | A L D E S | G N ture Also interested in small household 
specialties. Would buy going company in 
DESIGNS this field. Reply to 
BO-722, Electr M 
Chicago 11, Ill. Vv. 42 s . York Y 


PRODUCT 


with extensive manufacturing facilities is 


specialty products in 





























RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 








OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St + San Francisco 3, Calif. 
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LINES WANTED 


CALIFORNIA DISTRIBUTOR 


California distributor with head- 
quarters in Los Angeles desires 
major appliances to distribute. Only 
items of highest quality will be con- 
sidered. Our organization offers you 
unimpeachable integrity; top finan- 
cial standing; and an aggressive, 
competent sales force of twenty-one 
experienced appliance salesmen. 
We are anxious to communicate 
with manufacturers who have never 
sold in this territory or who have not 
obtained the results that this fast- 
growing wealthy area warrants. 
Your correspondence will be held in 
strictest confidence. Kindly write: 


WENDELL H. KINNEY 


2525 East 49th Street, Los Angeles 11, Cal. 
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ARTHUR P. HIROSE 


1901-1944 


RTHUR § Hirose lied with 
shocking suddenness Decen 
ber 9th. He was the victim of tl 
ippetite of American busines 
speeches Seemingly we are co 
pelled to gather periodically to eat 
and hear an address. If the speaker 
s good, and Arthur was, there ar« 
onstant demands on his time and 
rey H g accepted invita 
tions to spe n Chicago and St 
I alt alt with a 
hea ] 1 carrying 
out the ngag nt Th was 
iracterist ? illin 
I to dot op ind hi 
eat reluctar to disapp 2) 
Vay be nie 1 
ly ill that at Harrisburg, Penn 
vival € \ ken the 
train t t Tr} is W 
ne lay T I on satu ] 
Art example of the 
ng that t niversity of the 
iys ection ¢ books \ 
voraci ill his life, he edu 
ted icle 0d job 
t it Nece tv forced him to go to 
work before he was hig! hool age 
His f | ent with the 
McGraw Publishing Company. This 
was a n tance In 
t] vere friendl 
nd intellig é 0 early saw 
his great abilitic and mad 
tunity evelop the 
l £ th Ly 
ichtime the ime 
on tl tt bl ed boy 
urled ir " i book 
I an ndly asked the b Vv what 
1 N iding t 7 ) penny- 
idful- Arthur held up the book. 
it was a volume of Bernard 
There is no longer much 
velty in G.B.S. but in those days 


vas regarded as pretty strong 


eat, even for grown-ups, much less 


] 
 ¢ 


eloping the st 


1 boy in his early teens 


He was set presently to editorial 
| miscellaneous jobs on Electrical 
wld. His capacity for figures 
1 his ability to dramatize and 
make them interesting developed 
rly. He did much work in de- 


atistical service which 


become so notable a feature of 
ELECTRICAL MERCHANDISING. He 
heading all research and pro 


otion on this publication when he 


ciation, 


n 


Nancy 


ul 


loyal colleague. 


mittee for | 


jurses 


uD of! 


nnual 


ni 


l 


Na 


ec 


, 


to join McCall’s Magazine in 


le had just recently joined 
as director of promotion 
He engaged actively 
‘iation work. He 
committees of the 
lvertising Bureau Com 
<conomic Development, 
1 War Advertising Council. He 

erved as nsultant to the 
Washington, was treas 
erican Marketing As- 
had lectured in 
yy the Advertising 
In 1941 he 
in the 


| assoc 


mber of 


+ the An 
and 
given | 
New York 
irded the 


was 
research medal 
Advertising Awards 
igh he died young, he left 
grown daughter, Nancy, now 
ng post-graduate work at Yale 
He iarried early, 
to Marguerite Byrnes, 
the publishing 
their greatest 
most rewarding interests 
the raising and education 
He was a devoted husband 
1 father, an unselfish friend, a 
Over the years he 
He will 
L.E.M 


\lthor 


versity. 


appily 


ted worker in 


was ft 


pany One of 
was 


of 


d made a host of friends. 


sorely missed 
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